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AS ADVERTISED ON KVTV 


MORE GOODS ARE SOLD ON KVTV FOR A VERY SIMPLE REASON 
MORE SIOUX CITY PEOPLE WATCH KVTV THAN ANY OTHER STATION 


Statistics can be manipulated to say most anything you 
want them to say. And certainly, we have a whole rate 
card full of pertinent, and favorable statistics. But in 
the final analysis only one thing is important—did we 


move the goods? And this is where KVTV excels—in 





CHANNEL 9 SIOUX CITY, IOWA 
CBS e ABC 


moving goods in the Sioux City market. Sioux City is a 
potent market—over 4 million customers with over 
one-billion dollars to spend. It’s KVTV consistently for 
audience and, more important, audience action. For com- 


plete information see your Katz man. He’s our man, too. 


PEOPLES 
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WGAL-TV serves the public interest 


College of the Air 


Now in its eighth consecutive year, this 
tri-weekly adult-level educational series is 
designed for classroom use in senior high 
schools, in colleges, and for home-viewing. 
Through close cooperation with eight col- 
leges in the Channel 8 coverage area, 
WGAL.-TV offers alert, diversified program- 
ming. College of the Air is just one phase of 


this station’s many public service activities. 


Pvc axe oN 
Channel & a 


Lancaster, Pa. - NBC and CBS 


STEINMAN STATION 
Clair McCollough, Pres. 








Representative: The MEEKER Company, Inc. 


New York + Chicago « Los Angeles + San Francisco 
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Nafi Disenchanted? 


Is Nafi Corp., which acquired three 
vhf tv stations during past two years, 
becoming disenchanted with broadcast 
operations? Reports were prevalent 
last week that it is pricing properties 
possibly in advance of considering 
possible liquidation of broadcast in- 
terests. Stations are KPTV (TV) Port- 
land, Ore. (ABC) which it acquired 
in July 1959 for $3.75 million; KCOP 
(TV) Los Angeles, purchased last 
year in stock exchange based on 1957 
purchase price of $4 million, and 
KTVT (TV) (formerly KFJZ-TV) 
Fort Worth, purchased last year for 


$4 million. Additionally, it owns 
KXYZ Houston. 
Nafi’s principal interest now is 


Chris-Craft but it also is engaged in 
oil production and originally was in 
automobile accessory field, in which it 
still is engaged, but on modified basis. 
Kenyon Brown, well-known broad- 
caster and now identified with owner- 
ship of new Los Angeles Angels, 
American League team, recently re- 
signed as president of Nafi’s broadcast 
operations (BROADCASTING, Dec. 12, 
1960). 


Outside Piloting 


C. Terence Clyne, McCann-Erick- 
son’s radio-tv chief, was in Hollywood 
last week negotiating new co-produc- 
tion deal with Desilu-Culver. If initial 
negotiation sets deal it'll signal pro- 
duction of pilot for hour-long series to 
be based on activities of U. S. counter- 
intelligence during World War II and 
Korean War. Series would be sold to 
advertiser in fall. Already in hand are 
13 scripts. 


Significance of Mr. Clyne’s trip 
west: co-production (co-financing and 
risk sharing) would be between film 
producer and McCann-Erickson’s M-E 
Productions which Mr. Clyne also 
heads. This deal, if set, has explosive 
potential. For first time in years—and 
certainly since tv has reached domi- 
nance in mass communications—ma- 
jor agency and producer would team 
in partnership without prior advertiser 
money or other commitment on tv 
property. Mr. Clyne for some time 
has felt advertisers are getting short 
shrift from networks, has hinted in 
past M-E might want to produce on 
its own. 


Minow in the Swim 


Problems of becoming national fig- 
ure compounded quickly last week for 
Newton N. Minow, young Chicago law 
partner of Adlai Stevenson who is to 
be new FCC chairman. By Tuesday 
afternoon he was forced to isolate 
himself from world, especially well- 
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wishers and newsmen, so he could 
arrange orderly disposition of seven 
lawsuits he is handling, plus other 
legal work. At home, continuous 
phone calls exhausted Mrs. Minow. 
One poser: future of his secretary for 
six years, Roxane Eberlein, who holds 
Ph.D. degree, speaks French and Ger- 
man. It’s tug-of-war with Gov. Steven- 
son. Does she go with Mr. Minow to 
FCC or with Gov. Stevenson to United 
Nations? 


Inside stuff 


How come federal Prison Director 
James V. Bennett showed so much 
savvy in his campaign against Al 
Capone segments of The Untouchables 
(ABC-TV) as to use threat of opposi- 
tion to license renewals against 10 
stations whose licenses actually are 
pending renewal (see page 62)? He 
won’t talk, but record shows three 
former FCC staff lawyers now with 
Justice Dept.: Richard A. Soloman, 
former FCC assistant general counsel; 
Daniel R. Ohlbaum and Henry Geller, 
both formerly in FCC general coun- 
sel’s office. 


Form Fitting 


Subject of special Friday (Jan. 13) 
meeting at FCC was controversial re- 
vision of program renewal forms— 
subject of several other meetings in re- 
cent past (CLosED Circuit, Dec. 12, 
1960). “We jockeyed it around awhile, 
but we had no agreements,” one 
spokesman said while another thought 
final draft was all but approved. Sev- 
eral changes were made in staff docu- 
ment as presented to commissioners 
and it is due to come up again soon 
with changes. 


As now drafted, there is no “typical 
week” of programming to be reported 
as now required. It was felt by some 
that staff instructions were “vague” 
and left too much liberty to document 
drafters without specific FCC instruc- 
tion. Crux of new form will require 
narrative programming report in li- 
cense application for renewal. 


King Seat? 


So great is popularity of FCC Com- 
missioner Charles H. King, whose re- 
cess appointment winds up whenever 
Newton N. Minow’s nomination is 
confirmed, that Democratic observers 
in Washington are urging his appoint- 
ment to Republican vacancy on one 
of other agencies—possibly Federal 
Trade Commission. Mr. King has 
made hit, not only with his FCC col- 
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leagues but with practitioners and 
communications people since he ac- 
cepted interim appointment last July. 


Bicks’ successor 


Who will succeed Robert A. Bicks 
as antitrust chief of Department of 
Justice? Among names mentioned are 
Harold Leventhal, Washington attor- 
ney and counsel for Democratic Na- 
tional Committee; Herb Maletz, chief 
counsel of Rep. Emanuel Celler’s (D- 
N. Y.) House Judiciary Committee, 
an antitrust expert, and Victor Kramer, 
Washington attorney, formerly chief 
deputy in Antitrust Division. Mr. 
Kramer, however, reportedly is “un- 
available” while Mr. Maletz is repre- 
sented as not actively seeking post but 
would accept. 


Aluminum Co. Budget Boost 


Look for Aluminum Co. of Amer- 
ica, Pittsburgh, to up its network tv 
budget next fall. Advertiser, and its 
agency, Fuller & Smith & Ross, New 
York, are preparing new program 
format that will include alternating 
sponsorship of hour-long program (re- 
placing present weekly half-hour Alcoa 
Presents on ABC-TV, Tuesday) and 
in addition 8-10 specials during season. 


Booraem Echo 


Current talk of Madison Ave. con- 
firms that speech made by Hendrik 
Booraem Jr., Ogilvy, Benson & Ma- 
ther’s broadcast vp, before Radio & 
Television Executives Society (BROAD- 
CASTING, Dec. 5, 1960) didn’t fall on 
deaf ears. Booraem proposal—that 
advertisers, agencies, stations, net- 
works, NAB and film producers get 
together on program standards and 
supervision—is due for consideration 
at meeting of NAB Television Code 
Board Feb. 2-3 in Los Angeles (Chair- 
man E. K. Hartenbower of KCMO-TV 
Kansas City was on RTES platform 
with Mr. Booraem last month). 


No Fish Story 


Advertising Federation of America 
last year was considering idea of sur- 
veying advertising’s popular image, 
but project got shelved as AFA with 
Advertising Assn. of West mounted 
year-long “let’s keep rolling ahead” 
campaign (see page 38). Now AFA 
has quietly conducted its own research 
to “profile” typical ad man. Profile 
report will be feature of speech before 
AFA Washington conference Feb. 1 
by AFA Chairman James S. Fish, 
General Mills advertising vp. 
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Riviera Cigarettes 

Pall Mail Cigarettes 

Ansco Films 

5-Day Deodorant 

Bissell Carpet Sweeper Co. 

Ban Roil-On Deodorant 

Sal Hepatica 

Ipana 

Vitalis 

Viceroy Cigarettes 

Koo! Cigarettes 

Life Cigarettes 

Campbell's Franco-American 
Sauces 

Carter Oil Co. 

Rise 

Arrid 

Colorforms 

Continental Oil Co.—Conoco 

Karo Syrup 

DuPont Children’s Wear 

Friskie’s Dog Food 

Gaines Burgers 

Heart of Oats 

Horizon Foods— Italian 
Casserole 

Kool Shake-Kool Aid 

General Foods— Minute 
Sliced Potatoes 

Cocoa Puffs 

Smiles 

Gulf Oil Co. 

Poll Parrot Shoes 

Kleenex 

Airwick 

Dove Soap 

Praise 

Lilt 

Liquid Ivory 

Oxydol 

Secret Deodorant 

Spic & Span 

Tide 

Zest 

Duncan Hines Pancake Mix 

Quaker Oats Cereals 

Ralston Purina 

Helena Rubenstein 

Sawyers, Inc. 

Shick Safety Razor Co. 

Selchow-Richter Games 

Desert Dri Deodorant 

Skelly Oil Co. 

Fieischman’s Margarine 

Biue Bonnet Margarine 


OHN C. MULLINS, President 


Tender Leaf Tea 
Supp-Hose 

Union Pacific Railroad 
Italian Swiss Colony Wines 
Anahist 

Fizzies 

Listerine 

Cracker Jack Co. 

Max Factor 

Flagg Brothers Shoes 
Florsheim Shoes 
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Theo Hamm Brewing Co. 
Hertz Corp. 
Hoover Co. 
Andrew Jergens Co. 
Keystone Camera Co. 
Libby-Owens Ford 
Duke Cigarettes 
Local Loan 
Jiffy Popcorn 
Butternut Coffee 
Mr. Clean 
Sta Pine, Inc. 
Vick Chemical 
Washington State Apple 
Commission 
Western Airlines 
Pan American Coffee Bureau 
Kent Cigarettes 
Newport Cigarettes 
Lucky Lager Brewing Co. 
Magic Wood 
Malt-O-Meal 
Marx Toy Co. 
Maybelline Co. 
Maytag Co. 
Alka Seltzer 
One-A-Day Vitamins 
Chocks 
Minute Maid High C 
Minute Maid Orange Juice 
Mishawaka Rubber 
Parliament Cigarettes 
Marlboro Cigarettes 
National Association of 
insurance Agents 
Ocean Spray Cranberries 
Norelco 
Pepto-Bismol 
Morton House Foods 
Papermate Pens 
Peter Paul Candy 
Coldene 
Fresh 


Plan Food Research Corp. 
Cheer 


Clorox Bleach 
Crest 

Crisco 

Crisco Oil 
Dash 


Gleem 

Jif Peanut Butter 

Joy 

Rollaids 

Dentyne Chewing Gum 
Certs 


Chef Boy-ar-dee 
Bufterin 

L-B-Q Cold Tablets 
Liquid Bromo Quinine 
Kentucky King Cigarettes 
Brown Shoe Co. 
Carey Salt Co. 

Nair 

Arrid 

Tree Top Apple Juice 
Ajax 

Palmolive 

Colgate Dental Cream 
Fab 

Wildroot 

Morton Pies 

Wonder Bread 

Profile Bread 

Hostess Cake 

Special Hostess Cake 
Chun King Sales, Inc. 
Corning Ware 
Cudahy Packing Co. 
Ladies Home Journal 
Daisy Manufacturing Co. 
Dole Hawaiian Pineapple 
Regimen 

Man Tan 

Maryland Club Coffee 
El Producto Cigars 
Falstaff Brewing Co. 
Flav-R-Straws 
Folger's Coffee 

M & M Candy 

Uncle Ben’s Rice 
Pick-A-Pop 

French’s Instant Potatoes 
General Credit Corp. 
General Electric Co. 
Alpha Bits 

Post Sugar Crisps 
Gravy Train 


Instant Maxwell House Coffee 

Regular Maxwell House Coffee 

Oat Flakes 

Spanish Rice 

Twist 

Betty Crocker Cake Mix 

GMC Pontiac Division 

General Toy Corp. 

Gold Medal Candy 

Affiliated Publishers, Inc. 

Maypo Cereal 

Anderson Soup 

Hills Bros. Coffee 

ideal Toy Co. 

Butternut Bread 

International Latex 

Jubilee 

Stride 

Glade 

Woolite 

Kellogg Co. 

Breeze 

Lucky Whip 

Lipton Tea 

Lipton Soup 

Coco Wheats 

Loma-Linda Ruskets 

Kent Cigarettes 

Old Gold Cigarettes 

Popsicle 

Alpine Cigarettes 

Phillips Petroleum Co. 

Popice 

Revion Living Curl 

Top Brass 

Salem Cigarettes 

Camel Cigarettes 

St. Regis Paper Co. 

Shulton’s Men's Line 

Haley's M. 0. 

Bayer Aspirin 

The Texas Co.—Texaco 

Timex 

Jolly Time Pop Corn 

American Sheep Producers 
Council 

Vita Yums 

Bourjois Evening in Paris 


Trig 

Prince Matchibelli 
Seaforth 

Luster Creme 

Vel 

Muriel Cigars 
Nucoa Margarine 
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WEEK IN BRIEF 


Television’s public affairs programming structure has 
' been under fire since Fairfax Cone, leading agency exec- 
' utive, called for lower pricing by networks in comparison 
' with entertainment programs. Agency row is interested 
| but thus far there are few signs of serious price trouble. 
© See. 


FLEXIBLE PRICE PLAN BLASTED ... 27 


The billing worm has turned at last. NBC-TV, for the 

first time in several years, has passed CBS-TV in its 

| monthly billings, recording over $25 million in October. 
| This was $2.1 million above the CBS-TV gross. See... 


TV’S BILLINGS BONANZA ... 37 


- A new FCC chairman will be named by President Ken- 
. nedy when he takes office. His name is Newton N. Minow, 

a member of Adlai Stevenson’s law firm in Chicago. His 
-views are delineated in an exclusive BROADCASTING 
' interview. See... 


MINOW TO HEAD FCC... 54 


The fight’s still raging over a sizzling bureaucratic 

' issue—what governmental agency has the last word on 
» how high tv towers can be and where they may be located. 
FCC should have final decision, broadcasters say. See... 


WHO'S TV TOWER BOSS? ... 68 


ABC means business in its news operations, a fact that 
' was made clear last week when James C. Hagerty, news 
' secretary to President Eisenhower, was officially unveiled 
-as network’s news-public affairs vice president. See... 


ABC-HAGERTY NEWS PLANS... 40 


It'll be tougher in the future for “pay-offs” and strike 
‘applications in station applications as a result of new 
tules adopted by the FCC. These rules conform to amend- 
/ments added to Communications Act. See... 


ANOTHER ‘PAY-OFF’ RULE ... 62 


Sindlinger & Co. will start a new nationwide: daily tv 
rating service emphasizing audience quality rather than 
number of viewers. Rating data will be available only to 
stations, networks and agencies; quality data will be of 
help to advertisers, it’s claimed. See... 


IT’S QUALITY THAT COUNTS ... 32 


They had an active year in fiscal 1960 at the FCC, 
according to the Commission's annual report to Congress. 
It shows there are 668,000 radio stations on the books. 
Sée . 0 


FCC’S BUSY YEAR ... 66 


A leading newscaster and moderator, Edward R. Murrow, 
has come up with a plan for a national information insti- 
tute. It would conduct studies in the journalistic field 
and have private financing behind it. See... 


HELPING INFORMATION FLOW ... 48 


Gov. LeRoy Collins, new president of NAB, gives an 
insight into his philosophy at federal bar dinner. He 
plans to be an advocate and in addition will remind broad- 
casters of their responsibilities as station licensees. 
See... 


COLLINS CITES DUAL ROLE ... 50 


On Capitol Hill,. leading senators and congressmen 
incline to be hedgy when asked what they think of the 
Landis Report on what should be done about independent 
agencies. See... 


LANDIS STAND: WAIT AND SEE ... 64 


Advertising’s own effort to improve its public image will 
get under way Feb. 5, continuing through the year. NAB 
will take part in arrangements, sending slides and scripts 
telling broadcasters how to take part in the campaign. 
See... 


AD PROMOTION OPENS ... 38 
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Late news breaks on this page and on page 10 
Complete coverage of week begins on page 27 
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Radio participation 
_ time limit drafted 


| First time limits on participating ra- 
| dio programs were proposed Friday by 
NAB Radio Code Board, winding up 
| two-day meeting in Washington. Pro- 
| grams with multiple sponsorship aren’t 
' covered by time standards of present 
' code language. 
Detailed recommendations, including 
' 18-minute limit per hour among other 
| restrictions, will go to NAB Radio 
Board of Directors at Feb. 8 meeting 
in Palm Springs, Calif. They will not 
' become effective until adopted by radio 
_ directors. 
' Code group reaffirmed its ban on 
‘hard liquor advertising, subject of re- 
cent coniroversy centered on liqueur 
and cordial advertising. Series of alco- 
| holic beverage definitions was adopted. 
' conforming to federal alcohol control 
"laws. Code permits malt beverage and 
wine advertising but bans distilled 
' spirits, including liqueurs. 
Serious concern was voiced by code 
/ board over national advertising copy 
' for some motion pictures. Subscribers 
' were urged to screen copy carefully. 
' Subcommittee was named to study pro- 
cedure and copy acceptance for motion 
picture advertising. Members are Cecil 
Woodland, WEJL Scranton, Pa., chair- 
man; Elmo Ellis, WSB Atlanta and 
Robert B. Jones Jr., WFBR Baltimore. 
Board was told number of subscrib- 
| ers to code had reached 1,119 since it 
' was placed on paid subscriber basis last 
| July 1. Code board, headed by Cliff 
' Gill, KEZY Anaheim, Calif., was set 
' up at that time. Other members besides 
' those mentioned who attended Wash- 
| ington meeting were Richard O. Dun- 
| ning, KHQ Spokane, Wash.; James L. 
Howe, WIRA Ft. Pierce, Fla.; George 
J. Volger, KWPC Muscatine, Iowa; 
Herbert L. Krueger, WITAG Worcester, 
' Mass.; Robert L. Pratt, KGGF Coffey- 
ville, Kan. 


Prison head protests 
‘Untouchables’ stations 


James V. Bennett, federal director of 
| prisons, Friday asked FCC for permis- 
‘sion to appear in opposition to license 
'fenewals for nine tv stations which 
/carried second part of Al Capone story 
‘on ABC’s The Untouchables. He took 
‘Action as he had threatened to do after 
all stations disregarded his request they 
/Rot run program (see page 62). 

' Mr. Bennett also sent communica- 
‘tion to Senate and House Commerce 
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Committees, asking for meeting to dis- 
cuss Capone program, which he alleged 
maligned federal prison officers by 
showing some of them in collusion with 
gangsters. 

In second show last Thursday night, 
ABC issued disclaimer that show in- 
tended to reflect on good name of 
Federal Bureau of Prisons or its per- 
sonnel. This was done voice over clos- 
ing credits. 

ABC affiliates which are target of 
Mr. Bennett’s ire: WLOF-TV Orlando, 
WFGA-TV Jacksonville, WPST-TV 
Miami, and WEAT-TV West Palm 
Beach, all Florida, and ABC-owned 
stations in New York, San Francisco, 
Chicago, Los Angeles and Detroit. 


NBC Radio’s new clients 


NBC Radio sales in past six weeks 
totaled $3.2 million, of which all but 
$952,000 was new business. Adver- 
tisers and their agencies included: 
Lever Bros.’ Pepsodent Div. (Foote, 
Cone & Belding); General Motors 
Corp.’s Buick Div. (McCann-Erickson) ; 
Mogen David Wine Corp. (Edward 
H. Weiss); American Motors (Geyer, 
Morey, Madden & Ballard); Rolley Co., 
Sea and Ski Lotion (Foote, Cone & 
Belding); Kellogg (Leo Burnett); In- 
ternational Minerals & Chemical Corp., 
Accent seasoning (Needham, Louis & 
Brorby); Wagner Electric Corp. (Ar- 
thur R. Mogge); Readers Digest Assn. 
(Schwab, Beatty & Porter) and Sinclair 
Refining Co. (Geyer, Morey, Madden 
& Ballard). 





Rating untouched 


Question of whether advance 
“publicity’—created by protest 
of James V. Bennett, director of 
federal prisons (this page)—on 
second and final installment of 
Al Capone story on The Untouch- 
ables on ABC-TV Thursday (Jan. 
12), 9:30-10:30 p.m. could boost 
audience remains standoff. 

Arbitron reported Friday that 
show came in with ratings that 
were nearly identical with that 
received for first installment aired 
week previous. First half hour 
Arbitron results showed 31.1 rat- 
ing and 49.2 share of audience; 
second half, 33.7 rating and 53.6 
share of audience. In previous 
week first part of show received 
33.1 rating and 48.5 share; sec- 
ond half, 34.7 rating and 52.3 
share of audience. 











Members named to Senate 
Commerce Committee 


Same Senators who sat on Commerce 
Committee in 86th Congress will be on 
hand when that unit organizes for cur- 
rent session. 

As announced by policy committees 
of respective parties, Commerce Com- 
mittee members are: 

Democrats—Warren G. Magnuson 
(Wash.) chairman, John O. Pastore 
(R.L.), A. S. (Mike) Monroney (Okla.), 
George A. Smathers (Fla.), Strom Thur- 
mond (S.C.), Frank J. Lausche (Ohio), 
Ralph W. Yarborough (Tex.), Clair 
Engle (Calif.), E. L. (Bob) Bartlett 
(Alaska), Vance Hartke (Ind.), and Gale 
W. McGee (Wyo.). 

Republicans—Andrew F. Schoeppel 
(Kan.), John Marshall Butler (Md.), 
Norris Cotton (N.H.), Clifford P. Case 
(N.J.), Thruston B. Morton (Ky.), and 
Hugh Scott (Pa.). 


Tv, fm set growth seen 


Despite near saturation in some appli- 
ance fields, color tv and fm are areas of 
great potential for marketing growth, 
annual convention of National Appliance 
& Radio-Television Dealers Assn. was 
told in Chicago Friday by NARTDA 
board chairman Mort Farr. Ross D. 
Siragusa, chairman-president Admiral 
Corp., said 1961 should set all time 
record in fm set sales with total home 
radio sales to exceed 11 million. Tv 
bright spots, he said, are growing con- 
sumer interest in higher priced combina- 
tion sets and color, with color sales 
expected to exceed 1960 by more than 
35 percent. 


Rotation plan for spots 
introduced by CBS-TV 


Trend in selling of participations by 
tv networks got new push Friday with 
announcement by CBS-TV that it would 
introduce rotation plan offering one- 
minute commercials in its late-morning 
programs (10 a.m. to 12 noon EST, 
Mon. through Fri.), effective Feb. 13. 
Change was seen as move to shore up 
unsteady sales record compiled recently 
in selling these periods on traditional 
basis of quarter-hour sponsorships. 
CBS-TV officials suggested they had 
been forced into change to meet com- 
petitive practices of other networks. 

New plan offers commercials in late- 
morning block at gross price of $3,200 
per minute in winter, $2,800 during 
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Francis P. 
(Frank) Barron, 
gerjeral sales 
manager of 
WIJW-TV Cleve- 
land, appointed 
general sales 
mahager of new 
national tv sales 
orgianization be- 
ing) formed by 

Mr. Barron Storer Broad- 
casting Co. New 
company will handle spot} sales for all 
Storer tv stations (WJBK-TV Detroit, 
WSPD-TV Toledo, WAGA-TV Atlanta, 
WIW-TV Cleveland, W{TI-TV Mil- 
waukee) and other outlets.| Mr. Barron, 
who will headquarter in New York, will 
supervise selling operation of 10 men 
plus promotion, research and other al- 
lied personnel. Mr. Barroh has been in 
broadcasting since 1951 when he joined 
WIJW Radio. He switched to WXEL- 
TV (now WJW-TV) in |952 and be- 
came local sales manager when station 
was purchased by Storer. 








Jerome R. Feniger, vp in charge of 
radio and tv programming at Cunning- 
ham & Walsh, N. Y., since 1956, named 
vp for tv. New post covers responsibility 
for all tv programming operations, ac- 
count service and business affairs (radio 
programming has become negligible but 
is still Mr. Feniger’s responsibility, too). 
Tv executive formerly was account 
executive with CBS Radio Spot Sales. 


WEEK’S HEADLINERS 






he. . 
— 
Mr. Boland 


Robert L. 
Coe, director of 
stations rela- 
tions for ABC- 
TV, elected vp 
in charge of tv 
station relations; 
Michael F. Bo- 
land, assistant 
treasurer of 
ABC, elected vp 
and assistant 
treasurer, and 
Bert Briller, ABC-TV director of sales 
development, elected vp in charge of tv 
network sales development. Mr. Coe 
joined ABC-TV in 1955 as regional 
manager in station relations department 
and was promoted to director of station 
relations in January 1960. Earlier he 
had been director of station relations 
for now defunct DuMont Television 
Network. Mr. Boland has been with 
ABC since 1951 and has served as cost 
account supervisor, tv budget officer, 
assistant controller and accounting su- 





Mr. Briller 








pervisor. Mr. Briller joined network in 
April 1953 as copy chief of sales de- 
velopment department and earlier had 
been reporter-critic for Variety. 


Robert Carley, vp and account super- 
visor on Wesson and Snowdrift ac- 
counts, elected president of Fitzgerald 
Adv., New Orleans. Mr. Carley form- 
erly was account executive with Dona- 
hue & Coe and Cunningham & Walsh 
and other agencies, before joining Fitz- 
gerald in 1953. Move was part of major 
reassignment of agency executives. In 
other changes Joseph L. Killeen, co- 
founder and president, moves to new 
post as chairman of board. Four new 
executive positions also announced are 
Roy M. Schwarz, executive vp, crea- 
tive; Howard E. McDonald, executive 
vp, operations; E. W. Rector Wootten 
and Warren Posey to senior vps. At 
same time, Joseph H. Epstein, chair- 
man of executive committee and execu- 
tive vp, has resigned, effective Feb. 28. 





Mr. Carley Mr. Killeen 


For other personnel changes of the week see FATES & FORTUNES 
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13-week summer period starting around 
July 1. These prices are subject to 
usual discounts, which would not affect 
compensation of affiliates. Gross price 
includes $1,000 for program cost, rest 
for time. Plan permits not more than 
six one-minute commercials per half- 
hour; this would figure out half-hour 
gross of $19,000 (winter) or $16,800 
(summer), compared to $52,000 gross 
per half-hour under present format 
($26,000 per quarter-hour). 

Plan specifies no minimum buy, but 
Officials said single announcement pur- 
chases would be discouraged. Adver- 
tiser will be allowed to concentrate his 
commercials in one show but must 
rotate or “checkerboard” them among 
various programs involved. These are 
as follows, in consecutive half-hour: 
December Bride re-runs, Video Village, 
I Love Lucy re-runs and Clear Horizon. 
Under quarter-hour sponsorship plan 
they have been running from _half to 
nine-tenths sustaining, but officials said 
shows immediately following them have 


good sales record and that there is no 
plan to extend minute-sales format. 

Plan was seen as limited variation 
of ABC-TV’s “Daybreak” sales format, 
which permits advertisers to scatter 
their messages throughout entire day- 
time schedule. ABC-TV authorities said 
most Daybreak selling is done on basis 
of seven quarter-hours over 13-week 
period. Average gross price per minute 
is put at $2,852, but advertiser gets one 
bonus minute for every four bought, 
bringing “effective” average gross cost 
to $2,282. 


Carney sketch killed 


NBC last week blue-pencilled comedy 
sketch about incoming President John 
F. Kennedy and his wife from script 
of live Art Carney Show coming up 
tomorrow night (Jan. 17, 10-11 p.m. 
EST). Network said it does not mind 
political spoofs and referred to Bob 
Hope Show (Jan. 11, 9-10 p.m. EST). 
However, it regarded eight-minute 
White House takeoff in Carney script 


as bad taste at this time, three days 
before Kennedy inauguration. Carney 
comedy show, produced by Talent 
Assoc. (Herb Sargent is writer), will 
be sponsored in color by Kitchens of 
Sara Lee (through Cunningham & 
Walsh) and U. S: Time (W. B. Doner 
& Co.). 


WGN-AM-TV to new site 


Over weekend Chicago Tribune's 
WGN-AM-TV and stations’ 350 em- 
ployes moved from downtown to new 
$2.5 million plus broadcast center at 
2501 Bradley Place on Chicago’s North 
Side. Switch was made without inter- 
ruption of schedules. New T-shaped 
two-story center is 10 minutes from 
downtown agency-advertiser offices. 
Tribune’s afternoon Chicago American 
takes over old quarters at 441 N. Michi- 
gan. Ward L. Quaal, vice president and 
general manager of station, said new 
quarters enable further expansion of 
color telecasting, with all color on local 
live shows and more color film shows. 
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Talk about news ! 


UPI stations get more news- 


world and regional. 
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20-minute splits for the } of regional news are 
called on the half-hour, exceptions: 
1. Because of market } 10:30A central time 
split on the west wire f is of 15 minutes 
duration, The 3:30P central east and west is 
called for 15 minutes roundup and sports 
demands. de 
2. Two m splits on ¢ east from Chicago 
have been extended © gach, Mondays 
through Fridays, to perm’ more regional 
x —_, markets and weather. are the ones 
at 11:30A and 12: i 
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you'll love 
those high, heart- swarming 7 OUR GANG ratings 


Fellas, it’s been love at first sight...in each and every one of the 75 markets now showing thos 
hearty, hilarious OUR GANG COMEDIES. Stations are happy. We’re happy. All in all, 
howling success. But take heart — perhaps your market is one of the rapidly dwindling numbe 
still available. Check us now. And if not—check us, anyhow! We still may be able to hav@ 
a heart-to-heart chat about all those memorable M-G-M CARTOONS. Or those rib-ticklin 
viewer-snatching PETE SMITH SPECIALTIES. Let’s talk.. 
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__— DATEBOOK ___ 


A calendar of important meetings and 
events in the field of communications 
*Indicates first or revised listing. 


JANUARY 


Jan. 16—Comments due on FCC rulemaking 
which would relax multiple-ownership re- 
strictions (exempting less than 5% holdings) 
for stockholders or corporations with 50 or 
less stockholders. Replies due Jan. 31. 
Jan. 16—Comments due on FCC rulemaking 
which would prohibit the sale of a broad- 
cast station, except in certain instances, 
where licensee has outlet less than three 
years. Reply comments due Jan. 26. 

*Jan. 17—Television Bureau of Advertising, 
southern showing of “The Progress of Dis- 
content,” presentation on advertising’s eco- 
nomic significance. DuPont Plaza Hotel, 
Miami. 

*Jan. 17—Advertising Club of New Jersey, 
Hotel Essex House, Newark. Mel Allen is 
principal luncheon speaker. 

*Jan. 17—Radio & Television Women of 
Southern California, monthly meeting, 8:30 
p.m., Knickerbocker Hotel, Hollywood. Dr. 
Frances Horwich (“Ding Dong School’s”’ Miss 
Frances) will moderate discussion of “What 
is the Educational Potential of Television?” 


Jan. 17—Radio & Television Executives So- 
ciety’s timebuying and selling luncheon- 
seminar. Robert (Bucky) Buchanan, radio-tv 
group head of J. Walter Thompson, N. Y., 
is featured in a case history of Ford’s broad- 
cast use. Hawaiian Room, Hotel Lexington, 
New York. 12:15 p.m. 

Jan. 18—Hearing into FCC license revoca- 
tion proceedings against KWK St. Louis to 
be held in that city. 

Jan. 18—Hollywood Ad Club in-depth clinic 
on “Advertising’s Responsibility to the Food 
Broker.” D. V. Brown of Brown-Massie & 
Assoc. will chair the panel discussion. Holly- 
wood Roosevelt Hotel, 11 a.m.-2 p.m. 

Jan. 18—North Carolina AP Broadcasters 
Assn. Sir Walter Hotel, Raleigh, N. C. 


Jan. 20-22—Advertising Assn. of the West 
mid-winter conference. Pioneer Hotel, Tuc- 
son, Ariz. James Proud, president of Adver- 
tising Federation of America, will report on 
plans for .Feb. 1 meeting with members of 
Congress. 

Jan. 21-22—Ninth annual Retail Advertising 
Conference, Palmer House, Chicago. 

*Jan. 23—Joint luncheon meeting, Sales- 
Marketing Executives of Chicago, Chicago 
Federated Advertising Club and American 
Marketing Assn. Speaker: Marion Harper Jr., 
president McCann-Erickson. Sheraton Tow- 
ers, Grand Ballroom, 12 noon. 

Jan. 23—Hollywood Ad Club luncheon meet- 
ing, Hollywood Roosevelt Hotel. Dr. Sydney 
Roslow, director, The Pulse Inc., will discuss 
the latest developments in media research. 
Jan. 23-24—Oklahoma Broadcasters Assn. 
Biltmore Hotel, Oklahoma City. Members of 
the Oklahoma ture will attend lun- 
cheon meeting at which FCC Commissioner 
John S. Cross will be featured speaker. 
*Jan. 24—Washington Advertising Club and 
Sales Executives Club, 9th annual Business 
Outlook Conference. Statler Hilton Hotel, 
Washington, D. C. 


Jan. 24—Academy of Television Arts & 
Sciences, Los Angeles Chapter, meeting on 
foreign films, with top pictures from Eng- 
land, France, Germany, Japan and Latin 
America being shown to demonstrate what 
our American product is up against in 
foreign markets. Beverly Hilton, Beverly 
Hills, Calif., 8 p.m. 

*Jan, 24—Radio & Television Executives So- 
ciety’s timebuying and selling luncheon- 
seminar. Hawaiian Room, Hotel Lexington, 
New York, 12:15 p.m. 


Jan. 24-26—Georgia Radio & Television In- 
stitute, sponsored by The Georgia Assn. of 
Broadcasters and Henry W. Grady School of 
Journalism, U. of Georgia, Athens. Maurice 
B. Mitchell, president of Encyclopedia Bri- 


tannica Films Inc.; Arthur Hull Hayes, 
president of CBS Radio, Harold R. Krelstein, 
president, Plough Broadcasting Co.; Robert 
F. Hurleigh, president of MBS, and Norman 
E. (Pete) Cash, president of TvB, will be 
among the featured speakers. 


Jan. 24-26—South Carolina Broadcasters 
Assn. annual winter convention. Tv and 
radio workshop sessions, conducted by Wil- 
liam Colvin, director of member services, 
TvB, are planned. NAB Vice President 
Charles H. Tower will speak. A luncheon for 
legislators will be held Jan. 25. Rep. William 
Jennings Bryan Dorn will speak at the ban- 
quet that evening. Hotel Columbia, Colum- 
bia, S. C. 

Jan. 27—Educational Foundation of Ameri- 
can Women in Radio & Television, board 
of trustees meeting. Belmont Plaza Hotel, 
New York City. 

Jan. 27-29—American Women in Radio & 
Television, board of directors meeting. Bel- 
mont Plaza Hotel, New York City. 

Jan. 29-Feb. 3—American Institute of Elec- 
trical Engineers winter general meeting. 
Statler-Hilton Hotel, New York. 


Jan. 30-Feb. 4—National Retail Merchants 
Week sponsored by 11,500 stores of National 
Retail Merchants Assn. with slogan, “Re- 
tailing Serves America.” 

*Jan. 31-Feb. 1—Advertising Federation of 
America, annual mid-winter conference for 
all advertising and congressional reception. 
Theme will be “Advertising Says: ‘Let's 
Keep America Rolling Ahead’.” James M. 
Landis, special assistant to President-elect 
Kennedy on regulatory agencies, is among 
speakers. Congressional reception Feb. 1, 
5:30-8 p.m. Statler Hilton Hotel, Washington. 
Jan. 31—American Marketing Assn., New 
York chapter, marketing workshop: ques- 
tionnaire design in marketing research. 
Lever House auditorium, New York, 4 p.m. 


FEBRUARY 


Feb. 1—New deadline for comments on 
FCC proposal to revise annual financial re- 
port (Form 324) due from all broadcast sta- 
tions, including condensed balance sheet, 
analysis of notes payable, a new income 
statement and a new breakdown of reve- 
nues. Docket 13,842. 


Feb. 1—Deadline for entries in National 
Safety Council’s non-competitive public in- 
terest awards to radio-tv and other public 
information media entries will be accepted 
for radio-tv stations and networks, adver- 
tisers, daily and weekly newspapers, ua- 
tional news services and syndicates, and 
labor organizations; consumer and trade 
magazines and outdoor advertising com- 
panies. NSC also will administer Alfred P. 
Sloan Radio-Tv Awards for Highway Safety 
from among recipients of council’s public 
interest awards in radio-tv and advertiser 
categories. Two new awards of $1,000 each 
will be presented to producer and writer 
of radio or tv programs selected from Sloan 
Award winners. Official blanks may be ob- 
tained from the Council at 425 N. Michigan 
ve., Chicago, Tl 


Feb. 1-3—Winter Military Electronics con- 
vention, sponsored by National Professional 
Group on Military Electronics and Los 
Angeles section, Institute of Radio Engi- 
neers. Biltmore Hotel, Los Angeles. 

Feb. 2—Minnesota AP Broadcasters Assn. 
Radisson Hotel, Minneapolis. 

Feb. 2-3—NAB Television Code Review 
Board. Beverly Hills Hotel, Hollywood. 
Feb. 4—United Press International Broad- 
casters of Minnesota, winter meeting. Leam- 
ington Hotel, Minneapolis. 

Feb. 4—Directors Guild of America, annual 
awards dinner dance. Beverly Hilton, Bever- 
ly Hills, Calif. Presentation of awards for 
outstanding directorial achievement in the- 
atrical motion pictures, live and film tv 
programs. 

Feb. 5-6—Texas Assn. of Broadcasters 
spring convention. Commodore Perry Hotel, 
Austin. 

Feb. 5-11—1961 Advertising Week. 


*Feb. 6-7—U. of Texas Journalism Seminar, 
Austin. 
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Feb. 6-10—NAB Board of Directors winter 
meeting. El Mirador Hotel, Palm Springs, 
Calif. Finance committees meet Feb 6; Dis- 
tinguished Service Award, Membership and 
Convention Committees Feb. 7; Radio Board 
Feb. 8; Tv Board Feb. 9; Combined Boards 
Feb. 10. ‘ 

Feb. 7—International Broadcast Awards 
banquet of Hollywood Ad Club. 8 p.m., 
Moulin Rouge, Hollywood. Awards for out- 
standing broadcast commercials in inter- 
national competition will be presented. 

Feb. 8—Michigan Assn. of Broadcasters 
annual legislative dinner honoring all mem- 
bers of the Michigan Legislature, Admini- 
strative Board and congressmen from that 
state; Feb. 9—MAB spring convention and 
— meeting. Jack Tar Hotel, Lansing, 


Feb. 9-11—Mutual Advertising Agency Net- 
work initial meeting of 1961. Canterbury 
Hotel, San Francisco. 
*Feb. 11—American Women in Radio & 
Television Chicago chapter’s fourth annual 
conference. Drake Hotel. Among speakers: 
Virginia Graham, tv personality; Carter 
Davidson, international news analyst, WBBM- 
TV Chicago; Montez Tjaden, promotion man- 
ager of KWTV (TV) Oklahoma City and 
president-elect of the national AWRT; Frank 
Hogan, executive editor of McCall’s maga- 
_ and Sid Bernstein, editor of Advertising 
ge. . 
Feb. 14-15—Assn. of National Advertisers, 
cooperative advertising workshop. Hotel 
Ambassador, Chicago. 
Feb. 15—Hollywood Ad Club in-depth clinic 
on radio sales. Hollywood Roosevelt Hotel, 
11 am.-2 p.m. Robert Light, president, 
Southern California Broadcasters Assn. will 
be chairman. 


*Feb. 15—New deadline for comments on 
FCC’s proposal to add ch. 9 to Syracuse and 
ch. 13 to Rochester, both New York, and 
other changes to bring this about. Replies 
due Feb. 27. 

Feb. 15-17—Institute of Radio Engineers 
1961 international solid-state circuits con- 
ference. U. of Pennsylvania and Sheraton 
Hotel, Philadelphia. 

Feb. 18—Western States Advertising Agen- 
cies Assn. annual dinner dance. An award 
will be presented to the “Advertising Citizen 
of 1960.” Venetian Room, Ambassador Hotel, 
Los Angeles. 

*Feb. 22—Broadcast Board of Governors 
hearings at Ottawa, Ont. 

Feb. 22-23—Sixth annual Conference of 
Presidents of State Broadcaster Assns. 
Shoreham Hotel, Washington, D. C. 

Feb. 26—Broadcast Pioneers, New York 
chapter, first of a series of annual salutes to 
stations. WLW Cincinnati to be honored. 5 
p.m., Latin Quarter, New York City. Pro- 
ceeds will go to the Broadcasters’ Founda- 
tion Inc. 

Feb. 26-Mar. 1—Pacific Electronic Trade 
Show. Great Western Exhibit Center, Los 
Angeles (components show). 

*Feb. 28—American Marketing Assn., New 
York chapter, marketing workshop: new de- 
velopments in analysis of marketing re- 
search data. Lever House auditorium, New 
York, 4 p.m. 


MARCH 
March 3-4—U. of Oklahoma annual radio-tv 
conference and clinic. Norman, Okla. 
March 9—Radio & Television Executives 
Society of New York annual banquet. 7:30 
p.m., Grand Ballroom, Waldorf-Astoria Ho- 
tel, New York City. 
*March 13—New deadline for filing com- 
ments on FCC proposed rulemaking con- 
cerning requirements for frequency moni- 
tors. Replies due March 23. 
March 17-18—Professional Advertising Club 
of Topeka workshop and clinic. Washburn 
U., Topeka, Kan. 
March 20-23—Institute of Radio Engineers 
international convention. Waldorf-Astoria, 
and New York Coliseum, New York City. 
*March 20-25—Third annual short course for 
newsmen in analysis and reporting of crime 





news, sponsored by Northwestern U.’s schools 
of journalism (Medill) and law, downtown 
campus, Chicago. 

*March 28—American Marketing Assn., New 
York Chapter, marketing workshop, Report 
writing for management reading. Lever 
House auditorium, New York, 4 p.m. 
March 30-April 1—Industry Film Producers 
Assn. second annual convention and trade 
show. Hotel Miramar, Santa Monica, Calif. 


APRIL 


April 1—Deadline for entries in the Ameri- 
can Bar Assn.’s Gavel Awards competition 
given to tv, radio stations and newspapers 
in major cities for “outstanding contribu- 
tion to public understanding of the Ameri- 
can legal and judiciai systems.” 

April 6-8—Montana Broadcasters Assn. an- 
nual meeting. Billings, Mont. 

*April 10-13—National Premium Buyers 
28th annual national exposition, Navy Pier, 
Chicago. Also Premium Adv. Assn. of Ameri- 
ca one-day conference, same site. 

April 14-15—Kansas Assn. of Radio Broad- 
casters annual convention. Jayhawk Hotel, 
Topeka. 

April 17—Academy of Motion Picture Arts 
& Sciences Oscar award ceremonies. Santa 
Monica (Calif.) Civic Auditorium. The pres- 
entation will be telecast by ABC-TV. 

*April 20-21—Pennsylvania AP Broadcast- 
ers Assn. Sheraton Hotel, Philadelphia. 


April 20-22—American Assn. of Advertising 
Agencies annual meeting. The Greenbrier, 
White Sulphur Springs, W. Va. The annual 
dinner will take place on Friday evening, 
April 21. 

April 20-22—Alabama Broadcasters Assn. 
spring convention. The Holiday Inn Riviera, 
Dauphin Island, Ala. 

April 21-22—National Assn. of Educational 
Broadcasters, Region II (southeast) annual 
meeting. Hotel Thomas Jefferson, Birming- 
ham, Ala. 

April 24-28-—-U. of Florida third annual 
Communications Week. Broadcasting Day, 
April 24. Advertising Day, April 25. Other 
days devoted to photojournalism, print media 
and public relations. Gainesville, Fia. 
*April 25—American Marketing Assn., New 
York chapter marketing workshop: Manage- 
ment use of marketing research, advertising 
agencies. Lever House auditorium, New 
York, 4 p.m. 

April 26-29—Institute for Education by 
Radio-Television, Deshler-Hilton Hotel, Co- 
lumbus, Ohio. 


MAY 


*May 1-31—National Radio Month. 

May i—Deadline for submissions of 100- 
200 word abstracts and 500-1000 word ae- 
tailed summaries of papers for the 1961 
Western Electronic Show & Convention 
(WESCON). Send to the attention of E. W. 
Herold, WESCON Northern California Office, 
701 Welch Road, Palo Alto, Calif. 


May 3-6—American Public Relations Assn. 
17th annual convention. Hotel Shelburne, 
Atlantic City, N. J. The association's Phila- 
delphia Forge will be host. The theme will 
be: “Analyzing Public Relations’ Accom- 





Advertising Federation of America 
1961 Conventions 
Jan. 27-29—Eastern inter-city confer- 
ence of Women’s Advertising Clubs. 
Warwick Hotel, Philadelphia. 
Feb. 1—AFA annual mid-winter con- 
ference and congressional reception. 
Statler-Hilton Hotel, Washington, D.C. 
April 6-7—AFA ist district conven- 
tion. Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 
April 13-16—AFA 4th district conven- 
tion. Dupont Plaza Hotel, Miami. 
April 21-22—AFA 9th district conven- 
tion. Savery Hotel, Des Moines, Iowa. 
May 27-31—AFA 5th annual conven- 
tion. Sheraton Park Hotel, Washing- 
ton, D. C. 
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Ftow big the egg? 


Behind the big talent names and audience ratings tion and perspiration to make a commercial stand 
is many a painful flop. What happened to sales? up against a star. We claim no monopoly of either 
And even more important, to profits? The answer, all .. . but we are proud of the figures on our clients’ 


_ too often, is the commercials. It takes both imspira- balance sheets. That’s the best rating we know. 





The commercial is the payoff. N. W. AYER & SON, INC. 








“..a Viewer had an 
uncanny feeling not only 
of personal presence 

but also of emotional 
involvement...” 


Jack Gould in The New York Times so reported on 
““Yanki, No’’—the first major TIME-LIFE Broad- 
cast documentary television program, seen on 
ABC-TV. 

Mr. Gould went on to say: “Time Inc. showed 
it could make a major contribution to television.” 

““Yanki, No” was the first application of Time 
Inc.’s unique journalistic tradition to television. 
Its aim was to bring the feeling of personal pres- 
ence as LIFE has done in the magazine idiom. How 
well it succeeded may be judged from Mr. Gould’s 
and other critics’ comments. 

Time Inc. has been broadcasting for many years 

as sponsor, as producer and as operator of four 
stations. This is the first report on plans and prog- 
ress of TIME-LIFE Broadcast. 
BROADCAST NEWS BUREAUS. In addition to 
the present Washington broadcast news bureau, 
TIME-LIFE Broadcast has just opened a broadcast 
news bureau in New York. These bureaus process 
and edit for broadcast the stories that pour in from 
Time Inc.’s network of news bureaus—the largest 
specialized news service in the world. 

Not intending to duplicate other news services, 
Time Inc.’s bureaus and correspondents provide 
depth reporting that spotlights the personalities 
and motivations behind the news—fill out conven- 
tional coverage and give it more meaning. 

At present this service is exclusively for Time 

Inc.’s own stations. 
MARCH OF TIME. 11 million historic feet of 
“March of Time” film, covering the years 1935 
through 1951, is currently being edited for possi- 
ble commercial use. 

The nucleus of TIME-LIFE Broadcast’s activity 
centers in its owned and operated stations. Here 
new ideas and techniques are tested and refined. 
The aim is for exciting and stimulating develop- 
ments both in local and national broadcasting. 


TIME-LIFE 
BROADCAST 


KLZ-TV—AM Denver WOOD-TV—AM Grand Rapids 
WFBM-TV—AM-FM Indianapolis WTCN-TV—AM Minneapolis 


Scene from “Yanki, No.” ABC Network Television, December 7, 1960. 








A CHANNEL 


QUIZ 


TEST YOUR MARKETING SKILL 
ON THIS FIVE-FINGERED 
TELEVISION QUIZ 


Q—W hich television station in the 
sports-loving Eastern Michi- 
gan area has a hammer lock 


on wrestling shows? 


Q—How many men are on a base- 
ball team and how many outs 


are in each inning? 


Q—Can WNEM-TV sell cars? 


Q—Two men play fwe games of 
chess and each wins five 


games. How come? 


Q—W hich television station dom- 
inmates Michigan’s second mar- 
ket from 9 am to 12 midnight 
on Saturdays and Sundays? 


WNEM-TV 





plishments Problems, 
Skills.” 


*May 4-6—Western States Advertising Agen- 
cies Assh., annual conference. Shelter Island 
Inn, San Diego, Calif. 

May 4-8—American Women in Radio & 
Television, national convention. Statler Hil- 
ton Hotel, Washington, D. C. 

May 4-14—Brand Names Week. 


*May 7-10—NAB annual convention. Shera- 
ton Park and Shoreham Hotels, Washington 
*May 7-12—Society of Motion Picture & 
Television Engineers, 89th semiannual con- 
vention. King Edward Sheraton Hotel, 
Toronto, Canada. Theme will be “Interna- 
tional Achievements in Motion Pictures and 
Television.” 

May 8-10—National Aerospace Electronics 
Conference, Institute of Radio Engineers. 
Biltmore & Miami Hotels, Dayton, Ohio. 
*May 13-14—MDlinois News Broadcasters, 
spring convention. Northwestern U., Evans- 
ton. 


May 15-27—International Festival of Tele- 
vision Arts & Sciences. Montreux, Switzer- 
land. Schedule includes an international tv 
equipment trade fair and a contest judging 
of the best television musical variety pro- 
gram. The fair is being held under patron- 
age of the Swiss Television Authority and 
the city of Montreux. 

May 22-24—National Symposium on Global 
Communications, Institute of Radio Engi- 
neers, N. Y. Hotel Sherman, Chicago. 

*May 27-31—Advertising Federation of 
America, annual convention. Hotel Statler 
Hilton, Washington, D. C. 


Opportunities and 


JUNE 


*June 6—American Marketing Assn., New 
York chapter, marketing workshop: Manage- 
ment use of marketing research, companies. 
Lever House auditorium, New York, 4 p.m. 


*June 26-28—National Convention on Mili- 
tary Electronics. Sponsored by Professional 
Group on Military Electronics, IRE. Shore- 
ham Hotel, Washington, D. C. 


AUGUST 


Aug. 11-12—Texas Associated Press Broad- 
casters Assn. fourteenth annual meeting. 
Hotel Lincoln, Odessa, Tex. 


Aug. 22-25—1961 Western Electric Show & 
Convention. Cow Palace, San Francisco. 
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information wanted 


Epitor: I would like to hear from 
radio or tv stations that are using Citi- 
zens Band two-way units in their news 
departments. Any information as to 
the success or feasibility of CB two-way 
units in news coverage would be greatly 
appreciated.—Cal Zethmayr, News Di- 
rector, WLAU Laurel, Miss. 


Fm’s future is now 


Eprror: . . . A lot of the am boys dis- 
cuss fm with the same air as alumni 
discussing the new freshman. They say, 
“Five years and fm will be its feet; 
there will be milk and honey for every- 
one, but for now, here’s how it’s done; 
children, here’s the book.” Gentlemen, 
we threw your book away, and the time 
is now. Fm is here, and fm will finish 
what good am started... . 

We program generally’to sane, rea- 
sonable adults, treating them as people, 
and with better sound. Their gratitud 
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OUR CHANNEL 5 WHIZ IS 
ROBERT C. MILLER YOUR 
PETRYMAN IN DALLAS , 


A—WNEM-TYV, Channel 5, with 
its popular Motor City Wrest- 
ling show, Saturdays at 5:30 


pm. 


A—Nine men on a team—six outs 
in each inning (three for each 
team). 


A-—It sure can! More than 285 
million dollars were spent for 
cars last year in the rich 25- 


county area served by 
WNEM-TV. 


A—They weren't playing each 
other. 


A—WNEM-TV, Channel 5, with 
a hefty 52.1 Share of Audi- 
ence ARB Rating, almost out 
of sight of its nearest com- 
petitors’ 30.6 and 11.9 ratings. 


BROADCASTING, January 16, 1 











CAPITAL TYPES +7 


RECEPTIONIST 


Nearsighted, but too vain 

to wear glasses in public. Shouts 
‘“‘How are you, Agnes?” at 

old friends named Howard. Expert 
at extending the Small Hello. 
Has vetoed more government 
propositions than any 


congressman alive. Very ~ econ AN 


receptive to WTOP Radio, the Ae 


. ° * 
station important to peopl 


in the Greater 


Washington area. 


WTOP 
RADIO 


Washington, D. C. 


Represented by CBS Radio Spot Sales 


Operated by 


THE WASHINGTON POST BROADCAST DIVISION: 


WTOP RADIO Washington, D.C 
WTOP-TV Channel 9, Washington, D. € 


WIXT Channel 4, Jacksonville, Florida 














it takes PEOPLE 
to make THH NHW WCOL 
Columbus’ #1 STATION! 


Sure, we’re first in Columbus — and darned proud of it! And, shown here are 
the people who make us first in total audience. From 8 a.m. to 6 p.m., Mon.-Fri., 
WCOL rates first in total audience, every quarter-hour. (Pulse, Aug. 60) And, 
HOOPER tells the same fantastic success story! (Three Month Avg. Report, 
July-Sept. 60) 
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COLLIE YOUNG WALTERFURNISS JAY BERLINER ALLEN JEFFRIES LARRY SHOBERG LORRAINE TUSSEY _ MARV SCOTT TIMMY BOYER PAUL SCHLEMMER 
Vice President & Public Affairs Newscaster News Director Reporter Reporter Newscaster News Reporter 


General Manager Director 
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LYNN PARKS JOE PIGGOT BOB LINVILLE STEVE KIRK STEVE JOOS BOB WAY JACK KAMER ORVILLE PALMER PAUL KEHL 
Reporter Newscaster Air Salesman Air Salesman Production Operations Board Man Board Man Air Salesman 


Manager Director 
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BILL REYNOLDS FARRELL BAILEY TIP CARPENTER GENE FERGUSON HAROLD BEARD JOHN OSBORNE DON ROBERTS DON BRANDES ROD MacEACHEN 
Air Salesman Air Salesman Chief Engineer Engineer Engineer Sal Regional Sales Salesman Salesman 
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ARBA BOB NNY DANTER JACKIE BR 
THE NEW MAX FRIEDMAN DAN MINTER HAROLD OLSON BARBARA (OB CRAMER KENNY E 





Salesman Salesman Salesman LITTLEHALE Nat’! Sales Merchandising Continuity 
Director of Sales 
Development 


é) 








a (ie Sh 
RANDY WRIGHT PENNY KREMBLAS JAY NOYES CAROLE FOSTER DOROTHY HOPKINS MARGE JEFFRIES ALICE DAWLEY 
Continuity Traffic Merchandising Receptionist Accounting Accounting Secretary 
THE CAPITAL STATION 
COLUMBUS 15, OHIO 
1230 am 92.3 fm WING, Dayton; WEZE, Boston; WIZE, Springfield, and 
WKLO, Louisville, are other AIR TRAIL STATIONS 
a Pnee broadcasting represented by (Gp robert e. eastman « CO., ise. 
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.. . Shows in our sales, sales of sponsor 
products and sales of fm sets, even in 
the grab by you for those fast-going 
fm bands. We’re tired of your “the- 
audience-is-12-years-old” attitude and 
we are beating you at your game. 

Our station is straight fm, 100 kw, 
20 hours a day, three years old, in a 
major market with a _ tremendous 
amount of listeners (7 million in our 
area). We really had to work, and we 
aren’t even halfway finished.—Jim 
Shipley, President’s Assistant & Gen- 
eral Sales Manager, WSOM (FM) 
Salem, Ohio. 


Low mileage 


EDITOR: I set up a telephone survey fol- 
lowing the first full page Shell ad, which 
ran the night before in the local paper 
. . . but the ad did not make too much 
mileage. . 

We completed 218 phone calls after- 
noon and evening to get a balance of 
men and women; 32 had not seen or 
read the local paper; 79 remembered 
some gasoline advertisement; 64 (less 
than a third) connected the name with 
Shell; 2 persons said they had read 
some of the copy— George J. Vol- 
ger, General Manager, KWPC Mus- 
catine, Iowa. 


Broadcasting’s ‘Big Brother’ 
Epitor: On Jan. 7, Bob Emery, who 
telecasts his Big Brother Show (for chil- 
dren) on WBZ-TV, celebrated his 40th 
anniversary in broadcasting . . . He has 
worked for the Yankee, Colonial, Mu- 
tual, DuMont and NBC networks. .. . 
While rummaging through some old 
photos with Bob, I came across the en- 
closed wonderful reproduction from 





the Boston Evening American of Feb. 
6, 1930, with the caption designating it 
as the world’s first transmission of sound 
and living image. The subject: Bob 
Emery. The sound waves were trans- 
mitted by WEEI Boston and the tele- 
vision by WIXAV.—Joseph A. Ryan, 
Director of Public Relations, WBZ-TV 
Boston. 
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BROADCASTING-TELECASTING Bldg., 1735 DeSales 
St., N.W., Washington 6, D.C. Telephone 
Metropolitan 8-1022. 


EpIToR AND PUBLISHER 
Sol Taishoff 


Editorial 


Vice PRESIDENT AND EXECUTIVE EpITOR 
Edwin H. James 
Eprror1aL Director (NEw YorK) 
Rufus Crater 
MANAGING EDITOR 
Art King 
Senior Eprrors: J. Frank Beatty, Bruce 
Robertson (Hollywood), Frederick M. Fitz- 
gerald, Earl B. Abrams, Lawrence Christo- 
phee (Chicago); Associate Eprrors: Harold 
opkins, Dawson Nail; Starr WRrirers: 
George Darlington, Malcolm Oettinger, 
Leonard Zeidenberg, Sid Sussman; Eprrort1au 
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Broapcastinc* Magazine was founded in 1931 
by Broadcasting Publications Inc., using the 
title, BroapcastiInc*—The News Magazine of 
the Fifth Estate. Broadcast a 
was acquired in 1932, Broadcast Reporter in 
1933 and Telecast* in 1953. BRoADCASTING- 
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*Reg. U.S. Patent Office. 
Copyright 1961: Broadcasting Publications Inc. 











KDUB-TYV 


LUBBOCK, TEXAS 


KPAR-TV 


ABILENE - SWEETWATER 


KEDY-TV 


BIG SPRING, TEXAS 


KVER-TV 


CLOVIS. NEW MEXICO 





west texas 
television 


W. D. “Dub” Rogers, President and Gen. Mgr 
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MON DAY MEMO from BOB COLOMBATTO, Davis, Johnson, Andersen & Colombatto, L.A. 


Bandini makes the air earthy in Southern California 


One of the most rewarding occupa- 
tions in advertising, I believe, is a re- 
view of the past. It helps bring a sense 
of proportion and objectivity to what 
is quite often a career of details that 
fly by in more or less frantic profusion. 
That we learn from the past is obvious. 
Hence it is most refreshing for me to 
review the broad outlines of what has 
always been for me a fun-filled and 
unique success. The Bandini story is 
proof of the immense power of radio— 
particularly here in Southern California. 

I think this story is worth re-telling 
because it is a continuing success. It’s 
seven years old, and shows no signs of 
age on the sales charts. It also shows 
that a relatively modest budget can still 
do a big job in spot radio. 

A Radio First = One bright morning 
in September 1954, Los Angeles listen- 
ers were jarred out of their breakfast 
daze by a honey-voiced female who 
purred, “Bandini is the word for Steer 
Manure!” Reactions were immediate 
and intense. Some “loyal” listeners 
phoned and wrote the station, deploring 
the bad taste and threatening never to 
listen to the station again. Others vowed 
never to use Bandini products again. 

At this point the client was becoming 
understandably nervous. Then a curi- 
ous thing happened: Bandini folks 
started hearing good things about their 
“sexy” steer manure. Phone calls and 
letters applauded the good humor, 
newspaper columnists and radio person- 
alities started quoting the spot, high 
school and college kids picked it up, too, 
and a well-known nightclub comic used 
it as part of his routine. Dealers were 
kidded about it and they in turn kidded 
their customers. While all this was go- 
ing on, somehow more Bandini steer 
manure was sold per month than ever 
in the 27-year history of the company. 

Background = The Bandini Fertilizer 
Co. became a client of the Mayers Co. 
Inc. (now Davis, Johnson, Andersen & 
Colombatto Inc.) in 1951. The first few 
years were profitable by the usual stand- 
ards of fertilizer advertising and sales. 
Bandini’s advertising approach employed 
a woman gardening expert who spoke 
before garden clubs, made appearances 
at nurseries and gave garden talks over 
the radio. She had a tv garden show 
and her picture was featured in four- 
color newspaper ads. 

With wholehearted client approval, 
the agency launched a new look in fer- 
tilizer advertising. The main objective 
was to acquaint the “casual gardener” 
with the Bandini name. Spot radio was 
chosen to carry the load. Reason? Sim- 


ple: an oft told radio story. Our min- 
utes were as big as anyone else’s. Fur- 
ther, we could stack our schedule and 
get heavy frequency at best times. 
Finally, we achieved greater creative 
latitude in radio by appealing to listener 
imagination. 

Walking the Line = “Bandini is the 
word for Steer Manure” quickly be- 
came a catch phrase at cocktail parties 
and garden centers. Encouraged by the 
first sweet smell of success, we plunged 
ahead for several months with a series 
of “hitchikes,” 30-second and 1-minute 
spots that played whimsically upon en- 
tertainment personalities and other com- 
ical (we thought) situations. 

To put over the idea that Bandini 
Dichondra Food made _ dichondra 
spread faster, we used a 30-second spot 
that opened with the startling sound of 
a taut guitar string twanging, followed 
by a low wolfish whistle and an unbe- 
lieving man’s exclamation: “Look at 
that spread!” A highly indignant wom- 
an’s “I beg your pardon” followed, and 
we learned quickly how the listeners’ 
imagination can be piqued: Men.. . 
“ho-ho!” Women .. . “Ugh!” but (se- 
cretly) . . . “Titter, titter!” 

“You’d never guess . . . I once had 
Ants in my Plants.” This corny punning 
line was used with “startling success” 
(to quote the proud client) to intro- 
duce a new line of “Insecticide Added” 
fertilizer. In 30-second and 1-minute 
radio spots three proper Bostonian 
ladies confessed embarrassedly that 
they, too, had been bothered with ants 
in their plants until they had discov- 
ered Bandini Gro-Rite with Insecticide 
—Added. Result: Another success and 
another inch to our hat bands! 

New Product . . . Radio Only = In 
the spring of 1958 we really gave spot 


radio the acid test. And it was almost 
our undoing. We introduced a new 
product, Plush, in a bright purple bag, 
with a 30-second jingle. It was the day 
of the sack dress and chemise fad. The 
Plush jingle announced a “a brand new 
sack—not a chemise—a brand new 
sack for your lawns, if you please.” We 
found a girl to caress the vocal and 
interspersed the entire jingle with 
sounds of French auto horns. The cli- 
ent gave us two weeks to keep it on the 
air. But once again, just as the deadline 
appeared, the first sales returns came 
in. Saved by a sales graph. 

With Plush we learned that sound 
alikes can be beneficial to a promotion. 
The salesmen and dealers began joking 
with each other about the possibility of 
changing the product name to Flush. 
We couldn’t have pre-planned and pur- 
chased this very beneficial word-of- 
mouth aid. I’m convinced it wouldn’t 
have occurred except by the use of 
sound—without sight—radio. 

For two years, now, Plush has been 
promoted almost exclusively on radio. 
Today it is the number one selling di- 
chondra food in this 10-county market 
—the largest single lawn and garden 
market in the nation. Reason: it’s an 
excellent product and uses an excellent 
medium of communication. 

Results = That Bandini’s radio efforts 
have been remarkably successful is a 
matter of record. In the continuing 
home audit of the Los Angeles Times 
Bandini has led the lists in steer manure 
and all types of commercial or dry fer- 
tilizers, since the fall of 1954. Another 
measure of the value of radio to this 
industry in this market is that today all 
major manufacturers—Bandini’s com- 
petitors—use spot radio to a good de- 
gree in their consumer advertising. 


Robert Joseph Colombatto, DJA&C radio- 
tv vp, is a graduate of the U. of California 
with a B.S. in accounting. He found actual 
accounting a far cry from the theory and 


switched to sales. 


He joined Mayers 


in 1953, doing contact and copy, and con- 


tinued creative-service work for Cunning- 
am & Walsh in 1957-1958 when Mayers 
merged and emerged. In 1959 he helped 
form Davis, Johnson, Andersen & Colom- 
batto Inc. through purchase of Mayers. 


Billings since have tripled. 
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Fargo has got higher retail-sales-per-household, 
that’s what Fargo’s got that Stamford (Connecti- 
cut) ain’t got!* 

And a whale of a lot more families of course 


listen to both WDAY Radio and WDAY-TV than 


live in or near Stamford. 


All of which is just to say— us Red River 
Valley hayseeds spend just about the same money 
as you wheels who work in New York (or 
Chicago), and we spend it on pretty much the 
same things as you do. Except we don’t have 


to buy those commutation tickets, of course! 


Ask PGW for all the facts! 


*According to BOTH SRDS and Sales Management, Fall, 1960. 
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What's Fargo got 
that Stamford ain’t got? 





WDAY 


5000 WATTS © 970 KILOCYCLES © NBC 


and 
WDAY-TV 
AFFILIATED WITH NBC © CHANNEL 6 


FARGO, N. D. 


PETERS, GRIFFIN, WOODWARD, INC., 
Exclusive National Representatives 





$ impact of the tape revolution on the 

jon and economics of TV is being 

ply in all areas—from network and spot 

commercials to dramatic shows and other program- 

ming, at both national and local levels. Here, on the 

next page, are some of the pleasantly surprising 

things you can expect when you turn to tape to shoot 
your next commercials .. . 
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6 proved ways. SCOTCH” BRAND LIVE-ACTION VIDEO TAPE 


brings new quality and savings to your TV commercials! 





The picture “lives” on “ScoTcH”’ BRAND 
Video Tape . . . says to the viewer, “It’s 
happening right now!”’ The extraordinary 
visual presence of video tape, its real au- 
thenticity of sounds, provide a new dimen- 
sion of believability to commercial or show. 





Fast editing is a video tape feature. Its 
amazing flexibility lets you make last- 
minute changes. Sight or sound tracks can 
be erased and redone speedily. New scenes 
can be inserted and complete rearrangement 
of elements effected at the last moment. 


Immediate playback—in a matter of 
seconds—tells the producer, director, per- 
formers, camera crew whether this “take” 
is the one to keep, or whether a second will 
add worthwhile values of lighting, focus, 
pacing and delivery. No processing wait. 


Special effects machines used in video tape 
recording make possible an unlimited se- 
lection of effects. Wipes, match dissolves, 
pixie and giant people, combination of ani- 
mated cartoons and live-action people, 
zooms, supers—video tape does them all. 


Tape saves days because of the uninter- 
rupted work schedules it makes possible. 
You complete assignments in less time, then 
go on to the next without the distraction of 
unfinished business. It helps schedule talent, 
studios, crews efficiently. 





Speeds up approvals. Client approval of 
commercials can be had the same day taping 
is made! When tape is the medium, the men 
who make the client’s decision can be on the 
scene to give their approval when enthusiasm 
is high. No processing delay! 





*Scorcn’’ BRAND Video Tape has 


ushered in a new TV age! Along with 





audible range and instrumentation 
tapes, it was originated and pioneered 
by 3M. And it is through continuing 
and pioneering research that 3M is 
known and recognized as world leader 
in the development, manufacture and 
distribution of quality magnetic tapes. 





SCOTCH” and the plaid design are reg. T.M.’s of 3M Co., St. Paul 6, Minn. 
Export: 99 Park Ave., New York. Gena London, Ontario. © 1960 3M 


Send for: ‘The Show is on Video Tape," 


a new booklet of case studies on the taping of network 
commercials, drama programs, and local ‘‘spectaculars.”’ 
Enclose 25¢ in coin to cover mailing and handling 
costs. Write 3M Co., Box 3500, St. Paul 6, Minnesota. 


Co. 


PMianesora [finine anv )/fanuracrunine company 
++. WHERE RESEARCH IS THE KEY TO TOMORROW 





WSJS-TV 


Spend your time more profitably 
in North Carolina where WSJS 
television gives you city grade 
coverage of more large cities 
than any other station 


WAS 5 television 


Winston-Salem / Greensboro 


RB CHANNEL 12 


PETERS, GRIFFIN, WOODWARD—REPS. 
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FLEXIBLE TV PRICE PLAN BLASTED 


m= Cone proposal stirs up mixed reaction along agency row 
B Critics class many information programs as bargain buys 


@ Should value as advertising for network be considered? 


The basic price structure of tele- 
vision’s mounting volume of public 
affairs programs appeared last week to 
have weathered the threat of a poten- 
tially disastrous attack on its already 
shaky foundations. 

In the process, however, the possibil- 
ity of eventual variations on current 
pricing and selling procedures was fore- 
seen by some tv buyers. 

The threat loomed in the form of a 
suggestion by Fairfax M. Cone, execu- 
tive committee chairman of Foote, Cone 
& Belding and one of advertising’s most 
respected practitioners, that the public 
affairs type of programming should be 
priced lower than entertainment pro- 
gramming because its audiences are 
smaller. 

Although it was not the first time 
Mr. Cone and occasionally other agency 

_ executives had taken such a tack, and 

' even though he said his hope was to 
encourage wider sponsorship of infor- 
mation programming in prime viewing 
hours, the appearance of his statement 
was accompanied by speculation that it 

' might touch off widespread demands for 
price concessions. 


Support Slight = A survey of other 
_ leading. agency executives, however, 
showed that while the statement stirred 
up a good deal of talk, it did not attract 
much unequivocal support and even 
’ less agitation for acceptance. There was, 
' however, some significant feeling that 
| networks ought to be more realistic and 
bring their “asking prices” more nearly 
| into line with their “taking prices”—a 
move which agency authorities did not 
seem to think would seriously affect the 

| prices that are actually being paid. 


' The consensus of those queried by 
- BROADCASTING was that—despite the 
' networks’ best efforts—the facts of life 
» already have brought information pro- 
gram prices about as low as could 
» Teasonably be expected. 

These programs, it was pointed out, 
usually contain a built-in compensation 
‘for their comparatively smaller audi- 

ences because ordinarily they cost sub- 
Stantially less than entertainment pro- 
» grams to produce and hence are that 
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much less expensive to begin with. On 
top of that, agency authorities noted 
that the networks frequently wind up 
having to cut the price still further in 
order to make a sale. As one network 
official quickly agreed: “We’re taking 
a horrible financial beating on these 
shows already.” 

As an example of the cost differen- 
tial between entertainment and informa- 
tion programming, one agency execu- 
tive estimated that an alternate-week 
sponsorship of an average half-hour 
entertainment program in network prime 
time would cost the advertiser from $3 
million to $3.5 million per season, while 
a comparable public affairs or informa- 
tion program would cost about $1 mil- 
lion less. 

The general view that the prices actu- 
ally being paid can hardly be expected 
to be reduced further was not entirely 
unanimous. A few executives went be- 
yond Mr. Cone. Frank Kemp of Comp- 
ton, for example, thought that informa- 
tion programming is a network respon- 
sibility, that the networks should budget 
such programs as sustainers and con- 


Fairfax Cone 
... his suggestion started it... 
SEERA CT RE ELT 


sider it “gravy” if they are able to sell 
them. 

Some endorsed Mr. Cone’s idea with- 
out quibble, and at least one, Emil 
Mogul, president of Mogul, Williams & 
Saylor, was quoted as having advocated 
a plan substantially the same as Mr. 
Cone’s almost two years ago. 

Present Cuts Sufficient = At the other 
extreme were those who not only felt 
that for all practical purposes informa- 
tion program prices already are being 
cut enough, but also felt that price is 
far from everything considered. It was 
pointed out, for instance, that many 
advertisers have developed healthy sales 
curves on advertising in which informa- 
tion programming figures prominently. 
Others stressed that such programming 
need not necessarily have small audi- 
ences and that, in fact, most such shows 
have respectable audiences and that 
many reach 9, 10, or 11 million homes 
regularly. 

Reactions to Mr. Cone’s statement 
did include suggestions—from C. Ter- 
ence Clyne of McCann-Erickson and 
Richard A. R. Pinkham of Ted Bates & 
Co., for instance—that the networks 
ought to go along with Mr. Cone’s idea 
to the extent of formalizing the “dis- 
counts” that in current practice are 
grantéd after failure to find a buyer at 
the original offering price. The con- 
sensus seemed to be that this would 
not seriously affect the final price but 
would eliminate haggling. 

Mr. Cone’s statement also produced 
some alternative suggestions, including 
one from Mr. Cone himself which con- 
tained elements of kinship with the 
so-called “publishing” or “magazine” 
concept of selling. 

As an alternative to pricing public 
affairs programs on a circulation basis 
he thought the same objective—more 
advertisers sponsoring such shows— 
might be attained if networks would 
offer “packages” of programs which 
over the course of the contract would 
include, say, two information programs. 
The sponsor’s commercials would be 
rotated among the various shows in the 
package, including the public affairs 
offerings. Thus, on at least a limited 
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basis, the advertiser would be forced to 
become an information program spon- 
sor, whether he specifically wanted to 
or not. 

Variation for Purex = Mr. Cone’s 
agency was reported to be working 
currently on a limited variation of such 
a plan for Purex. Although details were 
not available it was understood that 
FC&B is negotiating with CBS-TV for 
sponsorships which would include some 
CBS Reports programs along with en- 
tertainment programming. 

On a long-range basis another pos- 
sible pricing variation was foreseen by 
William B. Lewis, board chairman of 
Kenyon & Eckhardt. He said K&E was 
making “promising progress” in work 
on a method of measuring “the quali- 
tative complexion of the audience which 
habitually views a given type of pro- 
gram.” At some future time, he thought, 
“when logical professional application 
of facts can be made, perhaps different 
types of television programs—indeed 
maybe even different shows within a 
category—can and should be priced out 
according to the qualitative and quanti- 
tative factors applicable.” 

Mr. Lewis said he had “long favored 
introduction of a system of measure- 
ment and application of qualitative audi- 
ence factors in establishing the cost of 
television program and time.” 

Here are some of the other view- 
points advanced by other leading agency 
executives: 

C. Terence Clyne, chairman of the 
board and general manager of M-E 





George Polk 
“...matter of supply and demand...” 


FLEXABLE TV PRICE PLAN BLASTED continued 


Productions, New York, said it was his 
“understanding” that “the sales of all 
public information shows has been at a 
‘discount,’” with price developed ac- 
cording to individual negotiation. He 
suggested that perhaps the “most con- 
structive thing” the networks could do 
would be to offer public information 
shows at an “efficient cost price” and 
propose a lower card rate for such pro- 
grams in the first place, rather than set 
a rate and then “negotiate down” to a 
much lower rate. 

Demand Sets Price = George Polk, 
vp of tv-radio programming and plan- 
ning, BBDO, New York, said “pricing 
in network television is a matter of sup- 
ply and demand. What is salable at 





Alfred L. Hollender 
... lower rate plan is “unrealistic...” 


current prices determines whether or 
not the price is reasonable.” 

Mr. Polk said that along with cost 
per thousand it also is necessary to 
consider the type or extent of respon- 
siveness of the audience reached by 
public information shows as compared 
with that of audiences reached by other 
programs. 

BBDO handled Influential Ameri- 
cans on CBS-TV for General Electric. 
Mr. Polk said the agency received phe- 
nomenal mail on this one, some 10,000 
letters from teachers alone, “yet this 
program’s rating was lower than that 
gained by the usual GE Theatre pro- 
gram.” 

BBDO-client B. F. Goodrich, at one 
time a sponsor of information shows, 
found that the responsiveness of the 





audience to these programs came in at 
a greater level than on the average en- 
tertainmert program. He emphasized, 
however, that it depends on what the 
advertiser wants—“some advertisers by 
the nature of their products and their 
advertising objectives shouldn’t go into 
public information shows regardless of 
the cost.”” BBDO also has handled U. S. 
Steel public information specials, and, 
he notes, the U. S. Steels and GEs go 
into this occasional-type sponsorship in 
order to influence and to make a “mean- 
ingful impression” on the public. 

Frank Kemp, executive vp and media 
director of Compton Adv., New York, 
said that for most advertisers public 
affairs and informational-type tv pro- 
grams are priced higher than mass- 
entertainment shows. But the price was 
not his overriding thought about public 
service programs; rather, he thought it 
is the tv networks’ responsibility to 
schedule such telecasts without plan- 
ning on sponsorship: 

Allotment Suggested = “I feel that 
when a network makes up its annual 
budget for programs, a certain amount 
should be set aside for a certain number 
of public service shows. Then, if the 
network can obtain sponsorship for such 





Maxwell Dane 
“... quantity against quality...” 


shows, that’s so much ‘gravy’ for them. 
But they should not count on sponsor- 
ship for them.” 

Rollo Hunter, vice president and 
radio-tv director of Erwin Wasey, Ruth- 
rauff & Ryan, New York, held that 
public affairs programs need to be 
priced lower than mass-entertainment 
programs. He said the networks are 
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developing informational programs that 
can attract audiences that come close to 
being “a mass audience,” and that some 
already have achieved this status. He 
predicted that in the near future, infor- 
mation or such “actuality” telecasts will 
reach not only the so-called “quality” 
audience but enough of the public to 
classify them as “mass” or “near-mass” 
vehicles. From his own experience, he 
said he had recommended that a client 
buy CBS-TV’s Eyewitness to History. 
Although the advertiser did not buy the 





Jules Bundgus 
... ‘multiple package deals” best... 


program, Mr. Hunter said he still be- 
lieved that program would have been 
“a very good buy.” 

Alfred L. Hollender, executive vice 
president and tv-radio director of Grey 
Adv., commented that it is “unrealistic” 
to “talk about lower rates for one type 
of show as compared with another.” He 
explained that for some advertisers, a 
public service show can provide the 
needed circulation and for other ad- 
vertisers, a western may fill the require- 
ments. Mr. Hollender did mention that 
networks, in the past, have had the 
tendency to offer such programs at one 
rate and then lower it when there were 
“no takers,” so that the ultimate price 
tag was moderate. But he added that 
there seems to be “more receptivity” to 
public service programming now and 
networks probably will hold the line 
more firmly in the future. 

“Great” Idea = Richard A. R. Pink- 
ham, radio and tv vice president of Ted 
Bates & Co., New York, put his views 
this way: “Mr. Cone’s idea is great. 
I'm all for it. Of course I don’t think 
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anything will ever be done about it but 
I’m glad it’s been mentioned. Cer- 
tainly I know that if the public affairs 
shows are hard to sell, after a month 
their rates come down. That’s the way 
I’ve always bought them. But why wait? 
If this was formalized with lower rate 
cards I would be able to make my move 
earlier. I could make a firmer commit- 
ment. 

“T think the quality audience question 
is less applicable in tv than with news- 
papers. Quality audiences are only im- 
portant to certain kinds of sponsors who 
want to reach a certain kind of audi- 
ence ... say, an insurance company. 
But if my concern is a cigarette com- 
pany—well, almost everyone smokes 
and I wouldn’t worry about the quality 
of my audience.” 

Grant Tinker, vp and director of tv 
programming for Benton & Bowles, 
New York, said: “I think Mr. Cone’s 





Arthur E. Duram 
... disagrees with the idea... 


statement is nonsense. What he wants 
done is already in practice. In almost 
all cases there is a reduction in rates. 
The networks have a show that is hard 
to move and they cut the rate. In some 
cases they even give it away at no cost. 
Other times a show is sold for a token 
rate. The only thing we haven’t got is 
a formal rate card listing the rate re- 
ductions. But other than that the net- 
works make the rate changes because 
that’s the only way they can sell a pro- 
gram that doesn’t draw a mass audi- 
ence.” 

Maxwell Dane, vice president and 
general manager of Doyle Dane Bern- 
bach, New York: “It’s a matter of 





Hendrik Booraem Jr. 
... sees merit on both sides... 


weighing quantity against quality. Pub- 
lic affairs type shows should not have 
their rates reduced, for the same rea- 
sons The New York Times commands 
a greater rate than The Daily News. 
The Times doesn’t have the News mass 
circulation but it offers quality. The 
same thing with Vogue and Harper’s as 
opposed to mass circulation magazines. 
This thing shouldn’t be weighed by 
costs per thousand. But of course con- 
cessions have been made. A show is 
hard to sell and right off the rates are 
cut, but at what point is the line drawn? 
It is not fair to compare public affairs 
shows with mass circulation shows on a 
per thousand basis.” 

Sees Good Value = Harry G. Om- 
merle, senior vice president of Sullivan, 
Stauffer, Colwell & Bayles, New York, 
thought network public affairs program- 
ming is fairly priced and generally a 
good value. He said that “we have 
found that networks are willing to make 
adjustments.” He thought that “there 
will always be a certain number of ad- 
vertisers who cannot and should not be 
part of these things,” defining these as 
a company with a product incompatible 
with the programming or one that can- 
not afford to spend money without 
realizing direct sales—‘“the one that 
does not have the budget of a corporate- 
image advertiser.” 

There is “healthy progress” in the 
movement of new advertisers into pub- 
lic service, the SSC&B executive as- 
serted. He said he was pleased, too, to 
see broadened sports programming on 
the networks (Pall Mall, Rise and other 
SSC&B clients are sports customers). 

Mr. Ommerle did have one com- 

















plaint. He saw a quality gap between 
“the average entertainment program” 
and “a CBS Reports or an NBC White 
Paper,” and said he’d like to see all 
programming upgraded to the latter 
level. In their new emphasis on public 
service, however, he feels the networks 
are doing a good job. 

Sees Overall Picture = Jules Bund- 
gus, vp and radio-tv director of Kastor, 
Hilton, Chesley, Clifford & Atherton, 
New York, felt that public affairs pro- 
grams should have lower rates—as they 
actually do now, he said, after discounts 
and “incentives,” but he also felt that 
this will hurt stations and that some of 
them won’t carry the shows because of 
lowered rates. He suggested that net- 
works should look at the overall picture 
of programming and offer advertisers 
multiple tandem buys or “package 
deals” consisting of both entertainment 
and public affairs: for example, ABC- 
TV could offer the Winston Churchill 
series and 77 Sunset Strip. Using those 
two shows, he explained, would give 
the client prestige as well as ratings. 

Arthur E. Duram, radio-tv director 
of Fuller & Smith & Ross, New York, 
said he disagrees completely with Mr. 
Cone’s idea. He said program cost 
advantages already offset any rating 
disadvantage and the client ends up 
coming out about even. Besides, he 
added, clients interested in public affairs 
programming are not so greatly inter- 
ested in cpm. 

Hendrik Booraem Jr., broadcast vice 
president of Ogilvy, Benson & Mather, 
New York, saw merit on both sides of 
the Cone suggestion. Information pro- 
gramming, he said, can be powerful 
without matching the cost-per-thousand 
of entertainment. “It seems to me to be 
unfair,” Mr. Booraem declared, “to ask 
networks to take a loss on public affairs 
programming simply to achieve a more 
attractive cost-per-thousand.” He illus- 
trated this point with the experience of 
a former Ogilvy client, Standard Oil of 
New Jersey. Jersey Standard’s experi- 
ence with The Play of the Week in New 
York and Washington demonstrates, he 
said, that there are a lot of program 
values that can’t be measured in dollars. 
(The sponsor last season used its seven- 
a-week plays on WNTA-TV New York 
and once a week on WTOP-TV Wash- 
ington for corporate public-relations ad- 
vertising and devoted some of its com- 
mercial time to play “intermissions.”) 

Cone Views = On the Cone side of 
the question, Mr. Booraem thought 
perhaps there may be justification for a 
different public-affairs price structure. 
Networks have a stake in it too, he 
pointed out. It is part of their respon- 
sibility under the law and, in addition, 
public affairs programming is “adver- 
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FLEXIBLE TV PRICE PLAN BLASTED continued 


tising” for a network, as he sees it. 
With many factors working in favor of 
public-service buying, Mr. Booraem saw 
a real swing in that direction, powered 
by advertisers as well as networks. Per- 
haps the trend would accelerate if net- 
works could offer the shows for less 
money, he asserted. 


George Bolas, vp and director of me- 
dia, Tatham-Laird, Chicago, thought 
Mr. Cone’s suggestion “sounds like a 
fine idea. It’s a very worthwhile thought. 
If it could be done, it might encourage 
better programs.” But, he wondered, if 
network revenues are reduced, “who’s 
going to pay the difference?” He also 
thought such programs would have to 
be done more in a framework that 
would attract the kind of audience an 
advertiser wants, especially if that audi- 
ence were smaller. 


Jerome R. Feniger, vice president of 
Cunningham & Walsh, New York, said 
many fine public affairs shows have 
been bought cheaply, but that the ad- 
vertiser has to forego a lot of pre- 
promotion and build-up advantages 
when he buys at a last-minute close-out 
rate. The initial offering price of in- 
formation shows often tends to dis- 
courage the market, he said. 

Price, however, is only one part of a 
complex and sophisticated selling prob- 
lem which involves much more than 
arithmetic, Mr. Feniger asserted. In 
some cases the producer—he cited 
Irving Gitlin, of NBC, for instance— 
can enunciate the ideas in a public- 
service program with more clarity than 
anyone else. Then again, other pro- 
ducers “couldn’t sell you a dollar bill 
for 95 cents,” Mr. Feniger added. 


McCann-Erickson revamped 


Incorporation of two of major divi- 
sions of McCann-Erickson Inc. was an- 
nounced last week. McCann-Erickson 
Inc. and McCann-Marschalk Co., par- 
ent organization’s second domestic 
agency, has been incorporated as Mc- 
Cann-Marschalk Co. Inc. Parent name 





of the company changes from McCann- 
Erickson Inc. to Interpublic Inc., which 
will provide management and financial 
guidance and services such as personnel 
and accounting to affiliate companies. 
The change is designed to give incorpo- 
rated companies financial responsibility 
over their own operations. 


Competitors buying 
Shell’s old tv spots 


What happened to the many valuable 
local tv program franchises that Shell 
Oil Co. gave up throughout the country 
when the $16 million account went 
100% into newspapers? 

Half of them immediately were 
snapped up by competitive oil firms and 
some of the rest may go there too. So 
Norman E. (Pete) Cash, president of 
TvB, reported Tuesday to the Broad- 
cast Advertising Club of Chicago. In 
fact in most cases, he said, the turn- 
over time to new oil company sponsor- 
ship took scarcely a week. 

Mr. Cash said that of the 38 Shell 
franchises in local tv during 1960, 19 
were taken over by Shell competitors. 
TvB research shows 31 other oil firms 
have expressed interest in the others, he 
said. Some of those picking up former 
Shell vehicles include Standard Oil in 
the Midwest, Sun Oil in the East and 
Phillips Petroleum in other sections. 

Despite Shell’s switch to newspapers 
via its new agency, Ogilvy, Benson & 
Mather, New York (AT DEADLINE, 
Nov. 21, 1960), the oil company trend 
is still for more television, Mr. Cash 
said. He cited the sales gains made by 
Texaco last year, noting Texaco’s NBC 
News buys during November. Gulf Oil 
Corp. has signed a $1 million contract 
with NBC News too (BROADCASTING, 
Dec. 12, 5, 1960). 

Midwest agency and advertising ex- 
ecutives witnessed TvB’s newest Cello- 
matic presentation in Chicago Friday. 
(Jan. 13) The showing, “The Progress 
of Discontent,” also was made at the 
annual banquet of the National Appli- 
ance and Radio-Television Dealers 
Assn. there on Saturday (Jan. 14). 





Listed below are the highest-ranking 
television shows for each day of the 
week Jan. 5-11 as rated by the 
multi-city Arbitron instant ratings of 


Copyright 1961 American Research Bureau 





ARBITRON’S DAILY CHOICES 


the American Research Bureau. These 
ratings are taken in Baltimore, Chi- 
cago, Cleveland, Detroit, New York, 
Philadelphia and Washington, D. C. 


Date Program and Time Network Rating 
Thur., Jan. 5 Untouchables (9:30 p.m.) ABC-TV 33.9 
Fri., Jan. 6 77 Sunset Strip (9 p.m.) ABC-TV 28.0 
Sat., Jai. 7 (technical difficulties—no ratings) 

Sun., Jan. 8 Candid Camera (10 p.m.) CBS-TV 27.3 
Mon., Jan. 9 Danay Thomas (9 p.m.) CBS-TV 20.3 
Tue., Jan. 10 Garry Moore (10 p.m.) CBS-TV 22.1 
Wed., Jan. 11 Bob Hope (9 p.m.) NBC-TV 31.6 
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PURVEYOR'S 
PARADISE 


Iowa has 25% of all the Grade A farm land 
in the U.S., and its farmers average $14,187 
per year income from this choice land. Yet 
farm income is only half of the picture in 
Iowa where income from industry now 
equals that from farming. 


WHO-TV covers 57 high-income counties 
in Central Iowa—one of America’s most 
unique television markets. It embraces more 
top-income farm counties than any other 
television market in the U.S., and gives you 
Des Moines — Iowa’s largest metropolitan 


center — as a bonus. In all, this is a big,” 


important $2 billion market. 


Reach more of Central Iowa’s prosper- 
ous rural and urban families, alike, with 
WHO-TV. It’s an area worth reaching with 
the best you can buy. Ask your PGW 
Colonel for availabilities soon! 


Source: Sales Management Survey of Buying Power, July 10, 
1960, and SRDS, October 15, 1960. 


which also owns and operates 
WHO Radio, Des Moines 


WHO-TV is part of 
Central Broadcasting Company, 
WOC-TV, Davenport 
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WHO-TW 


Channel 13 - Des Moines 


NEC Affiliate 


Col. B. J. Palmer, President 
P. A. Loyet, Resident Manager 


e Robert H. Harter, Sales Manager 
Peters, Griffin, Woodward, Inc., National Representatives 
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IT’S QUALITY THAT COUNTS 


New Sindlinger tv rating services will measure 
both quality and quantity of network audiences 


A new, nationwide daily television 
rating service which will place emphasis 
on the quality of the tv audience rather 
than its size is being launched by Sind- 
linger & Co., Norwood, Pa., it was an- 
nounced last week by Albert E. Sind- 
linger, president. 

Mr. Sindlinger told a news confer- 
ence in New York last Tuesday (Jan. 
11) that while the service will produce 
figures that are comparable to those of 
the various rating services, the ratings 
are “only a step to reach the ultimate 
aim of reporting the quality of the tv 
audience delivered by each specific tele- 
vision program and what people within 
specific television audiences buy or plan 
to buy.” 

There are two major aspects to the 
Sindlinger Television Service. One is 
the “rating” and the other is the “qual- 
ity” aspect. The Sindlinger plan is to 
sell both aspects of the service to a 
group of advertisers, particularly those 
in the same industry to whom the “qual- 
ity” dimension may be significant, and 
make the “rating” aspect only available 
to others in the tv business (to agencies, 
networks and stations). 

A spokesman said that the rating re- 
ports could be priced at from 10-20% 
of the cost of other leading rating serv- 
ices, because Sindlinger hopes to recoup 
a large part of its investment from fees 
paid by companies signing for the “qual- 
ity” data. 

Sindlinger is premiering its new serv- 
ice, which studies evening network tv 
programs, with three companies invest- 
ing about $1,000 a week for eight weeks 
in January and February to ascertain 
automobile ownership and buying plans, 
by makes. Mr. Sindlinger said initial 
clients are du Pont, Ford Motor Co. and 
an automobile client who does not want 
to be identified. They will be supplied 
with “quality” data (income, occupation 
and education) on viewers of their own 
and competitor’s programs, as well as 
rating data. 

The Sindlinger sample is about 1,600 
for each day’s research and a new 
sample of different households is drawn 
for each and every day of the week. 
The interviews are conducted by tele- 
phone. Persons are interviewed the day 
after a schedule of tv programs is car- 
ried. 

Four Reports = On its basic rating 
reports, Sindlinger will provide clients 
with four reports daily within one week 
of interviewing and they will cover such 
information as daily report of tv sets in 
use, sample size for each statistic, daily 
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audience size report by sex and age, 
broken down geographically, and na- 
tional television ratings, which will con- 
solidate the data from the other three 
reports on one sheet of paper for each 
day. 

The automobile project will encom- 
pass both the rating reports and addi- 
tional information on automobile owner- 
ship and plans to buy automobiles. It 
will also provide data on who is the 
program selector; characteristics of the 
audience; occupation of household head; 
his annual income and his educational 
attainment and other qualitative infor- 
mation. 

Mr. Sindlinger said his company is 





Fun versus learning 


What is a “quality” audience, 
and where are you apt to find it 
in bigger numbers—watching en- 
tertainment programming or 
watching information program- 
ming? The advertiser’s answer will 
vary according to what he’s selling 
and what the programs are, but 
last week Sindlinger & Co., Nor- 
wood, Pa., which is introducing a 
rating service to examine audience 
“quality” as well as size (see 
above), undertook to answer the 
question in terms of two specific 
CBS-TV shows, from the stand- 
point of specific type of advertiser. 

Father Knows Best, an enter- 
tainment show, was found by 
Sindlinger to reach an average 
13,147,000 households per tele- 
cast, while Eyewitness to History, 
an information series, reached an 
average of 5,281,000 households. 
Among “father” viewers, 897,000 
said they planned to buy a new car 
during the next six months, as 
against 484,000 “eyewitness” 
watchers who said the same thing. 
To ascertain the “quality” element 
of the audiences, Sindlinger asked 
if the prospective car buyers 
planned to purchase high-priced 
cars. On this query, 33,000 “eye- 
witness” and 17,000 “father” view- 
ers said they expected to buy ex- 
pensive models. On a percentage 
basis, then, the information show 
in this case reached 40 per cent 
as many homes and 54 percent as 
many prospective car buyers—but 
almost twice as many prospective 
high-price car buyers—as the en- 
tertainment program. 














prepared to spend $1 million to establish 
the new tv service. He hopes that in 
subsequent months, clients in other in- 
dustries such as soap, toothpaste or per- 
haps gasoline will participate in “qual- 
ity” studies. Simultaneously, it is his be- 
lief that agencies, stations, networks and 
other interested companies will become 
subscribers to the basic rating service. 
Mr. Sindlinger expressed the view that 
the rating service would gain support 
because “it is different from other rating 
services because of the speed of delivery 
and detail of the daily reports.” 


Today, it’s ‘sell, sell,’ 
Godfrey tells RTES 


Arthur Godfrey, CBS’ radio person- 
ality who is responsible for establishing 
“personal salesmanship” on an impor- 
tant level early in broadcasting, talked 
last week about his peculiar brand of 
selling at a Radio & Television Execu- 
tives Society timebuying and selling 
seminar in New York. 

It’s necessary today, he said, to 
“nudge people up to the counter with 
cash in hand, or even with a credit 
card . . . You not only have to offer 
something better, you have to be con- 
vincing that what you are offering is 
better.” The “real smart advertising 
men aren’t calling it marketing right 
now,” he quipped, but “plain, old- 
fashioned sell, sell, sell.” 

In placing today’s audience in per- 
spective, Mr. Godfrey pointed to radio 
listening in cars (“these people are 
pigeons for a real sales pitch”) and to 
the need for salesmanship to move the 
housewife to reach for “Zilch’s cereal” 
—‘she’s got a lot of listening time, 
which is why more radios than ever 
are being bought.” In the audio-visual 
world, he noted, a selling job must be 
“adequately done.” Discussing his own 
career, he said he has used his ability 
to entertain as a foot in the door for 
selling; and that he’s erroneously judged 
as having spoofed his sponsor’s prod- 
ucts (sometimes, he admitted, he has 
“kidded” the “guy who wrote” the com- 
mercial, but never the product). 


Grey gets consumer ads 
for Ideal’s Model Craft 


Ideal Toy Co., N.Y., has appointed 
Grey Adv., N.Y., to handle national 
consumer advertising for its ITC Model 
Craft Division. The account formerly 
was with Atlantic/Bernstein Adv., N.Y., 
which will continue to handle the divi- 
sion’s sales promotion and trade adver- 
tising. 

The division last Monday (Jan. 9) 
launched what it called “the heaviest 
national post-Christmas spot tv cam- 
paign in its history,” using six to eight 
week schedules to introduce its new line 
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WSB-TV 


FIRST 


in Atlanta 





FIRST FOR 37 CONSECUTIVE MONTHS IN ATLANTA! Every ARB survey of the 3-station 
metropolitan area taken since October, 1957, has shown WSB-TV in first place. For the month 
of November, 1960, ARB found WSB-TV was viewed by the most people 71.8% of the time. 
The station’s average share of sets in use was 45.8% against 30.2% and 23.9% for the other 
two stations. In few major markets of over 1,000,000 population do advertisers find such pre- 
ference for one station. This rating dominance teamed with WSB-TV’s broader coverage pattern 
is producing good sales results for advertisers. Certainly your advertising belongs on WSB-TV! 


Represented by 


wsb TV channel 2 Atlanta S33 


Affiliated with The Atlanta Journal and Constitution. NBC affiliate. Represented by Petry. Associated with WSOC/WSOC-TV, Charlotte; WHIO/WHIO-TV, Dayton. 
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of spring toys in New York, Los An- 
geles, Chicago, Philadelphia, Detroit, 
San Francisco, Pittsburgh, Cleveland, 
San Antonio, Phoenix, Seattle and Port- 
land, Ore. 


CO-OP TV AD POOL 


Wexton plans tv push 
for 500 N. Y. retailers 


Co-operative advertising can harness 
for small stores “the tremendous power 
of local television to demonstrate the 
product for the local retailer or group 
of retailers.” 

This is a thesis that Wexton Adver- 
tising, New York, and a client hard- 
ware-houseware distributor, Masback 
Inc., are preparing to prove. Larry 
Schwartz, president of Wexton, made 
the allusion to tv last week as he and 
Masback unveiled this year’s advertis- 
ing plans for 500 hardware and house- 
ware retailers banded together by Mas- 
back under the “Friendly American — 
Stores” promotional banner. All are 
small independents in the greater New 
York market area. Together they have 
about $250,000 to spend. 

They learned at the meeting that a 
20-week nightly saturation schedule in 
the spring and fall (10 weeks each) on 
WPIX (TV) New York will be the cen- 
tral feature of a many-faceted plan 
drawn up for them by Wexton and the 
distributor. For the heavy schedule, 
Wexton is filming a record number of 
25 commercials featuring an animated 
family in running commercial “situa- 
tion” plots. 

Mr. Schwartz chided agencies for 


making co-op “the social pariah of ad- 
vertising” and outlined a campaign to 
make the Friendly American Stores 
competitive with chain giants. The 
Masback campaign is unusual in that 
it was initiated by a distributor, rather 
than nationally by a manufacturer or 
locally by a big store. Involved in this 
local situation, Mr. Schwartz reminded 
his listeners, are 15.6 million prospec- 
tive customers, 4.1 million tv families 
(more than 19% of them have more 
than one set) and $35.1 billion in sales. 

Wexton collects the standard agency 
commission on media placements fees 
for other services (displays, direct mail, 
sales training, publicity, etc.). 


Business briefly... 


Procter & Gamble Co., Cincinnati, will 
sponsor NBC-TV’s hour-long special, 
The Square World of Jack Paar on Jan. 
31 (Tue. 10-11 p.m. EST). The pro- 
gram features various films taken in 
Europe and the Orient with live ad lib 
commentary by Mr. Paar, who will also 
open the program with a monologue. 
Agency: Benton & Bowles, N. Y. 


Minnesota Mining & Manufacturing 
Co., St. Paul, Minn., has purchased 
sponsorship in CBS-TV’s Feb. 4-5 cov- 
erage of the Palm Springs Second An- 
nual Golf Classic (Sat. 4:30-6 p.m. and 
Sun. 4-5:30 p.m. EST). A total of 128 
teams, each made up of one profession- 
al and three amateurs, will compete in 
the $50,000-added tournament which 
will be described by sportscasters Jim 
McKay and Jim McArthur. Agency: 
Erwin, Wasey, Ruthrauff & Ryan Inc., 
N.Y. j 






Block Drug Co., Jersey City, N. J., pur- 
chased participation in the NBC-TV 
western series, The Tall Man (Sat. 
8:30-9 p.m. EST). The order is for 
weekly thirds, starting Jan. 14 and end- 
ing Sept. 2. Agency on the Block Drug 
account: Sullivan, Stauffer, Colwell & 
Bayles, N. Y. 


Oldsmobile Div., General Motors 
Corp., will sponsor ABC Radio’s cover- 
age Jan. 22 of the 20th annual Bing 
Crosby Golf Tournament at Pebble 
Beach, Calif. (Sun. 3:10-3:30 p.m., 
5:15-5:30 p.m., and 6:30-6:50 p.m. 
EST). Produced by the ABC Sports 
Dept., the broadcast features Hank 
Weaver: and Orval Anderson as com- 
mentators for the $50,000 pro-amateur 
charity event. Oldsmobile also will 
sponsor ABC-TV’s full-hour teiecast of 
the golf tournament (5:30-6:30 p.m. 
EST). 


“Ex-Lax Inc. (Warwick & Legler), 
Pharmaco Inc. (N. W. Ayer & Son), 
Philip Morris Inc. (Leo Burnett) and 
Vitamin Corp. of America Div. of V.C.A. 
Labs (Dunnan & Jeffrey Inc.) have 
signed orders for ABC Radio’s Week- 
day News programs. Other new and 
renewal orders for ABC Radio news 
shows include: The Mennen Co. (War- 
wick & Legler) and Hastings Mfg. Co. 
(Bozell & Jacobs), new signers on Paul 
Harvey News; Bankers Life & Casualty 
Co. (Phillips & Cherbo), renewed its 
Paul Harvey sponsorship. The follow- 
ing advertisers renewed on Cliff Engel 
News: Lyon Van & Storage Co. (Smal- 
ley & Smith); Signal Oil Co. (Barton 
A. Stebbins Adv.), and Whitehall Labs 
(Ted Bates). 





AC Spark Plug and its advertising 
agency, D. P. Brother & Co., are 
attempting to prove that “art for 
art’s sake” can have practical ap- 
plication in a new series of tv com- 
mercials. Their new format utilizes 
techniques developed by the famous 
Dutch painter, Piet Mondrian. 

AC’s new commercials use hori- 
zontal and vertical lines to form pat- 








While an off-screen voice says “Dust (I), dirt (c), water 
(r). .. Can harm the engine of your car,” silent film 


An ‘artistic approach’ to television commercials 


terns and rectangles—or “mondri- 
ans.” While these artistic principles 
have been used before in advertising, 
AC’s application differs as the “mon- 
drians” are animated, in two ways, 
instead of being static. 

This dual animation consists of 
cartoons or live photography within 
rectangular panels, and the panels 
themselves become larger or smaller 








star Francis X. Bushman reacts as panels symbolizing 
these elements are enlarged to emphasize them. 


to emphasize audio portions of the 
commercial. The spots, produced by 
Grantray-Lawrence Animation, Hol- 
lywood, feature Francis X. Bushman 
(see pictures), the Sportsmen, Gale 
Gordon, Hal (Gildersleeve) Peary 
and others. 

They are currently appearing on 
ABC-TV’s Naked City and Cheyenne 
shows. 
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A 
“Metropolitan” 
personality 


GOWN BY LANVIN-CASTILLO, PARIS PHOTOGRAPH BY PETER FINK 


Responsive, amusing, a perceptive partner with the pleasing rapport of a ‘‘metropolitan”’ personality 
. like each member of our media family — Television, Radio, Outdoor and International Advertising. 


METROPOLITAN BROADCASTING 


= % 205 EAST 67TH STREET, NEW YORK 21 


TV STATIONS: WNEW-TV, New York; WTTG, Washington, D. C.; WIT'VH-WTVP, Peoria-Decatur; KOVR-TV, Stockton-Sacramento. 
RADIO STATIONS: WNEW, New York; WIP, Philadelphia; WHK, Cleveland. 
OUTDOOR: Foster and Kleiser—operating in Arizona, California, Oregon ron acne. 
INTERNATIONAL: Radio Station WRUL  Warlduide 
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TV’S BILLINGS BONANZA 


NBC-TV claims all-time record in October figures, 
but CBS-TV still remains the overall front runner 


For the first time in several years 
NBC-TV passed CBS-TV in monthly 
gross time billings: The NBC-TV total 
in October was more than $25 million, 
about $2.1 million above CBS-TV gross 
time billings. 

The sudden NBC-TV billing sprint 
encouraged spokesmen of that network 
to talk of a decided improvement and 
increase in daytime show popularity 
and sponsorship. The network claimed, 
for example, that most of the rise could 
be attributed to the daytime periods 
with October’s total the beginning of a 
daytime 38 percent rise over last year 
on a Mon.-Fri. basis. NBC-TV trotted- 
out figures to show it progressing com- 
paratively at a higher billing rate than 
competitor CBS-TV and said the dis- 
parity in October reflected a poor fourth 
quarter for CBS-TV but a good one for 
NBC-TV. 

CBS-TV disclaimed any such NBC- 
TV dominance in the billings picture, 
with a spokesman hinting that by No- 
vember “we (CBS-TV) will bounce 
back and by the end of the 12-month 
period will still be the biggest adver- 
tising medium.” (For the 10-month 
period, CBS-TV was far ahead by $25 
million.) Though acknowledging the 
big NBC-TV figure (said to be the 
largest monthly billing figure on record 
by any network) in the Television Bu- 
reau of Advertising report, CBS-TV 
spokesmen asserted that the World 
Series sponsorship among other things 
helped fatten daytime billings at NBC- 
TV. Also pointed up by CBS-TV: This 
was a month where political pre-emp- 


tions occurred, and there may have 
been a pick up at NBC-TV because of 
them while CBS-TV showed a loss. 

NBC-TYV, in addition to bringing out 
research figures based on national Niel- 
sens to show its rising daytime “popu- 
larity” over both CBS-TV and ABC-TV, 
distributed decks of playing cards to 
advertisers and their agencies—the ace 
in the hole again was NBC-TV’s day- 
time record—with this message: “It’s 
in the cards this new year ‘to win with 
NBC daytime.’ ” 

Year-end Reports = CBS-TV, mean- 
while, released its year-end report, 
showing an average 20 percent daytime 
lead in 1960 over “the second ranking 
network” and a 13 percent nighttime 
lead over its closest rival. The network 
also claimed its gross was 15.2 percent 
greater than the “second network” dur- 
ing the first nine months of the year. 
NBC-TV, in its year-end report to be 
released today (Jan. 16) trumpeted 
daytime ruitings at 4 percent ahead of 
“the second network” and a 30 percent 
increase in daytime sales that year as 
compared to 1959. 

Other highlights of the year-end re- 
ports: 

CBS-TV—cited balanced program- 
ming, leadership in “overall” audience 
appeal and sponsor acceptance; new 
show series, entertainment specials, ex- 
panded news-public affairs program- 
ming and coverage of the Olympics. 

NBC-TV—emphasized its profits as 
highest in its history, a news-public 
affairs beef-up and audience recognition 
during political convention coverage; a 


NETWORK TELEVISION GROSS TIME BILLINGS 
Source: TvB/LNA-BAR 


October January - October 
Percent Percent 
1959 1960 Change 1959 1960 Change 
ABC $12,537,020 $15,200,940 +21.2 $ 99,281,464 $127,922,350 +28.8 
CBS 23,610,441 22,973,089 — 2.7 218,961,251 227,319,114 + 3.8 
NBC 22,883,291 25,090,051 + 9.6 192,071,765 202,377,062 + 5.4 
TOTAL $59,030,752 $63,264,080 + 7.2 $510,314,480 $557,618,526 + 9.3 

MONTH BY MONTH 1960 

ABC CBS NBC TOTAL 
January $13,260,010 $23,477,358 $20,980,897 $57,718,265 
February 12,677,110 22,977,171 19,923,712 55,577,993 
March 13,487,460 24,043,799 31,072,164 58,603,423 
April 12,701,240 22,580,032 20,642,038 55,923,310 
May 12,876,050 23,209,917 19,414,264 55,500,231 
June 11,948,700 22,062,832 18,959,323 52,970,855 
July 12,529,660 23,442,997 19,805,457 55,778,114 
August 11,366,100 21,448,482 18,052,503 50,867,085 
September* 11,875,080 21,103,437 18,436,653 51,415,170 
October 15,200,940 22,973,089 25,090,051 63,264,080 


*September 1960 figures revised as of Jan. 5, 1961 
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Tv at market 


Television, radio and hi-fi made 
a major impact on the mammoth 
Furnishings Market last week in 
Chicago. While the tv-radio phase 
of the market was only negligible 
a few years back, this year manu- 
facturers expect to enjoy multi- 
million dollar business in a wide 
range of “go-with” furnishings. 
Big money makers this year are 
seen in high-fashion space saver 
cabinets (which enclose compo- 
nents), and standards such as 
chairs, tables, mobile “entertain- 
ment” carts, tv trays (even tray 
sets in luxury lines run to $300.00) 
etc. Tv impact this year also is 
spreading into bedding industry 
with trend to flexible sit-up beds 
and mattresses for tv viewing. 











better record of sponsored hours in 
1960 compared to the year before and 
attraction of more national advertising 
coin (247 advertisers, including 24 of 
the nation’s 25 largest; both figures 
were said to be industry highs). 


TV COSTS MORE—BUT 


Grey study says main reason 


is expanded tv coverage 

An analysis of the higher costs of 
maintaining advertising schedules on 
network television, in newspapers and 
in magazines in 1960 as compared with 
1957 is contained in the January issue 
of Grey Matter, publication of Grey 
Adv., New York. 

The study shows that $100,000 spent 
in 1957 would require $124,000 in net- 
work television, $111,000 in newspapers 
and $111,000 in magazines in 1960 if 
the same schedule were to be main- 
tained. The study cautions that inter- 
media comparisons should not be made 
because contributing factors are not 
the same for the three media, during the 
four-year period. 

The steeper rise in television was at- 
tributed largely to one of three factors 
cited by Grey Adv. as contributing to 
increased costs—namely, expanded cov- 
erage. The rise of tv homes by 15% 
was said to be responsible for $16,200 
of the added $24,000. The two other 
factors noted by Grey as influencing 
costs were inflation and increased com- 
petitive pressures. For tv, inflation was 
said to account for $3,600 of the added 
cost and competition, $4,200. 

Not So With Print = For both news- 
papers and magazines, according to 
Grey’s research, their added costs be- 
tween 1957 and 1960 could be attrib- 
uted largely to the competition and in- 
flation factors. (Competition was de- 
scribed thusly: more goods and services 
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AUTO STORE SALES* 
$409,707,000 
SOME “BLUE CHIP”’ 
ADVERTISERS 
USING WHLI 
TO REACH BIG, RICH 
LONG ISLAND MARKET 
Buick 
Chrysler Corp. 
Comet 
Dodge 
Dodge Trucks 
Fisher Bodies 
Ford 
General Motors 
Lincoln-Mercury 
Plymouth 
Prestone 
Presto-Lite 
Studebaker 
Valiant 


*Nassau-Suffolk (Sales Management 1960) 





Over 400 top advertisers 
these WHLI in 1960. 
Will you be on the 
“preferred” list in 1961? 
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are being created and hence the adver- 
tising dollar has to fight its way through 
a density of competition; therefore 
media rates react to this demand for 
advertising). 

Conclusions reached by Grey re- 
garding its study include the following: 
it costs about 20% more in real dollars 
for an advertiser to obtain the same 
schedule than it did four years ago in 
the three media discussed; the trend will 





continue in 1961; advertising agencies 
must exercise their skill, experience and 
efficiency in making the advertiser’s dol- 
lar most productive (more imaginative, 
memorable and believable advertising 
messages and more skillful integration of 
the advertising message into all elements 
of the marketing process). 

(A copy of “Grey Matter” is available 
from Grey Adv. in New York, Beverly 
Hills, San Francisco or Montreal.) 


AD WEEK-YEAR PROMOTION OPENS 


NAB takes initiative in urging broadcast support 


Task workers for the Advertising 
Federation of America and Advertising 
Assn. of the West are scrambling to 
finish Phase One of the Advertising 
Week-Year production job. Television 
and radio stations later this week will 
receive letters outlining their part in the 
campaign that kicks off the week of 
Feb. 5 and lasts the rest of the year. 

Tv networks have split a $20,000 pro- 
duction fee among themselves and 
George W. Head, advertising manager 
of the National Cash Register Co., Day- 
ton, Ohio, and committee chairman for 
the big volunteer drive, is out passing 
the hat among advertisers for $50,000 
needed to clean up initial costs for film 
prints, mailing and other media pro- 
duction, including radio. Counting do- 
nated and paid expenses, Ad Year car- 
ries a $250,000 production price tag 
for the 11 months. 

NAB will help mail letters this week 
from Mr. Head and the Ad Week-Year 
committee to stations. The chairman 
encloses slides and scripts and tells 
broadcasters, “more so than any other, 
this is your bread and butter campaign, 
and we are hopefully counting on your 
cooperation.” 

Keeping Rolling Kits = Stations are 
asked to use enclosed “Let’s Keep Roll- 
ing Ahead” announcements (provided 
in lengths from 10-seconds to a minute) 
and work with local advertising clubs to 
arrange special features portraying the 
economic value of advertising. Forms 
are provided for broadcasters to order 
films and transcriptions being readied 
by McCann-Erickson Inc., New York, 
task force agency on the project, for 
distribution shortly after Ad Week kicks 
off ““Let’s Keep Rolling Ahead’ year. All 
copy explains the theme symbolized by 
the campaign’s racing arrow motif, re- 
lating advertising to mass demand and 
mass production. The entire campaign 
was drawn up by the Head committee 
(Russell Z. Eller, advertising manager 
of Sunkist Growers, Los Angeles, and 
Douglas L. Smith, ad manager of S. C. 
Johnson & Son, Racine, Wis., are respec- 
tive vice chairmen for AAW and AFA 
of a committee exceeding 50 ad-media 
executives) and Emerson Foote, presi- 


dent of McCann-Erickson Inc., who is 
national plans chairman of Ad Week- 
Year. 

Tv stations, which last year had to 
pay $12 each to defray the expense of 
Ad Week kits, now will be offered free 
several filmed minute, 30-, 20- and 10- 
second spots. Fresh copy will be ready 
around April and once again before the 
year is out, under present plans, ac- 
cording to AFA executive Hugh Collett, 
who is campaign director. A McCann- 
Erickson production crew is filming in 
Florida today (Jan. 16), shooting home 
and supermarket footage for two basic 
storyboards that tell the assembly line- 
store-home consumer story of advertis- 
ing economics. 

Free Transcriptions = Radio stations, 
formerly billed $2 for the ad week kit, 
now may order free transcriptions by 
Garry Moore with Durward Kirby, Jack 
Paar, Bob Hope, Jan Murray, Milton 
Berle, Art Linkletter, Hugh Downs and 
others. 

Agency coordinator for the entire 
job is M-E account executive Lew 
Marcy. Creative chief is Alton Ketchum, 
vice president of the agency. M-E tv 
credits: producer Hal Mathews, copy by 
Don La Vine and art by Frank Broad- 
hurst and Jim McIntyre. Group Produc- 
tions Inc. of Detroit is filming the spots 
with music by composer Ralph Burns 
and narration by Bill Shipley and Sy 
Harris. Mrs. Lillian L. Jason of M-E 
did radio copy. 

If the campaign succeeds, the AFA, 
AAW and media may find themselves 
with a never-ending job. Explaining the 
philosophy of a year-round educational 
campaign, M-E’s man on the “account,” 
Mr. Marcy, says, “We'd never tell a 
client to advertise only one week a year.” 


Agency appointments... 


= S. C. Johnson & Son and J. Lyons & 
Co. Ltd., appoint Benton & Bowles’ 
British subsidiary, Lambe & Robinson- 
Benton & Bowles Ltd., as their advertis- 
ing agency for new assignments in 
addition to products it already handles. 
Other new accounts are Busted Chic- 
ken Co. Ltd., The Reed Construction 
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Nielsen Station Index "parts" add up 
to the accepted national “whole” 


Network tv programs are measured--sepatately and 
independently--by two Nielsen services: 


/n national total, by Nielsen Television Index (NTI) 
Station by station, by Nielsen Station Index (NS1) 








The sum of the NS! "parts" equals the NTI “whole.” 


Proof of the compatibility of NS! with NTI is yours for the asking. 
Want a demonstration? In a few minutes you'll see why... 


NSI és the only validated source of station audience facts 
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NEW YORK 22, NEW YORK 
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MENLO PARK, CALIFORNIA 
NSI and NTI are Registered Service Marks of A. C. Nielsen Company 70 Willow Road, DAvenport 1-7700 
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Group, and C. W. F. France & Son 
Ltd. (Danish furniture.) 


= General Spray Service Inc., Katonah, 
N. Y., appoints Allston, Smith & 
Somple, Greenwich, Conn., as its ad- 
vertising agency for national consumer 
advertising. The client, who plans to 
use television this year, is a lawn, gar- 
den, tree and shrub spray service 
organization. 


Also in advertising... 


Marketing aid = New glossary of com- 
monly used terms in the field of mar- 
keting has been published by the Amer- 
ican Marketing Assn., 27 E. Monroe St., 
Chicago 3, to help codify and clarify 
the language of marketing executives in 
the agency and advertiser fields. Lead- 
ing authorities aided in compilation of 
the 23-page booklet, headed by Ralph 
S. Alexander, professor of marketing, 
Columbia U., N. Y. Price: $2. 


New concern = Harold S. Meden, pro- 
motion manager of Radio Advertising 
Bureau, N. Y., has resigned his post to 
form Franznick-Meden Inc., in partner- 
ship with Philip E. Franznick, president 
of Franznick Graphics, advertising and 
promotion design studio. The new firm 








An advertising agency president 
last week charged other agencies 
with “personnel piracy, ineffectual 
training programs and pot-luck hir- 
ing policies” to fill a void created by 
too few qualified college graduates 
entering the advertising business. 

He is Emil Mogul, president of 
Mogul, Williams & Saylor, New 
York, who spoke at a dinner meet- 
ing of the Advertising Club of 
Greater Miami. 

Mr. Mogul declared that the prob- 
lem of recruiting top college talent 
for ad careers has been compounded 
by the “stop and go efforts to build 
an image of advertising as a pro- 
fession,” which, he said, have cre- 
ated “confusion” among students. 
Assailing the “image-makers” for 
leading advertising “down a blind 





Agency personnel policies irk Mogul 


alley,” he called for an end to “our 
basically self-conscious appeal as a 
profession. We should stop apolo- 
gizing for being craftsmen, artists, 
and businessmen. . . . We in adver- 
tising are all of that and more. Ad- 
vertising, to coin a phrase, is a Busi- 
ness Art. It’s the best of two pos- 
sible worlds. And there’s nothing 
quite like it in the world.” 

Noting the current shortage of 
agency applicants, Mr. Mogul said 
four new jobs “go begging” for 
every qualified college graduate. His 
advice to students interested in an 
advertising career: Spend the first 
two years after graduation at a retail 
store in a relatively small city—the 
first, as a salesman behind the coun- 
ter and the second in the advertising 
department. 








will specialize in sales promotion serv- 
ices and advertising design for adver- 
tisers, agencies and media. Company’s 
offices are at 145 East 49th St., N. Y. 


Hands across the sea = The McCarty 
Co., Los Angeles agency, has announced 


THE MEDIA 





its affiliation with the Daiko Agency, 
headquartered in Osaka, Japan. Daiko 
has 18 branches throughout Japan. Mc- 
Carty’s foreign affiliates already include 
companies in London, Oslo, Stockholm, 
Copenhagen, Zurich, Milan and Paris. 





How ABC, Hagerty plan news breakout 


OFFICIAL APPOINTMENT BRINGS OUTLINE OF NEWS UPGRADING PLANS 


ABC officially unveiled James C. 
Hagerty last week as the big gun of its 
campaign to raise ABC news and public 
affairs programming into contention 
with that of NBC and CBS. 

In the process network officials also 
gave a tipoff to the kind of news oper- 
ation they want to develop. 

Leonard Goldenson, president of the 
parent American Broadcasting-Para- 
mount Theatres, said the 51-year-old 
Mr. Hagerty would be “backed to the 
hilt” with “whatever it requires” to 
make ABC “competitive” in news and 
public affairs. 

President Eisenhower’s news secre- 
tary, long known to have been tapped 
to succeed John Daly as ABC vice pres- 
ident in charge of news, special events 
and public affairs (BROADCASTING, Nov. 
21, 1960), appeared alongside Mr. 
Goldenson at a news conference in 
New York last Monday (Jan. 9) to 
make the appointment official. 

Although Mr. Hagerty emphasized 
he has had no chance to think through 
many of the decisions ahead and there- 
fore may later revise some of his an- 
swers, observers were able to piece to- 


gether from his replies and Mr. Golden- 
son’s a tentative picture of their cur- 
rent goal: 

News Emphasis ® It will build slow- 
ly into a worldwide operation, with first 
expansion to come in the Washington 
bureau. Some of the new talent may be 
hired from rival networks. It will be 
basically a reporting organization, with 
secondary emphasis on commentary 
and analysis. It will not present edi- 
torials. 

The building program may include a 
full-time ABC-TV “camera division” in 
the news department for shooting news- 
film, although Mr. Hagerty said he was 
not yet fully decided on this point. The 
operation will be geared for coverage of 
news wherever it breaks in the world 
but will pay “special attention” to Latin 
America, where ABC already has pio- 
neered in formation of a commercial 
tv network. Presumably through that 
network, ABC News also will feed news 
about the U. S. to Latin American 
viewers. 

Domestically, the organization will 
supplement its regular news staff by 
drawing frequently, for special pur- 


poses, upon newspaper and local-station 
news experts around the country who, 
according to Mr. Hagerty, form a 
“great potential” as yet “untapped” by 
radio and television. 

There also seemed a good chance 
ABC would make some innovations in 
the more or less standard procedures 
used by NBC and CBS. For one thing, 
Mr. Hagerty and Mr. Goldenson were 
agreed that, contrary to the other net- 
works’ position, news documentaries do 
not necessarily have to be produced ex- 
clusively by the network news depart- 
ment, so long as the department retains 
the right to reject anything it doesn’t 
approve. There also were indications 
ABC News would try other innovations; 
that, at least, was read into Mr. Golden- 
son’s emphasis on “contrasting things” 
as a key element in ABC-TV’s advance 
“to the front” in both entertainment 
and sports. 

Extensive = Mr. Hagerty, a former 
New York Times reporter who made 
an immediate hit with broadcasters by 
opening President Eisenhower’s news 
conferences to radio and television, and 
Mr. Goldenson covered a wide range 


BROADCASTING, January 16, 1961 









































Polishing the client’s apple is no way to improve his advertising. 
Polishing a good idea is. And polishing. And polishing. And polish- 
ing. Until good becomes better. And better becomes best. 


YOUNG & RUBICAM, Advertising 
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AND AGAIN... 


HIGHEST 
RATINGS 


in the RALEIGH-DURHAM 
Survey Area 


Here’s more evidence of the 
powerful leadership of 


WRAL-TV jj 


Monday thru Friday 
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Sunday thru Saturday 
9 a.m. to Midnight 
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Get the full picture from H-R or write 


WRAL-TV 


RALEIGH, NORTH CAROLINA 
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of plans and possibilities in response to 
reporters’ questions. Highlights: 

= Mr. Hagerty will start Jan. 23, the 
Monday after President Eisenhower 
leaves office, but he doesn’t expect to 
go in “like a bull in a china shop” and, 
in fact, may need two to three years 
to build the kind of staff and develop 
the kind of schedule he’s shooting for. 

# Thomas Velotta, vice president for 
special projects in the ABC news de- 
partment, will be Mr. Hagerty’s No. 1 
assistant under a title yet to be deter- 
mined, but other key personnel have 
not yet been designated. 

= Unlike his predecessor, Mr. Hager- 
ty does not plan to do on-air work, feel- 
ing that would stifle competition on his 
staff. He does not know yet who will 
be the permanent occupant of the early- 
evening newscast vacated by John Daly 
following his resignation last Novem- 
ber, nor who may take over the post of 
news and public affairs director which 
Francis N. (Fritz) Littlejohn gave up 
a week ago (BROADCASTING, Jan. 9). 

= He sees his job as one of building 
the best news staff possible, both in the 
U. S. and overseas, and he'll start that 
program in Washington, “the world 
news capital.” The expansion there will 
add full-time newsmen; he has not yet 
decided whether the expanded foreign 
staff will consist of full-time staff mem- 
bers or stringers. 

= He knows “some good men I'd 
like to have,” but he wouldn’t say 
whether they are now on rival network 
staffs or whether he would or would 
not raid other networks. Wherever they 
are, he’s looking for “reporters” rather 
than commentators or analysts, and 
whether they’re male or female, or have 
a good voice or look good on camera 
is less important than ability and in- 
tegrity in news gathering. 

= He hopes to help ABC affiliates in 
their local and regional news coverage 
and to use experts from stations and 
newspapers around the country in net- 
work news roundups on occasions. He 
said this might be done in political cam- 
paign wrapups, for instance, when such 
experts are available and can reflect 
local conditions better than staff men 
sent in for area reports. 

= If commentators or analysts are 
used on the air their reports will be 
clearly labeled. Mr. Hagerty thought 
offhand that editorializing is a good idea 
for stations, because of their intimate 
awareness of local conditions, but 
wouldn’t be good on a national network 
level. As a “shotgun opinion,” he 
thought commentary and analysis, so 
labeled, were preferable to network 
editorials. 

= He thought documentaries should 
be produced by the “best possible 
people,” inside or outside the network. 
This view contrasted sharply with that 
of Mr. Daly, whose resignation was 
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“More than $3,000 a week i brllang — woth announcement and 


program — dependent on one Ampex tape machine. That’s a typical week here at Channel 5,” 


says Fred Fletcher. “We’ve been in business with Videotape* for slightly over two years and our 


one machine shows 3,272 hours of use and service... Ninety percent of our political business 
last fall was on tape. I don’t say we wouldn’t have gotten it on a live basis, but it was easier, 


less costly, and much more convenient to candidates, having the busy grass roots schedules they 
do... Sure, we see every reason for getting a second machine — and we shall eventually, but we’ve 
done a phenomenal job with one for two years. There’s no question about our choice of Ampex. 
They are TV tape recording, no doubt about it.” * * * * To get an informative file of reports from 
your associate TV broadcasters showing how an Ampex VTR fits in as a basic, pay-its-own-way 
component of any complete TV facility, write to Ampex today. Department BF. 
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BALANCED 
PROGRAM- 
MING... 


MEANS 
LISTENER 
LOYALTY 


KTRH is Houston’s powerful radio 





voice for 60,000 square miles... 
blanketing over 80 counties... 
serving 1,087,100 radio house- 
holds including more than 
4,000,000 people as: 
@ The news and information 

station 
@ The variety station 


@ The network station 


@ The family station 











KTRH 


50,000 WATTS 


740 KC 
—CBS- 
HOUSTON, TEXAS 


Represented by Peters 
Griffin and Woodward, Inc 
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ABC makes news about its planned 
news and public affairs operations 
which will be run by James C. Hagerty 
(r), White House news secretary. ABC 
executives present at news conference 
last week, at which network plans to 
expand into competitive position with 
CBS and NBC, are (I to r): Oliver Treyz, 
ABC-TV president; Michael J. Foster, 
ABC press information vp; Leonard 


triggered when ABC departed from tra- 
ditional network policy and contracted 
for informational programs not pro- 
duced under the direction of the news 
department. Mr. Hagerty joined Mr. 
Goldenson in the opinion that no net- 
work can corner the market on talent 
and that it should not rule out good 
programs because they are produced by 
outsiders, so long as the news depart- 
ment retains the right to reject any that 
do not meet its standards. 

# Affirming the view that radio-tv 
should have equal access to news events 
on a par with print journalism, he 
thought that in his new job he would 
be working to get the broadcast media 
into “a lot of places” where they’re now 
forbidden, including Congress and some 
branches of the judiciary. 

Mr. Hagerty did most of the talking 
during the one-hour news conference, 
and most of that was in response to re- 
porters’ questions. Mr. Goldenson spoke 
up primarily to support Mr. Hagerty’s 
assertions that ABC is out to build a 
news and public affairs operation sec- 
ond to none. The AB-PT chief stressed 
that the news department under Mr. 
Hagerty will be supported not only with 
money but in every other way neces- 
sary to build a service that “has vitality 
and is competitive.” 

To NBC Newsman Joe Michaels, 
who asked whether there might be a 
repetition of the kind of coverage that 
resulted in published criticisms that 
ABC-TV had cut away from its election 
coverage excessively in the interests of 
commercialism, Mr. Hagerty replied 
that he hoped not, and added: “I hope 
to give your outfit fits.” 

Mr. Goldenson said Mr. Hagerty 
would report directly to him, clearing 
news questions relating to television 
with Oliver Treyz and those relating to 





, 24 ae 


Goldenson, AB-PT and ABC president, 
and Mr..Hagerty. The Hagerty-Golden- 
son news conference was held in New 
York on Monday, prior to a meeting 
of ABC-TV affiliates at Miami Beach, 
where Mr. Hagerty also accompanied 
Mr. Goldenson. The presidential news 
secretary takes over his new job Jan. 
23, three days after his boss turns 
over the reins to John Kennedy. 


ABC Radio with Robert Pauley. Mr. 
Treyz is president of ABC-TV; Mr. 
Pauley is vice president in charge of 
the radio network. 

Named his own ® Mr. Hagerty de- 
clined to give details of his ABC con- 
tract, but said he set the salary himself 
and thinks it is “very handsome” but 
not as high as some others he had 
heard about. He said he chose this 
job over other possibilities because the 
strides in communications in the next 
few years will be immense, probably 
including satellites for worldwide tele- 
vision in the next five years, and be- 
cause news is a field he was trained in. 

“So far as I’m concerned,” he said, 
“this is going to be my job for the rest 
of my life.” 

He said published reports putting his 
salary at $100,00 a year were “not very 
accurate.” He would say only that it’s 
more than the $21,000 he has been get- 
ting as presidential news secretary. Sub- 
sequent estimates speculated it would 
be in the $50,000 to $70,000 range. 

Mr. Hagerty accompanied Mr. Gold- 
enson and other ABC officials to meet- 
ings of ABC owned-and-operated radio 
and television station managers and of 
the board of governors of the ABC-TV 
Affiliates Advisory Assn. at the Bal- 
moral Hotel in Miami Beach last week 
(BROADCASTING, Jan. 9). But he made 
clear at the news conference that he 
was taking a four-day leave of absence 
from the White House to do so. 

He also said that he had had no dis- 
cussions with President Eisenhower 
about participating in an ABC-TV docu- 
mentary and that he’d have no such dis- 
cussion as long as he’s working for the 
White House. 

Letters = The official termination of 
while, in the release of an exchange of 
this association was signalled, mean- 
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a daring experiment pays off for 


CREATIVE 
RADIO PROMOTION 


futursonic productions new 


VERSATILES offer radio stations opportunity 


to select popular vocal group styling 


that fits programming 


Now for the first time in the history 
of radio, musical promotion jingles 
have been produced that can be 
adapted to fit the programming 
needs of any popular music Station. 
Five (5) different vocal styles made 
famous by the Nation’s most out- 
standing vocal groups are included 
in this extraordinary package. This 
is another important first for 
Futursonic Productions of Dallas. 


DAYS OF THE WEEK To further 
add to the flexibility of this exciting 
material, four units of the VERSA- 
TILES Package offer jingles created 
around the days of the week. Each 


day, Sunday through Saturday— 
Morning, Afternoon and Night — is 
gaily identified with the station’s 
call letters and other activities. 


KWIK IDEES In response to many 
requests for short promos and I.D.’s, 
twenty one (21) KWIK—IDEES 
constitute a 5th unit of the VERSA- 
TILES Package. More than mere 
edits of longer jingles, these bright 
jingles are specifically designed as 
musical bridges and for use in heav- 
ily commercialized drive time. 


MASTER TRACKED IN HOLLYWOOD 
The entire VERSATILE Package 


was master tracked in Hollywood at 
Radio Recorders Sound Studio to 
insure maximum fidelity. Re-record- 
ing takes place at the specially 
equipped Futursonic Studios in 
Dallas. The VERSATILES were 
piloted by KLIF in Dallas, CHUM 
in Toronto, and WKMH, Detroit. 
The VERSATILES are truly “the 
pulsating result of experienced effort 
and ingenious gall; an unforgetable 
experience in sound and utility.” 
Created, produced, and distributed 
by Futursonic Productions, Inc., 
3103 Routh St., Dallas, Texas. 


KUTURSONIC. PRODUCTIONS @ INCORPORATED 
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letters between Mr. Hagerty and the 
President, announcing his resignation as 
of Jan. 20, Inauguration Day. 

In his letter Mr. Eisenhower told his 
news secretary that “you have been in- 
valuable to me. You have striven tire- 
lessly to present to the public, through 
the various news media, an accurate 
and objective report of the activities of 
the President and of the White House. 
You have handled major news stories 
with understanding and _ intelligence. 
Your great knowledge of the technical 
aspects of the distribution of news has 
enabled the people of the country to get 
the broadest and most comprehensive 
coverage of events that has ever been 
possible, and you have, I know, won the 
plaudits of the press corps in so doing.” 

Mr. Hagerty, born in Plattsburgh, 
N. Y., in 1909, joined the New York 
Times as a political reporter in 1934, 
upon graduation from Columbia U. He 
was the Times legislative correspondent 
in Albany from 1938 to 1943, when he 
became news secretary to Gov. Thomas 
E. Dewey. He was on Gen. Eisen- 
hower’s staff during the 1952 presiden- 
tial campaign and was named news sec- 
retary when President Eisenhower took 
Office in 1953. 


Sammons buys 16th catv 
system for $600,000 


The sale of the Fayetteville, Ark., 
catv system to C. A. Sammons, Dallas 
life insurance entrepreneur and owner 
of 15 other catv systems, for $600,000 
was announced last week. 

Mr. Sammons bought the Arkansas 
cable company, with 3,800 subscribers, 
from Transvideo Corp. in which U. S. 
Sen. J. William Fulbright (D-Ark.) and 
KHOG Fayetteville were major stock- 
holders. 

Considered one of the largest singly- 
owned catv systems in the country, with 
40,000 subscribers, Mr. Sammons’ en- 
terprise is known as Southwestern 
Transvideo Inc. It includes six cable 
systems he bought for $1.15 million 
last November—Pittsfield, Orange, Ath- 
ol, in Massachusetts; Warren, Pa., 
Claremont, N. H. and Bellows Falls, 
Vt.—and Pottsville, Schuylkill Haven, 
Minersville, Clearfield, Bradford, El- 
dred, all in Pennsylvania, Harrisonburg, 
Va.; Olean, N. Y., and Coos Bay, Ore. 

A second cable company sale an- 
nounced last week was the purchase of 
the Rogers, Ark., catv system by Fred 
Stevenson for $125,000. Mr. Steven- 
son, who is an executive of KHOG 
Fayetteville, will remain as general 
manager of the Fayetteville cable com- 
pany. 

Broker in both transactions was Dan- 
iels & Assoc., Denver. Bill Daniels also 
announced, last week, the establishment 
of Systems Management Co. to engage 
in all facets of catv management. 


46 (THE MEDIA) 


Storer registers 
stock sale at SEC 


Storer Broadcasting Co., Miami 
Beach, Fla., has filed with the Securities 
& Exchange Commission to register 
263,000 outstanding shares for public 
offering. George B. Storer, president 
and board chairman, proposes to sell 
160,000 of these shares. Vice President 
J. Harold Ryan and his wife (Mr. 
Storer’s brother-in-law and sister) are 
selling 25,000 shares each with the rest 
to be sold by the Detroit Bank & Trust 
Co. as trustee under agreements with 
Mr. Storer. The company will not re- 
ceive any of the proceeds of the sale of 
this stock, the prospectus stated. 

For ten months ended Oct. 31, 1960, 
the company had operating revenues of 
$24,874,884 as compared with $22,723,- 
228 for the comparable period of 1959. 
Net income for the period was $4,104,- 
879 against $4,156,453 in 1959. Earn- 
ings per share of common stock: $1.66 
for the 1960 period; $1.68 for the 1959 
period. Each year a dividend of $1.45 
was paid on common stock; Class B 
earned 3712 cents for the 1960 period 
against 18 cents the previous year. 

Figures showed that tv revenues have 
been about four times those of radio 
for the past five years. However, the 
statement said, fm broadcasting “has 
not been and is not at present a profit- 
able operation. No income is derived 
from the sale of fm time and no state- 
ment can be made as to the probability 





of fm becoming income-producing.” 

In the statement, Storer expressed the 
belief that public interest in high-fidelity 
will lead to greater acceptance of fm 
and that “competitively” it is wise to 
hold on to fm properties in case fm be- 
comes “a major factor.” In the past 
Storer has programmed all its fm out- 
lets simultaneously with am stations in 
the same city. For an experiment in 
separate fm programming it plans to use 
WGBS-FM Miami. 

Salaries and Holdings = The state- 
ment lists renumeration of all officers 
and directors of the company receiving 
over $35,000 per year as follows: 
George B. Storer Sr., board chairman 
and president, $75,150; Lee B. Wailes, 
executive vice presideni, planning & 
finance, $64,021; Stanton P. Kettler, 
executive vice president, operations, 
$64,021; George B. Storer Jr., vice 
president for tv operations, $45,356; 
William E. Rine, vice president for radio 
operations, $53,384; John E. McCoy, 
vice president for law and finance, 
$38,117. All are on the board of 
directors. 

George B. Storer owns 1,086,340 
shares of Class B stock or 72.38%. The 
Storer family owns 1.35% of outstand- 
ing common stock; 99.67% of Class B 
stock. The company now has outstand- 
ing 975,060 shares of common stock 
and 1,499,690 of Class B. All of the 
263,000 shares being sold in the offer- 
ing are shares into which a like number 
of Class B shares will be converted. 

Storer Broadcasting Co. operates 





Former FCC Chairman John C. 
Doerfer has become secretary-treas- 
urer of a Bethesda, Md., manufac- 
turing firm in which Storer Broad- 
casting Co. has made an investment. 

This information was reported in 
a registration statement filed by 
Storer with the Securities & Ex- 
change Commission. 

Storer officials said the broadcast- 
ing company had made the invest- 
ment because it promised an oppor- 
tunity for diversification in a growth 
company. Mr. Doerfer was said to 
have brought the situation to the 
attention of the Storer company last 
August. 

Mr. Doerfer resigned from the 
FCC in March 1960 after a House 
Legislative Oversight Subcommittee 
investigation of hospitality he ac- 
cepted from Mr. Storer. 

The registration statement dis- 
closed that since last September Mr. 
Doerfer has been secretary-treasurer 
of Nemir Industries Inc., Bethesda, 
Md., manufacturer of plastic articles. 
His employment was specified in 
a contract between Storer Broadcast- 
ing and Clarence T. Nemir. The con- 





Doerfer-Storer business deal told 


tract was drawn up for the purpose 
of “inducing Storer to loan” Nemir 
Industries $190,000 in exchange for 
an option to Storer to buy 50% of 
the stock of the company for $400,- 
000, any unpaid balance of the loan 
or interest to apply to that sum. Mr. 
Nemir agreed to sell no stock in his 
company while the agreement is in 
effect, except for an _ unspecified 
amount to Mr. Doerfer under a pre- 
vious agreement. 


Since last October 1, George B. 
Storer Jr. and Stanley Willis, Storer 
directors, have been on the Nemir 
Industries board. 


Nemir Industries and its subsidi- 
aries—American Fibre Co. and 
American Bowl ’N Cup Inc. (in- 
cluded in the agreement), make 
plastic cups, trays and other articles, 
mainly for airlines, as well as such 
articles as heart valves. It also is ex- 
panding into the manufacturing of 
raw plastic materials. A statement 
included with the agreement set the 
fair net worth of Clarence T. Ne- 
mir’s enterprises as $581,700 as of 
March 31, 1960. 
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LONGER LIFE 
EXPECTANGY 
THAN EVER | # 
BEFORE! 


First there was the RCA-6166. It gave, and is still 
giving, outstanding service. But an exploding-growth 
technology demanded more: 


—It demanded more rugged construction 
— It demanded longer life expectancy 
— It demanded higher voltage and plate dissipation ratings 


power tube. 


area, low-inductance rf electrode terminals ¢ And efficient 
external radiator for forced-air cooling. 


The RCA-6166-A/7007 can deliver a synchronizing-level 
power output of 14K W in broad-banded television serv- 
ice at 216 Mc; a carrier power output of 6K W in plate- 
modulated telephony service using conventional grid- 
drive circuits operating at 60 Mc; and a power 
output of 12KW in class C telegraphy service 
using grid-drive circuits operating at 216 Mc. 


























ADVANTAGES 
® Easily broad-banded 
® Improved life expectancy 
Ceramic-metal constructio 
provides extra safety factc 
during set-up and tune-up 
® Has a higher voltage and plat 
dissipation rating (with lowe 
drive) than 6166 ; 
® Wide terminal contact surfac 
® Silver plating for superior / 
conductivity 
For more information, conta 
your RCA Broadcast Tut 
Distributor, or write Con | 
mercial Engineering, RC. 
Electron Tube Divisio: 









To meet these demands—to fill these needs—we proudly an- 
nounce the new RCA-6166-A/7007, a forced-air-cooled beam 







Designed for vhf service in television and as an rf power ampli- 
fier in cw applications, this new tube features: Maximum plate 
dissipation of 12K W * Coaxial-electrode construction « Large- 













RCA-6166-A/700 
To replace RCA 616 


Harrison, N. J. 
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WGBS-AM-FM Miami; 


WJBK-AM- 
FM-TV Detroit; WSPD-AM-FM-TV 
Toledo, Ohio; WAGA-TV Atlanta; 
WJW-AM-FM-TV Cleveland; KGBS 
Los Angeles; WITI-TV Milwaukee; 
WIBG-AM-FM Philadelphia and 
WWVA-AM-FM Wheeling, W. Va. 
Storer holds an option to buy WINS 
New York. 


Wometco files with SEC 
for sale of stock issues 


Wometco Enterprises Inc. has filed 
with the Securities & Exchange Commis- 
sion to register 18,591 shares of Class 
A common stock; 19,155 shares each of 
Class B, Series B, C and D common, 
and 23,944 shares of Class B, Series E 
common. All five series of stock are 
now outstanding and will be offered for 
sale by underwriters except that 15,000 
shares of Class B common, Series E, 
are being reserved for sale to company 
employes. None of the proceeds of the 
stock sale will be payable to the com- 
pany unless the average price per share 
received by the selling stockholders, less 
7%, exceeds $10, in which case the 


company is to receive 75% of the 
excess. 
Wometco operates WTVJ (TV) 


Miami, WLOS-AM-FM-TV Asheville, 
N. C., and owns 47.5% of WFGA-TV 
Jacksonville, Fla. Its purchase of KVOS- 
TV Bellingham, Wash., for some $3 
million is pending FCC aproval. In 
addition the company has various thea- 
ter, confectionary, soft drink and vend- 
ing interests and a Miami aquarium. 

Wometco lists as tv and related gross 
income for 40 weeks ended Oct. 8, 1960 
as $4,203,618, compared with $4,980,- 
481 for the comparable period of 1959. 
Total gross income was $7,822,218 for 
this 1960 period; $9,507,521 in 1959. 
Net income before taxes was $6,798,655 
for the 1960 period; $8,119,248 for the 
comparable 1959 span. Tv expenses 
were $3,194,885 in 1960’s period as 
against $3,726,820. 

A balance sheet for its latest acquisi- 
tion, KVOS-TV, showed 1959 total tv 
sales as $2,166,169 with a net income 
of $428,436. 

Mitchell Wolfson, president, is the 
only officer getting a salary over $30,000. 
His annual salary is $50,325. Principal 
stockholders of Wometco are Mitchell 
and Frances Wolfson, Louis Wolfson 
II and Mitchell Wolfson Jr. and the 
First National Bank of Miami. 

In the statement Wometco said the 
FCC has scheduled a hearing into the 
grant of WFGA-TV on “the conduct of 
the three original applicants.” The com- 
pany states that it feels its conduct was 
not improper but allows that if the grant 
is set aside, a “substantial” loss will be 
incurred by Wometco. 
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TO HELP THE FLOW OF INFORMATION 


Murrow tells RTES of proposal for national institute 


The creation of a privately-financed 
National Information Institute that 
would study the journalistic field—in- 
cluding electronic journalism—solely 
in the public interest was proposed 
Thursday (Jan. 12) by CBS newscaster 
Edward R. Murrow in a major address 
in New York. 

His speech was delivered before a 
luncheon meeting of the Radio & Tele- 
vision Executives Society attended by 
more than 500 persons. In his talk, 
Mr. Murrow assessed modern day mass 
communications, the tv medium in 
particular, with his recommendation of 
an institute taking this shape: 

= It would be staffed by men experi- 
enced in public affairs, journalism, 
“probably the law,” and in the “ap- 
propriate social sciences.” 

= In a period of seven years, the 
institute’s skills would be devoted to 
“continuous experimentation” of “in- 
dependent measurement, study, explora- 
tion . . . and public education in the 
methods used and the results obtained 
by the principal media of mass com- 
munication of information.” 

« Through this process, the body of 

people so engaged would be “continu- 
ously gaining skill and experience . . 
develop expertness in techniques and 
procedures . . . [and] would gradually 
acquire authority and standing which 
would give it a growing influence for 
good.” 
Murrow said that while vast 
sums were being appropriated by 
foundations and _ individual philan- 
thropists to education and other worthy 
social causes, the study of the informa- 
tion field deserved at “least equal im- 
portance. 

What It Would Do = The institute 
would serve to do the following, in Mr. 
Murrow’s judgment: 

1. Encourage and help improve dis- 
semination of information, discussion 
and argument by publications (“written 
and oral”) by making the public more 
aware of what it wants and needs and 
by experimentation help find this want 
and need. 

2. Create a more favorable climate 
for public acceptance for “all those 
now controlling or managing oral or 
written publishing enterprises,” for 
those wishing to do a better job and 
for those who wish to enter this field 
with high ideals and purposes. 

3. Analyze and study and publicize 
threats to the public welfare that take 
the form of assaults on freedom of 
the press in hampering and limiting the 
flow of informatjon. 

9. Stiffen the public against “bad 
news handling, bad editorials or poor 
arguments” by teaching people to 


weigh and judge for themselves. 

Reason for the institute, Mr. Murrow 
said, simply was the fact that demo- 
cracy can thrive only on an informed 
public. He said his proposal had been 
in his “files” since 1947 when it was 
first conceived by Ed Klauber. former 
executive vice president at CBS, and 
if “it was urgent when we hammered 
it out together 13 years ago, it is cer- 
tainly more urgent today.” 


Station Performance =® Many (but 
unspecified) stations he roundly critic- 
ized for not performing nor program- 
ming in content as to promises made 
when they applied for and were granted 
their licenses. He indicated stations’ 
performances ought to be weighed and 
measured against their promises when 
licenses come up for renewal, but if 
they have failed in this balancing, they 
should be penalized. 

Madison Avenue came in for some 
good-natured but pointed barbs from 
newsman Murrow. At one _ point 
wherein he was critical of researching 
the incidental and in studying the effect 
of actions only in purely economic 
terms, he quipped: “For this state of 
affairs we all share the blame. But at 
least 15% of it belongs to the ad- 
vertising agencies. The rest can be 
distributed as you like.” 

Mr. Murrow noted that two years 
ago in a talk in Chicago he had sug- 
gested “we should have a little com- 
petition, not only in selling soap, 
cigarettes and automobiles, but in in- 
forming a troubled, apprehensive but 
receptive public.” 

He said that this competition be- 
tween networks had materialized, that 
he looked to its increase still further 
but that from Sept. 1, 1960, through 
the end of last year the tv networks 
aired an unprecedented number of 
public service programs in prime time 
(between 7:30-11 p.m.)}—CBS, 35 
hours; NBC, 38.5 hours and ABC, 
nearly 25 hours. He welcomed the 
fact that well over half of these pro- 
grams were sponsored. 

Great Debates = As to the tv debates 
of the presidential campaign, Mr. Mur- 
row said they were “a puny contribu- 
tion, capsuled, homogenized, perhaps 
dangerous in its future implications.” 
But, he admitted, it managed to “arouse 
curiosity and interest, and may have 
affected the outcome.” He noted that 
the candidates determined the ground 
rules but that the networks to a large 
degree “abdicated their responsibility 
and became merely a conduit,” and 
while the instrument was used how- 
ever superficially, “the republic sur- 
vived and it is to be hoped that lessons 
were learned.” 


BROADCASTING, January 16, 1961 











CHARLOTTE METRO TV RATINGS 
Monday-Friday—Half-hour Averages 
Things HAVE changed in the Carolinas: ama 3S ey 
AVERAGE AUDIENCE 
RATING % SHARE % 








7-7:30 pm. 
WSOC.TV 24.9 51.4 
= Station B 23.5 48.6 
7:30-8 pm. 
ba a WSOC:-TV 30.3 57.8 
j S in Station B 22.1 42.2 
8-8:30 pm. 
WSOC-TV 31.9 59.0 
CHARLOTTE oo ~ ~ 
8:30-9 pm. 
WSOC.-TV 28.4 51.7 
a a Station B 26.5 48.3 
uring prime + 
WSOC-TV 31.3 58.6 
= 8 Station B 22.1 41.4 
Vi | i 9:30-10 pm. 
WSOC.TV 31.3 58.9 
Station B 21.8 41.1 
i 
10-10:30 pm. 
; in a WSOC.TV 22.9 56.8 
Station B 17.4 43.2 
10:30-11 pm. 
Latest ARB again emphasizes the continuing WSOC.-TV 19.0 60.1 
shift in Carolina viewing habits. WSOC-TV’s clean Station B 12.6 39.9 
sweep of Monday-Friday nighttime averages is 
complemented with significant overall gains for other SUMMARY MONDAY-FRIDAY 
eriods. Ask us or your H-R man for current 2 . 
ase ess Get more for your money on WSOC-TV, 7:00 P.M.-11:00 P.M. 
one of the nation’s great area stations. WSOC.TV 975 56.8 
Station B 21.0 43.2 





WSe@eC-TV 


CHARLOTTE 9—NBC and ABC. Represented by H-R 





WSOC and WSOC-TV are associated with WSB and WSB-TV, Atlanta; WHIO and WHIO-TV, Dayton 
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NAB’s Collins sees himself in dual role 
HE’LL DEFEND, ADVISE BROADCASTERS, LAWYERS TOLD 


LeRoy Collins, NAB’s new president, 
will take a two-way role as the industry 
leader. 

In his first public appearance last 
week, the NAB head told the annual 
Federal Communications Bar Assn. din- 
ner he will be both an advocate for 
broadcasting and will remind the indus- 
try of its responsibilities. The dinner 
was held Friday (Jan. 13) in Washing- 
ton. 

“Broadcasting, no less than an indi- 
vidual, has legitimate interests,” he said, 
“and I shall to the best of my abilities 
articulate and advance those legitimate 
interests with reason and clarity and 
vigor. It will be my purpose with NAB 
to be an advocate, not a referee, for 
broadcasting.” 

Turning to his second function, he 
explained, “Broadcasting, far more than 
an individual, has responsibilities. It 
also will be my purpose to articulate 
those responsibilities and advance their 
exercise with equal reason, clarity and 
vigor. We all share a common respon- 
sibility for America. The right to a 
voice carries with it the responsibility 
to have a conscience—and to use that 
voice to speak it.” 

Mr. Collins took a look into the in- 
dustry’s future. “Broadcasting, I am 
convinced, has more to contribute to the 
accomplishing of the American dream 
than any other single private force,” he 
said. “With you, I want broadcasters 
to grow in their capabilities and in their 
service—not in reaction to criticism, 
not just to make more money, but in 
ever-greater pride in their creative art.” 

The Good Story = NAB’s new head 
said “tremendous progress” has been 
made in broadcasting, adding, “For this 
we can be justifiably proud. Over and 
over again we should tell our good 
story.” 

But, Mr. Collins continued, the job 
isn’t done. “Like America, broadcast- 
ing has had—and still has—some fea- 
tures of which it cannot be proud. These 
things must be, as they have been, re- 
garded by broadcasting not as defeats 
but as challenges to do better. As with 
America itself, there never will cease to 
be room in broadcasting for still more 
progress and improvement. 

“Our task is to make both—America 
and broadcasting—move forward with- 
in the guidelines of our basic freedoms 
to become even better. I intend to de- 
vote all my mind and strength toward 
that end, and I earnestly ask for your 
help. I believe this is the kind of lead- 
ership you want and expect.” 

Mr. Collins told FCBA he accepted 
his new responsibility because he be- 
lieves “in America and the free-enter- 
prise system which has given America 
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dynamics and stability.” He added, “I 
believe in broadcasting, not just as a 
business or as a great industry. It is 
far more than that. Broadcasting, like 
America, has not yet ‘arrived.’ It, too, 
has only begun, and ahead it also faces 
goals which demand resourcefulness 
and loyalty and hard effort, better to 
serve mankind’s needs. I feel in the 
service of broadcasting a sense of mis- 
sion very similar to that I have felt in 
public service.” 

The Real Broadcasting = Reminding 
that politicians concern themselves with 
creating “images,” he said, “They often 
come to feel that regardless of what a 
man’s inner self may be they can dress 
him out in a way that no one will know 
the real man under the costume. If 
America is to do more than survive, the 
way is not to try to sell ourselves as 
something we are not, but to devote 
our chief energies toward making our- 
selves something better than we are. 
And the same is true of broadcasting.” 

Broadcasters must not be driven 
“into economic and legal corners” from 
which they are precluded from making 
contributions to the national well-being 
and public interest, he said, adding, “A 
broadcaster’s desire to serve the public 
interest can be only as meaningful as 
his ability to serve.” 

He said America’s goals must be 
broadcasting’s goals. “If broadcasting 
is to endure as a free institution in a 
free society, the best interests of broad- 
casting must coincide with the public 
interest.” 


Affiliates praise 
ABC-TV for gains 


ABC-TV Network made “tremendous 
strides” in sports, special events and 
public service during the 1960-61 sea- 
son, the ABC-TV Affiliates Board of 
Governors and managers of ABC- 
owned stations were told during ses- 
sions held all last week at Miami Beach, 
Fla. Praise for the strengthened ser- 
vice was voiced by Howard Masch- 
meier, chairman of the board of 
governors and general manager of 
WNHC-TV New Haven, Conn. 

Leonard H. Goldenson, AB-PT presi- 
dent, introduced James C. Hagerty, 
who becomes ABC news-special events- 
public affairs director June 23, to the 
meeting (see story page 40). Thomas 
W. Moore, ABC vice president - in 
charge of tv programming and talent, 
thanked affiliates for their coopera- 
tion in helping raise the calibre of the 
network’s sports coverage. 

Members of the board of governors 
taking part in the meeting included 
Donald D. Davis, KMBC-TV Kansas 








City, vice chairman; John F. Dille Jr., 
WSJV (TV) Elkhart-South Bend, Ind., 
secretary; John T. Gelder Jr., WCHS- 
TV Charleston, W. Va., treasurer; 
Joseph H. Hladky Jr., KCRG-TV 
Cedar Rapids, Iowa; D. A. Noel, 
WHBQ-TV Memphis, and Willard E. 
Walbridge, KTRK-TV Houston. 


Stubblefield opens new 
station brokerage firm 


William T. Stubblefield has opened 
a station brokerage business specializ- 
ing the top 100 U. S. markets. Of- 
fices of the firm, 
William T. Stub- 
blefield Co., will be 
in Leesburg Va. 
(Box 891, phone 
Spring 7-1210). 

Since Oct. 31, 
1958 when he re- 
signed as a partner 
in the brokerage 
firm of Hamilton, 
Stubblefield, Twin- 

5 ing & Associates, 
Mr. Stubblefield = Mr. Stubblefield 
has operated a management consulting 
business. He is owner of WAGE Lees- 
burg, Va. With his former partner, 
W. R. Twining, he founded Gibraltar 
Capital Corp., an investment firm op- 
erating in the media field. By specializ- 
ing in the top 100 markets, he said, he 
will be able to have closer contact with 
both buyers and sellers of stations. 


CBS stations division 
reports 7% gain in "60 

A 7% increase in net sales in the 
past year compared with 1959 and an 
extension of activities into several new 
areas were among the highlights cited 
last week in a CBS Television Stations 
Div. year-end report. 

The CBS Inc. division, which in- 
cludes the non-network functions of the 
CBS television operation, described its 
past 12 months as a period of growth 
and pioneering. CBS Films, for exam- 
ple, claimed foreign sales increased to 
10 countries in a year that ended with 
more than 40 nations telecasting about 
60 tv series each week. The division 
last year opened studios in Buenos 
Aires, Argentina and Lima, Peru. 

The CBS owned tv stations (WCBS- 
TV New York, KNXT [TV] Los An- 
geles, WBBM-TV Chicago, WCAU-TV 
Philadelphia and KMOX-TV St. Louis) 
expanded their coverage of community 
service programs and were rewarded 
with a 13% increase of non-network 
sales over the previous year. 

CBS Television Spot Sales, also with- 
in the CBS station division, showed a 
12% sales increase last year as com- 
pared to 1959. This increase was high- 
er than the rate of gain showed by the 
industry as a whole. 
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“STRIP” FOR ACTION WITH THE - 


MAN FROM 
COCHISE 


HALF-HOURS OF NTA’S 
RECORD-SMASHING, MODERN WESTERN! 


There ought to -be a new expression for ‘track record” in the case of 
an enormously successful western like THE MAN FROM COCHISE. Maybe 
it's trail record. In any case, this outstanding, action-loaded series af 
156 @pisodes has been blazing trails —or records —with “top ten” 
syndicated ratings, against all competition, in every market, with every 
type of audience, for four solid years! (See box, lower right.) 


























Strip it across the board, daytime or evenings, and this proven series, 
produced by Desilu and featuring John Bromfield, will draw for you... 
just as it has for top advertisers in hundreds of markets of every size. 
To name a few: Budweiser, Sunoco, Ajax, Bromo Quinine, Bufferin, Ipana, 
Super Anahist, Vicks, Kent, Viceroy, Ivory Soap, Camel, Duz; Palmolive 
Shave, Wildroot, Standard Oil, Maxwell House Coffee, Alka-Seltzer, 
Schick, Playtex, Minute Maid, Dash, Vaseline Hair Oil, and hundreds of 
regional and local sponsors. 





So reach for the rating ceiling with this proven successful property 
today. It may even be first-run in your market. Contact your nearest 
NTA sales office, or those listed below: 


NEW YORK: 10 Columbus Circle, JUdson 2-7300 

LOS ANGELES: 8530 Wilshire Boulevard, Beverly Hills, 
OLympic 5-7701 

CHICAGO: 612 N. Michigan Avenue, Michigan 2-5561 





AMONG THE TOP TEN SYNDICATED PROGRAMS IN THE NATION* 
... against all competition, any time slot, any market, as shown 
by ARB multi-month rating averages 


VERSUS NETWORK 
Cleveland, 10:30-11 p.m., Friday, Nov. '59-Mar. '60 — 
Te re es ros ie trace 4. 
ae Ne Tr NE 6 oie a5 pits oa hee Eneabewe cwbeds 
GD TUNE os winc cocaine dees tpacges oes 


Omaha, 9:30-10 p.m., Wednesday, Feb.-Nov. ’58 

kf. ff 2 see 

Sta. B U.S. Steel Hr./Circle Theater ........ccceccecccece 

Sta. C Wednesday Night Fights ...........ceceeeeeeeeees 
EARLY EVENING 

Syracuse, 7-7: - Fay Friday, Nov. ’59-Mar. '60 


We Wie NR fee Soh a's lo'S-c-ctn s Sdickge.c% o Leideb bates 
ee PINS 655 ooh0s 0c bbe ded baeerenche sees 


Oklahoma City, 6:30-7 p.m., Friday, Oct. '57-Feb. '58 
we. i RR errr tee 
ek re ee Pre ero ress - 
SI CUNO 6 disig-n ie cli side oc oN wenn eel penn 
LATE EVENING 

Cincinnati, - a 11 p.m., Thursday, Mar.-June '60 

WEE, CONNIE So osc cciakte's:k scores afceiels du gaswad 
Sta. B yy Sahm gle ghei<cpia'eo mre eee e's a Sle eiels aie ere eae 
Ses NOD och cis sh se ceinécisdenbeeidetsss 


Boston, 10:30-11 p.m., Saturday, Nov. "59-March ’60 

WSO STIL onc oisccccccvscccceweses Ghbees 
IN ins cot w.00's v0 to cane eeeenaeas 
ee eer eee 


*January 1958-July 1960, Average U.S. Pulse Ranking for Syndicated Film, 





NAB viewpoint allowed 
in labor boycott case 


NAB has been granted the right to 
state the broadcasting industry’s posi- 
tion in a test case involving secondary 
boycott protection provided by 1959 
amendments to federal labor laws. 

The case is based on a finding by an 
examiner of the National Labor Rela- 
tions Board that International Brother- 
hood of Electrical Workers was guilty 
of illegal secondary boycott activities 
against WOGA Chattanooga, Tenn. 
(BROADCASTING, Oct. 10, 1960). 

Union pickets, the examiner found, 
had picketed Fields & Sally Motor Co., 
Chattanooga, while WOGA was con- 
ducting remote broadcasts from the 
showroom. Violations were said to 
have occurred early in 1960, including 
“do not patronize” signs. “The object 
of such conduct was to force or require 
the listed persons (secondary employer) 
to cease doing business with WOGA, 
the primary employer,” according to 
the ruling by Examiner Louis Libbin. 

NAB Speaks Up = James H. Hulbert, 
NAB broadcast personnel-economics 
manager, told NLRB in a letter seeking 
the right to intervene before the board 
that such secondary boycotts constitute 
“a stranglehold . . . on radio and tv 
stations” which seriously impair their 





ability to fulfill their obligation to pro- 
vide the best possible broadcast service 
in the public interest, convenience and 
necessity.” 

Mr. Hulbert added that under Sec. 
8b4 of the labor act Congress “has seen 
fit to distinguish a broadcaster’s services 
from the products of a manufacturer 
in delineating what a labor organization 
having a primary labor dispute may do 
through secondary pressure and, in do- 
ing so, has banned all secondary boy- 
cotts directed against service industries 
such as broadcasting.” 


WKRC-AM-TV grants 
DiSalle equal time 


WKRC-AM-TV Cincinnati, Taft sta- 
tions, last week granted Gov. Mike Di- 
Salle of Ohio equal time for reply to an 
editorial broadcast on the stations. The 
editorial was sharply critical of Gov. 
DiSalle for his commutation of a death 
penalty to life imprisonment. It held 
the governor had substituted his per- 
sonal views for the judicial processes. 

Late last year the stations had criti- 
cized Gov. DiSalle for his action in call- 
ing an emergency legislative session to 
consider unemployment benefits. A Di- 
Salle proposal to extend benefits was 
defeated. Gov. DiSalle charged viola- 
tion of the Communications Act when 





Outstanding Values in 


Broadcast Properties 


A 250 watt station in a good, small met- | 
ropolitan market. Has a good earning 

record. This property is a real sleeper 
for an operator with experience. 





SOUTH 


- $150,000 





and balance over 7 years. 


Fulltime operation that needs aggressive 
ownership. Market is in the top 50’s 
and has real potential. $75,000 down | 


MID-ATLANTIC 


$275,000 





dustrial and residential center. 


down. 


This is a fulltime facility in a small in- | 
Has a 
good gross with minimum operating | 
costs. Needs an owner-operator. 29% 
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nears 3-4341 


BLACKBURN & Company, Inc. 
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Joseph M. Sitrick 333 N. Michigan Ave. 
Washington Building Chicago, Illinois 
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the stations refused him time to answer 
the editorial, saying he was referring the 
matter to the FCC. No action has been 
taken by the FCC. 


Changing hands 
ANNOUNCED = The following sales of 


Station interests were reported last week, 
subject to FCC approval: 


= KMLB-AM-FM Monroe, La.: Sold 
by WSTV Inc. to Leon S. Walton for 
total consideration in the neighborhood 
of $150,000. Mr. Walton owns KOPY 
Alice and KJET Beaumont, both Texas, 
and WNOO Chattanooga, Tenn. He is 
president of National Radio Representa- 
tives Inc., Atlanta, Ga. Mr. Walton 
stated he anticipates making no changes 
in the overall format of the station. 
WSTV-AM-FM-TV Steubenville, Ohio 
is the home station of the Friendly 
Group, which includes radio and tv sta- 
tions in Missouri, Tennessee, Georgia, 
and Pennsylvania. KMLB is 5 kw day, 
1 kw night on 1440 ke affiliated with 
NBC and ABC. KMLB-FM operates 
on 104.1 mc with 17 kw. 

=» KSDA Redding, Calif.: Sold by Wil- 
ford B. Moench, Los Angeles auto 
dealer, to group headed by Jean L. Car- 
penter, general manager of KHOF Los 
Angeles, for $59,500. Mr. Carpenter 
will move to Redding as president and 
manager of KSDA. Ralph E. Welch, 
Orange County sand and gravel pro- 
ducer, is secretary-treasurer of buying 
group, and Jack R. Short, KHOF chief 
engineer, is vice president and will serve 
also as chief engineer of KSDA. Sta- 
tion operates with 250 w on 1400 kc 
with good music format which will be 
continued. Broker was Wilt Gunsen- 
dorfer & Assoc. 


= KCRN Crane, Tex.: Sold by Mrs. 
Jacqueline Young to Albert L. Crain of 
Sapulpa, Okla., for $22,000. KCIN is 
a 1 kw daytimer on 1380 ke. Broker 
was Hamilton-Landis & Assoc. 


APPROVED = The following transfers 
of station interests were among those 
approved by the FCC last week (for 
other commission activities see FoR 
THE RECORD, page 86). 


* WEBC Duluth, Minn.: Sold by 
George H. Clinton to WMT-TV Inc. for 
$400,000 plus 5-year consultancy con- 
tract with Mr. Clinton paying him 
$10,000 yearly. WMT-TV Inc. is li- 
censee of WMT-TV Cedar Rapids, 
Iowa, and is 60% owned by American 
Broadcasting Stations Inc. (WMT Ce- 
dar Rapids and KWMT Fort Dodge, 
both Iowa); 31% by William B. Quar- 
ton and others. 

= KONP Port Angeles, Wash.: 100% 
ownership of Port Angeles Evening 
News, parent company of KONP, ac- 
quired by C. N. Webster, now 47% 
owner, through purchase of 53% from 
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Mae E. Duckering and Dorothy W. 
Wenner for $236,394. 

=» KWBA Baytown, Tex.: Sold by Bob 
H. and N. J. Walker and Winfred H. 
Hamilton to Cloyed O. Kendrick, David 
R. Worley and Hugh DeWitt Landis 
for $190,000. Messrs. Kendrick and 
Landis own KENN Farmington and 
KYVA Gallup, N. M.; Mr. Landis also 
has interest in KFBR-TV Farmington; 
Mr. Worley controls KLEA Lovington, 
N. M. and KSEL Lubbock, Tex. 

» KLAD Klamath Falls, Ore.: Sold by 
Myer Feldman and Joseph Lerner to 
Ogden Knapp for $175,000 and agree- 
ment not to compete in Klamath Falls 
area for five years. 


N. Y. ‘Time’ office opens 

The Broadcasting Division of Time 
Inc. has opened a broadcast news bu- 
reau in New York, it announced last 
week. The bureau will process and 
edit material from Time and Life re- 
porters throughout the world for use 
on Time’s four radio and tv stations. 

Richard McCutchen, a veteran net- 
work and local newscaster and pro- 
ducer, will be in charge of the new 
bureau’s activities (see WEEK’s HEAD- 
LINERS), which will supplement the work 
of Time’s Washington, D.C., broadcast 
news bureau, in operation for the past 
two years. 


Five ‘exurban’ ams join MBS 

Mutual announced last week that 
five independent radio stations located 
in so-called “exurban” areas have joined 
as affiliates in the past three weeks. 

They are: WBNR Newburgh, N.Y., 
owned by WBNR Inc., of which Sy 
Dresner is general manager; KAVL 
Lancaster, Calif., Antelope Broadcast- 
ing Co., Whitford B. Carter, president; 
KMSL Ukiah, Calif., Jack L. Powell; 
KCVL Colville, Wash., Colville Broad- 
casting Co., Merle G. Peterson, gen- 
eral manager; WDCF Dade City, Fla., 
Pasco Broadcasting Co., B. L. Boring, 
president. The stations are in “exurbs” 
of New York, Los Angeles, San Fran- 
cisco, Spokane and Tampa, respectively, 
MBS said. 











en: 


Transfer of WBIR-AM-TV Knox- 
ville, Tenn., from Taft Broadcasting 
Co. to WMRC Inc. took place Jan. 
4 in Knoxville. The $3%4 million 
transaction was approved by the 
FCC last November. Shown at the 
WBIR closing is (seated) R. A. 


Principals complete WBIR-AM-TV transfer 


Jolley, WMRC Inc. president, and 
(standing, | to r) Hulbert Taft Jr., 
president of the selling company; 
Kelly Sisk, treasurer of WMRC Inc. 
and president of the Greenville news- 
paper, and Wilson Wearn, executive 
vice president of WMRC Inc. 











WINS sale extended 


Contract for the $10 million 
purchase of WINS New York 
from J. Elroy McCaw by Storer 
Broadcasting Co. was extended 
last week for another six months. 
The new deadline date for what 
is the largest single radio station 
sale transaction (BROADCASTING, 
August 1, 1960) is July 10. The 
$1.3 million contract by Ira Her- 
bert and associates to buy Storer’s 
WWVA - AM - FM Wheeling, 
W. Va. (BROADCASTING, Sept. 26) 
also was extended to July 10 in a 
concommittant action. 
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STATIONS 


FOR SALE 





EAST 


New York State Daytimer doing close 
to $100,000.00—area holds great po- 
tential, a realistic buy at $110,000.00. 
Terms available. 


WASHINGTON D. C. 

1737 DE SALES STREET, N.W. 
EXECUTIVE 3-3456 

RAY V. HAMILTON 

JOHN D. STEBBINS 


MIDWEST 


Midwest daytime station with cash 
flow of $42,000.00 on gross of $125,- 
000.00. The price is $185,000.00 with 
29% down and the balance over 7 
years. This is a good property, par- 
ticularly for an owner-operator. 


CHICAGO 

1714 TRIBUNE TOWER 
DELAWARE 7-2754 
RICHARD A. SHAHEEN 


NEGOTIATIONS e 





APPRAISALS e 


SOUTHWEST 
WEST TEXAS—DAYTIMER $90,000.00 


This is a single station market, billing 
better than $60,000.00 per year. 
$30,000.00 down, very generous terms 
on the balance. Ideal for owner- 


operator. 
DALLAS 
1511 BRYAN STREET 
RIVERSIDE 8-1175 
H. DEWITT 'JUDGE' LANDIS 
JOE A. OSWALD 





WEST COAST 


Profitable, fulltime absentee-owned 
radio station in one of the most at- 
tractive, extremely fast-growing areas 
in California. Priced at $150,000.00 
with 29% down and balance over ten 
years. 





SAN FRANCISCO 
111 SUTTER STREET 
EXBROOK 2-567! 
JOHN F. HARDESTY 


Shaiveellers~ Levit: 9 Uaiiaiaeas 


NATIONWIDE BROKERS 
RADIO. & TELEVISION STATIONS @ NEWSPAPERS 


FINANCING 




















GOVERNMENT 








A ‘new frontier’ leader for FCC 


KENNEDY PICKS 34-YEAR OLD STEVENSON PARTNER TO HEAD AGENCY 


President-elect John F. Kennedy 
selected the man he wants to run the 
FCC and in so doing caught the com- 
mission, the Congress and broadcasting 
by surprise. 

He tapped Newton Minow, 34-year- 
old Chicago attorney and law partner of 
Adlai Stevenson. Mr. Minow’s back- 
ground and philosophy fit into other ap- 
pointments Mr. Kennedy has made. He 
is young, aggressive, has a_ brilliant 
scholastic background and was an active 
worker in the Kennedy campaign. 

Many names had entered into the 
speculation over Mr. Kennedy’s choice 
as FCC chairman, but Mr. Minow’s was 
never among them. Many of Mr. Ken- 
nedy’s close confidants had no advance 
notice of the Minow appointment. It is 


understood that Senate Commerce Com- 
mittee Chairman Warren G. Magnuson 
(D-Wash.) was not particularly pleased 
to get the first word of the appointment 
from news reports. Sen. Magnuson’s 
committee has jurisdiction over com- 
munications matters and will hold a con- 
firmation hearing on Mr. Minow. 
After he is sworn in Mr. Minow (pro- 
nounced min-oh) will tip the balance of 
power on the commission to the Demo- 
cratic side, 4-3, for the first time since 
1953. He will replace Republican Fred- 
erick W. Ford as chairman and will oc- 
cupy the seat on the commission now 
held by Detroit Republican Charles H. 
King, serving under a recess appoint- 
ment in the post vacated by John C. 
Doerfer last spring. The Doerfer-King- 





How Newton Minow got the FCC job 
HE’S ABLE LAWYER, FRIEND OF KENNEDY CLAN 


The appointment of Newton Norman 
Minow to the chairmanship of the FCC 
‘was a surprise to broadcasters and con- 
gressmen, but not to the young Chicago 
law partner of Adlai Stevenson. It was 
the only: job in Washington he wanted. 

Not that he wanted it in the sense 
he needed it. He doesn’t. 

Nor in the sense he asked for it. He 
didn’t. 

It was his choice. He made it some 
‘weeks ago when President-elect Ken- 
nedy decided he wanted him in his 
administration. But he didn’t know it 


4 


was final until last Monday morning. 

“I guesss they picked me because 
I’m unencumbered. I would be com- 
pletely free to take a fresh look at the 
regulation problems,” he said last week. 

Just turning 35 tomorrow (Jan. 17), 
Mr. Minow is no stranger to radio-tv, 
but he admits he’s anything but an 
expert. He became aware of the power 
and prestige of the broadcast media in 
the early 1950’s as administrative aide 
to Mr. Stevenson when the latter was 
governor of Illinois. His impression of 
the impact of the electronic mass com- 


Minow seven-year term expires next 
June 30, but the President-elect has 
already indicated he will reappoint Mr. 
Minow. 

Although Mr. Ford will move out of 
the chairman’s seat, he is expected to 
remain on the commission. Mr. Ford 
succeeded Mr. Doerfer as chairman 10 
months ago. His term on the FCC runs 
until 1964. 

Near-Record = Mr. Minow is the 
second youngest commissioner and 
chairman in FCC history. Charles R. 
Denny (now vice president of RCA) 
was made acting chairman in February 
1946 two monins before his 34th birth- 
day. He was named chairman the fol- 
lowing December, four months before 
he became 35. Mr. Minow will be 35 





munications was strengthened in 1952 
and 1956 when he “was very much 
involved” in Gov. Stevenson’s presi- 
dential campaigns. He urged the gov- 
ernor in 1956 to suggest tv debates with 
President Eisenhower, but the sugges- 
tion was never carried out, in expecta- 
tion that the President would decline. 

Kennedy Ties = Mr. Minow during 
the past decade has become associated 
with the Kennedy family both polliti- 
cally and socially. His personal travel- 
ing companion during the 1956 cam- 
paign was Bob Kennedy. He first met 
Robert Sargent Shriver, the new admin- 
istration’s “talent scout” and brother- 
in-law of the President-elect, in 1952 
when Mr. Shriver was working on Sen. 
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tomorrow (Jan. 17). 

Just when the new chairman will be 
confirmed and sworn in is a matter of 
conjecture. The Senate Commerce Com- 
mittee, which must act before the full 
Senate takes the confirmation under con- 
sideration, will be faced by a heavy slate 
of Kennedy appointments. 

One source speculated, however, that 
Mr. Minow probably will be considered 
ahead of other appointees to the regula- 
tory agencies because he was the first to 
be chosen. His appointment was an- 
nounced Jan. 9. 

King’s Future = Commissioner King, 
on leave as dean of the Detroit College 
of Law, never appeared before the Sen- 
ate committee for confirmation. He was 
appointed and sworn in last July while 
the Congress was in recess for the nomi- 
nating conventions. His name was sent 
to the Senate again last week by Presi- 
dent Eisenhower, along with several 
hundred other recess appointments—an 
action taken to insure that the appoin- 
tees would be paid until their successors 
are qualified. 


Kennedy’s Massachusetts campaign. He 
has known him well since 1954. Mr. 
Shriver was president of the Chicago 
Board of Education until Mr. Kennedy’s 
presidential nomination, when he re- 
signed, and is managing director of 
Chicago’s huge Merchandise Mart, a 
Kennedy family property. Gov. Stev- 
enson’s law firm, however, does not 
Tepresent the Merchandise Mart. 

Gov. Stevenson earlier was picked 
by the new President to be ambassador 
to the United Nations. Another partner 
in the firm, W. Willard Wirtz, has been 
selected for Undersecretary of Labor. 
Partner William Blair also is scheduled 
for a Washington post, as yet unan- 
nounced. The firm, though, will con- 
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“IT hate to go in a way,” Commissioner 
King said last week. He had hoped— 
and expected—to be able to remain on 
the commission until the term expired 
June 30. A recipient of praise for his 
efforts to speed commission processes, 
Mr. King said last week that he was 
just beginning to get his feet on the 
ground at the FCC. “Now, however, I 
am assuming that I will be off the com- 
mission in 30 days.” 

He said he would go to Detroit next 
week to take care of personal business 
and ascertain his status at the college. 

Old to Meet New #® Chairman Ford 
and Mr. Minow, who have never met, 
talked by telephone last week, and the 
new chairman has an appointment with 
Mr. Ford at the FCC this Thursday. 

FCC Chairman Ford will revert to the 
status of commissioner with a record of 
accomplishments praised by both Demo- 
cratic and Republican members of Con- 
gress, during his 10-month tenure. 

Speculation continued last week that 
the new President would replace one or 
more of the present FCC commission- 


tinue and will not be dissolved. The 
Stevenson firm joined with the firm 
of Paul, Weiss, Rifkind, Wharton & 
Garrison of New York and Washington 
in 1957. Mr. Minow is the youngest 
partner. 

As a lawyer, Mr. Minow is general 
counsel for Encyclopaedia Britannica 
Films Inc., whose president, ex-broad- 
caster Maurice Mitchell, is a close per- 
sonal friend. He is attorney for the 
Midwest Council on Airborne Televi- 
sion Instruction (although his name has 
never appeared on any FCC filings), 
which plans to spread etv over schools 
in the Midwest from transmitters in 
circling planes. Another client is Amer- 
ican Heritage, the magazine that is 


ers, but there was no solid information 
to support it. One report published in 
the Milwaukee Sentinel last week was 
that Wisconsin Democratic leaders had 
proposed Lew Breyer, onetime film 
salesman and for the past two years vice 
president of WXIX-TV Milwaukee for 
an FCC membership. 

Later Mr. Breyer told BROADCASTING 
that although he understood that local 
Democratic interests had submitted his 
name, “I have not been offered a post on 
the FCC.” 

“But,” he added, “if selected I would 
be delighted to serve.” 

Mr. Breyer has resigned from the 
station. 

FCC Commissioner Robert T. Bart- 
ley, early leader in the speculation for 
the chairmanship, again last week denied 
reports that he would become under- 
secretary of the Dept. of Commerce. 
“The only job I am running for is re- 
appointment to the commission in 1965 
[when his present term expires],” he 
said. He has told personal friends that 
he wants to stay on the commission. 





cooperating with Equitable Life As- 
surance to provide story material for 
Equitable’s Friday night series on NBC- 
TV, Our American Heritage. 

Mr. Minow knows talent’s side of 
broadcasting too. He long has been 
attorney for Kukla, Fran & Ollie’s Burr 
Tillstrom. Another client is his former 
college roommate at Northwestern, San- 
der Vanocur, former NBC Chicago cor- 
respondent who covered the Kennedy 
campaign and now is assigned to cover 
the President-elect. Still another is Rob- 
ert Fleming, chief of ABC’s news bu- 
reau in Washington. 

FCC Choice ® The road to the FCC 
for Mr. Minow began shortly after the 
November election, he said last week. 











Mr. Shriver phoned and told him he 
was wanted with the Kennedy admin- 
istration in Washington. Various pos- 
sibilities were discussed but no specific 
decisions reached since Mr. Minow was 
not particularly anxious to give up his 
law practice. “I have a family to sup- 
port and I have to save some money 
to put my kids through college one of 
these days,” he explained. 

Other phone calls followed, some 
from Bob Kennedy—none from the 
President-elect, whom he hasn’t talked 
with since before the election. Bob 
Kennedy, however, usually consulted 
Mr. Minow for advice on other pros- 
pective appointees, rather than his per- 
sonal future. Still only general possi- 
bilities. Perhaps Justice Dept., or one 
of the agencies such as FTC or SEC. 

“About Christmas time I was sounded 
out about the FCC,” Mr. Minow said 
last week. “It was a field I’m very 
much interested in. It’s important. 
Challenging.” 

He continued: “I knew this is what 
I wanted to do. I’m very interested in 
radio and television.” But he said he 
explained he would be making “a hell 
of a sacrifice financially to go down 
there” (he will be paid $20,500 an- 
nually as chairman) and that he would 
do it only if there was a “constructive” 
job that could be done. Mr. Minow 
said that after the call at Christmas 
time he heard nothing more until last 
Monday morning and a call from Mr. 
Kennedy’s news secretary, Pierre Sal- 
inger, who also is an old friend. 

“TI guess they have been checking me 
out,” he said. “A few reporters called 
me Sunday. Apparently they had got- 
ten wind of it. But I told them I knew 
nothing definite about it. Which I 
didn’t.” 

Campaign = During the Kennedy 


campaign, Mr. Minow was one of the 
organizers and was legal counsel of the 
National Businessmen’s & Professional 
Committee for Kennedy-Johnson, which 
headquartered in Chicago. He also was 
chairman of the local suburban group 
in New Trier Township supporting Mr. 
Kennedy. 

Asked if Mr. Kennedy’s narrow mar- 
gin in the popular vote would reflect 
on the strength or attitude of his role 
as FCC chairman, Mr. Minow said 
that “when you win a ball game 10 
to 9, it’s still a win.” He continued: 

“We're responsible now. And we've 
got to meet the responsibility.” 

Mr. Minow and his wife will be in 
Washington this week and will attend 
the President’s inauguration. He has 
never been at the FCC nor met any 
of its members or staff, except Com- 
missioner Rosel H. Hyde. “He’s a 
gentleman,” he recalled. “It was while 
we were at a seminar at Princeton a 
couple of years ago, I believe.” 

His Background ® Called “Newt” by 
friends, Mr. Minow was born in Mil- 
waukee Jan. 17, 1926. His family was 
in the dry cleaning business. He at- 
tended public schools there and after 
World War II army service, went to 
Chicago to enroll in Northwestern U.’s 
combined liberal arts-law program. He 
received his B.A. in 1949 from the 
school of speech and his law degree 
the following year. He was editor-in- 
chief of the Law Review and was 
named outstanding graduate, receiving 
the Wigmore Award as the senior who 
had done the most for the law school. 

Upon graduation he joined the Chi- 
cago law firm of Mayer, Friedlich, 
Spiess, Tierney, Brown & Platt and 
early in 1951 he was appointed law 
clerk to Chief Justice Fred M. Vinson 
of the U. S. Supreme Court. 





While in Washington he was ap- 
proached by one of his former college 
professors, Carl McGowan, about the 
prospect of becoming administrative as- 
sistant to Gov. Stevenson in Springfield, 
Ill. He accepted the offer and subse- 
quently became involved in the presi- 
dential race of 1952, He stayed with 
the governor until the end of his term 
and then returned to the Mayer firm 
in Chicago. 

In 1955 Gov. Stevenson asked Mr. 
Minow to join him in the new Chicago 
law firm that he was organizing and 
this new association brought him into 
the 1956 campaign. He has been the 
youngest partner of the firm since then. 

Civic Minded = Mr. Minow’s activi- 
ties include the junior board of the 
National Conference of Christians & 
Jews and the board of the alumni as- 
sociation of Northwestern. As an ac- 
tive member of the Chicago Bar Assn., 
he wrote several of the publications that 
have been issued regarding the local 
court system. He has lectured widely 
on public issues and served on the 
boards of the American Jewish Com- 
mittee and the Jewish Community Cen- 
ters of Chicago. His other club affilia- 
tions include the Economic Club, Legal 
Club, City Club, Council on Foreign 
Relations, among others. The Chicago 
Junior Chamber of Commerce named 
him one of the city’s 10 outstanding 
young men for 1960. 

He is a member of the Congregation 
Solel temple, Highland Park, IIl. 

He married the former Josephine 
Baskin of Chicago on May 29, 1949. 
They have three children, Susan Nell 8, 
Martha 6 and Mary 2. At home he is 
thoroughly exposed to radio and ty, 
even though he is an insatiable and 
very rapid reader and delights and 
mystifies his friends by constantly send- 





Newton N. Minow, Jan. 10, 1961, 
speaking of his forthcoming role 
as chairman of the FCC: 

“I come unencumbered.” 

“I’m going to be fair.” 

“The only thing I’m interested in 
is what the law says. I’m going to 
protect the public interest.” 

On self-regulation and voluntary 
codes: “I’m in favor of industry 
doing most of this job—if they will 
do it. From what I see on tv now, 
things are bétter. They have upped 
their standards.” 

On program control: “The law 
says no censorship. I agree with 
that.” But the FCC can “encourage” 
better programming. How, he did 
not explain. 


On educational television: “The 





Minnow in a minute: his views on FCC 


country needs it badly. Very badly.” 
He will endeavor to find all means 
to encourage etv expansion, but 
would stop short of federal subsidy. 

On the Landis Report: He has 
read it, but not studied it. The 
FCC chairman-to-be said that he 
would meet with President Kennedy 
after he becomes a member of the 
commission to “discuss” the con- 
troversial agency recommendations 
of Mr. Landis. On a WGN-TV 
Chicago newscast Jan. 9, Mr. Minow 
said: “ In general, I think the Landis 
Report is on the right track.” 

On how to succeed: “When some- 
one asked Herbert Bayard Swope, 
the newspaper editor, about the 
formula for success, he said he 
didn’t know. But he did say you 


would be a failure if you tried to 
please everyone. Well, I guess that’s 
my guide for the FCC.” 

On repeal of Sec. 315: He declines 
to commit himself because of the 
many technical fine points that need 
study, but he appears inclined to 
favor full repeal as far as Presiden- 
tial and Vice Presidential elections 
are concerned. Extending repeal 
to lesser offices and the local level 
moves the issue into a “highly in- 
volved area.” But he’s very en- 
thusiastic about the idea of “Great 
Debates.” 

On pay television, network regula- 
tion, color, uhf-vhf and other allo- 
cation problems, trafficking, and 
similar issues: No comment now. 
Time for study needed. 
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CBS 





K D A L TELEVISION 


DULUTH-SUPERIOR 


—offering a unique and vastly im- 
proved service inthe greater Duluth- 
Superior market. As withWGN Radio 
and Television, an operation dedi- 
cated to Quality, Integrity, Respon- 


sibility and Performance. 


**We at WGN, Inc., are exceedingly pleased to 
announce that the Federal Communications 
Commission has approved the transfer of KDAL 
Radio and Television to WGN. 

*“With the great resources of WGN in pro- 
gramming, production, promotion and research, 
stations KDAL Radio and Television will bring 
to the people of the Duluth-Superior region 
greatly improved service and a broader scope 


of programs.” 
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join the WGN family! 


fA ee ile ade as vice president and general manager, WGN, Inc. 


WEN 


441 N. Michigan 
Chicago 11, Illinois 
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ing them clippings on unusual subjects 
from a wide range of publications from 
all over the world. 


The Minow home has two television 
sets and several radios. The second tv 
set in the master bedroom was “an 
intelligent compromise,” Mrs. Minow 
recalled. She was not very enthusi- 
astic about it before Mr. Minow de- 
cided to install it, but now she “can't 
get along without it” and enjoys it very 
much. It goes on by remote control 
switch in the morning so Mr. Minow 
can catch the news before arising. 


He has a radio in the bathroom so 
he can listen to the news, time and 
weather while he shaves. “If we had 
one radio, it would be in the bathroom,” 
Mrs. Minow said. “That’s the most 
important thing.” 

Mr. Minow “is very interested in all 
of the public affairs programs,” his wife 
explained, especially the “Sunday af- 
ternoon ghetto” and the “good drama 
shows.” He enjoys high level comedy 
shows too. The family hi-fi isn’t very 
“hi,” it’s just an ordinary phonograph, 
but it gets stacked with good music 
records during the evening to accom- 
pany Mr. Minow’s reading. He reads 
all the local papers each day, plus the 
New York Times, Wall Street Journal, 
Christian Science Monitor and a half- 
dozen or more others from around the 
country. His subscription list of top 











*. . . and God bless Mommy and 
Mr. Chairman.” 

Eight-year-old Susan Nell Minow 
usually doesn’t ad lib the conclusion 
of her evening prayer. But she did 
last Monday night and it really 
didn’t surprise her mother or father, 
or her little sisters, because unex- 
pected things had been happening 
all day long. 

For instance, just at supper time, 
Daddy was on television. For the 
first time ever. Mary, age 2, saw 
him first and ran over to the big 
screen and gave Daddy a big, happy 
kiss. Martha, 6, saw Mary and ran 
to the set right after her and kissed 
Daddy too. Nell is getting a little 
big for that sort of thing, but she 





One for the Minow family album 


decided to join in. She planted a 
big smack right on the screen. But 
suddenly the picture had changed. 
And everyone laughed. She had 
kissed someone else’s daddy. 

The telephone had been ringing 
constantly all day long. It was 
never like this before. Mother said 
people called they hadn’t heard 
from in years and years. Ever since 
their honeymoon even. Mother told 
one friend, “Usually you have to die 
to have this happen. It’s exciting.” 

It certainly was. Ever since that 
morning when Daddy had started 
out the door to walk to the train 
station, the phone rang and Mother 
called out after him: “It’s Pierre 
Salinger, from Boston.” 








magazines is a long one. 

His chief outdoor sport is golf. “He 
lives for it. He adores it,”” Mrs. Minow 
said, chuckling over the fact it is the 
new President’s hobby too, “one of the 
best-kept secrets of the campaign.” 


New Senate etv bill 


Sen. Warren G. Magnuson (D- 
Wash), chairman of the Senate Com- 
merce Committee, has reintroduced his 
bill to provide each state and the Dis- 














WAVE-TV viewers have 
28.8% more TIRED FACES 


—and they buy 28.8% more cosmetics, 
toiletries and beauty aids in general! 


That’s because WAVE-TV has 28.8% more 
viewers, from sign-on to sign-off, in any 
average week. Source: N.S.I., Dec., 1960. 


CHANNEL 3 @® MAXIMUM POWER 
NBC 


LOUISVILLE 
NBC SPOT SALES, National Representatives 














trict of Columbia with a $1 million 
allocation for purchase or installation 
of equipment for educational television. 

Under the bill (S 205), co-sponsored 
by Sen. Andrew F.: Schoeppel (R- 
Kan.), no federal funds could be used 
for personnel or programming service. 
An identical bill passed the Senate in 
the last session, but was not acted on 
in the House. 

There, an etv bill, authorized by Rep. 
Kenneth Roberts (D-Ala.), was report- 
ed favorably by the Commerce Com- 
mittee but was shelved by the Rules 
Committee. That measure, as amended, 
would have provided each state with 
$750,000 on a matching-funds basis to 
purchase equipment for etv purposes. It 
also would have limited to $150,000 
the amount that could be spent on any 
one project. 

Late last week, Rep. Lee Metcalf 
(D-Mont.) and Sen. John Sherman 
Cooper (R-Ky.) added their names as 
additional co-sponsors of the Magnuson 
bill. 


FCC give ITT space permit 


ITT Laboratories, Nutley, N.J., re- 
ceived FCC authority last week to 
operate an experimental space commu- 
nications relay station to reflect signals 
off the moon and passive earth satellites 
for basic research and space communi- 
cations theory. The Nutley station was 
ordered to use 2299.5 me for the life 
of the grant, and authorized to use 
2120 me for six months. The former 
frequency is in the band allocated for 
space research by the 1959 Geneva 
radio regulations. The laboratories will 
use 10 kw input to a 40-ft. steerable 
antenna for narrow-band transmissions. 
Reception will be at the same site. The 
FCC asked ITT to check out channel- 
sharing possibilities between space and 
ground-based microwave transmissions 
and reception during the one-year life 
of the permit. 
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FEATURES YOU NEED 
AND CAN AFFORD 


Here in an Ampex under $7000 are all the features broadcasters have requested— 
combined in a professional recorder so compact it fits just 14 inches of rack space. 
The Ampex PR-70 offers complete remote control, full monitoring facilities, two pro- 
fessional speeds, optional se/f-threading, all-electric pushbutton controls, and new 
frictionless clutch system for gentle tape handling. Alignment controls are all acces- 
sible from the front panel, permitting simple installation and adjustment. All parts 
have been thoroughly life-tested to give broadcasters assurance of studio quality 


performance and low maintenance over a long life of continuous daily operation. 


FEATURES AND ESSENTIAL DATA PR-10-1 Monophonic model ($845) available full track or half track— 
PR-10-2 Stereo/Monophonic model ($945) records and plays stereophonic, monophonic, sound-on-sound, cue track, selective 
track and fwo-microphone sound ® Pushbutton controls of professional relay/solenoid type ® Full remote control provisions and 
accessory remote unit * New automatic 2-second threading accessory, optional © All new compact electronics * Professional 
monitoring includes A-B switches, VU meters, and 600 ohm output circuits ® Separate erase, record and play heads on individual 
mounts ® Open fourth head position for optional 4-track or other playback head ® Two speeds: 15 and 71, ips or 7'/, and 3°/, 
ips * Hysteresis synchronous motor * Proved electrodynamic clutch system for lowest flutter ever in a portable/compact recorder 
© Plug-in modules for flexibility of equalization and input characteristics © Portable or rack mount ® Dimensions for both 
models: 19” w by 14” h permitting easy replacement of many older rack recorders ® Associated equipment includes a four- 
position stereo/mono mixer (MX-10) and a new 40 watt speaker-amplifier system (SA-10). 























Literature including specifications, features, benefits and applications available from Ampex. Write Dept. B-2 


AMPEX PROFESSIONAL PRODUCTS COMPANY ° 934 Charter St., Redwood City, Calif. * Ampex of Canada Ltd., Rexdale, Ontario, 
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Action speaks louder than words 


FTC: BEWARE FALSE TV COMMERCIAL DEMONSTRATIONS 


It’s the demonstration in a tv commer- 
cial that causes Federal Trade Commis- 
sion eyebrows to go up. This was em- 
phasized last week in three communi- 
cations from the FTC: its yearend re- 
port, a speech by FTC Chairman Earl 
W. Kintner, and a speech by tv-radio 
monitor chief Charles A. Sweeny. 

“Wide attention was .. . given the 
commission’s attack on misleading tv 
commercials in which ‘demonstrations’ 
exaggerated the merits of one product 
over another.” This is how the FTC’s 
yearend report alludes to the com- 
plaints which were issued during the 
past year against such top-flight tv ad- 
vertisers as Libby-Owens-Ford Glass 
Co., Brown & Williamson Tobacco 
Corp., Carter Products Inc., Mennen 
Co., Alcoa, Colgate-Palmolive Co., 
Standard Brands Inc., etc. 

The FTC’s attitude toward demon- 
strations on tv was explained by Chair- 
man Kintner in a speech to the Eastern 
Industrial Advertisers in Philadelphia 
January 5: 

“. . . a commercial may be consid- 
ered illegally deceptive if purchasers 
may be induced thereby to purchase a 
product because they have been led to 
believe that they have seen a valid test 
or demonstration of it.” 

He also referred to the FTC’s order 
which prohibits the use of demonstra- 
tions “purporting to prove claims which 
the demonstration does not prove.” 

Representations which may influence 
prospective purchasers must be truthful, 
Mr. Kintner emphasized . 

In discussing the use of demonstra- 
tions to point up assets of a product, 
comparisons may be a useful means to 
describe these qualities, Mr. Kintner 
said, but “false comparisons of compet- 
ing products may result in competitive 
harm.” This will bring corrective action 
by the FTC, Mr. Kintner asserted. 

Mr. Kintner also stressed the FTC’s 
finding that although no determination 
has been made on the merits of a prod- 
uct, the collateral visual suggestion that 
it has been recommended by the medi- 
cal profession was found to be mis- 
leading. This referred to “white coat” 
advertising, now largely extinct in tv. 

Artistic License = Answering the ar- 
gument that the advertiser should be 
allowed some “license” in presenting his 
product, Mr. Sweeny stated that the 
FTC has not denied that right “insofar 
as the presentation is honest and truth- 
ful and avoids deception.” 

But, he added, “We have all learned 
to recognize a sales talk when we hear 
it, but that which we actually see dem- 
onstrated on a tv screen somehow be- 
comes a factual and authoritative pres- 
entation which we are not adjusted to 
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so discount, and therefore believe 
literally.” 

Discussing the work of the FTC’s tv- 
radio monitoring section before the 
Chicago Advertising Executives Club, 
Mr. Sweeny explained that the unit not 
only checks tv and radio continuities 
but also spot checks daily newspapers 
and magazine advertising. 

He also related a series of cases 
which resulted from an FTC staff study 
of an entire industry. Violations cover- 
ing all media were presented to the 
FTC for simultaneous action. 

“This method of proceeding seeks to 
avoid the competitive inequity which 
might otherwise result and also permits 
a more efficient means of investigating,” 
he said. 

Mr. Sweeny also noted that the com- 
mission has won court approval to un- 
dertake action against advertisers whose 
product is not essentially in interstate 
commerce but whose advertising can 
be considered to be, and also that the 
FTC has during the past year won the 
right to require affirmative disclosures. 


PROXMIRE ABOUT FACE 


He extols high network aims 
in Senate talk on tv programs 


“In the past few months . . . there 
has been an impressive succession of 
genuinely outstanding [television] pro- 
grams. During the national political 
campaign we had the now-historic great 
debates in which the two presidential 
candidates met face to face. . . . What 
a magnificent contribution this was to 
genuine democratic participation in our 
huge nation. This was an indication of 
what television can do.” 

These remarks last week (Monday) 
were voiced, not by a representative of 
the broadcasting industry, nor by one 
of its avowed friends. The speaker was 
Sen. William Proxmire (D-Wis.) who 
has been a frequent critic of television. 
In fact, during the Senate debate last 
August on the payola bill, he tried, un- 
successfully, to attach amendments call- 
ing for network regulation by the FCC 
and authorizing the commission to sus- 
pend station license (BROADCASTING, 
Aug. 29, 1960). 

While he still feels there is “too much 
trivia on the air,” Sen. Proxmire now 
believes there is more profit in trying 
to encourage the networks to aim high 
—and in patting them on the back 
when they do—than in attempting to 
tighten the screws of government 
regulation. 

A Better Tack = The legislative pro- 
posals he made last August, he con- 


ceded, received little support. “It’s bet- 
ter,” he added, “if the networks can 
produce worthwhile programs out from 
under the thumb of government con- 
trol. I want to encourage them in this.” 

And his speech did indeed overflow 
with praise of the news and public 
events aspects of television network 
programming. “The coverage of the 
campaign, and the election, brought 
more Americans into closer contact 
with the meaning and excitement of 
politics than ever before, as the person- 
alities and the policies of the candidates 
and the parties were revealed in pains- 
taking detail. Thanks to television, this 
was the best informed electorate, in my 
judgment, in our history. . . . Other 
broadcasts [network news specials on 
significant domestic and international 
problems] have continued this high level 
of television programming.” 


Government briefs... 


Opposed to pay tv = Fifty-four residents 
of Norwich, Conn., have submitted a 
petition to Congress opposing pay tele- 
vision. The petitioners said they felt 
pay-tv was “contrary to the American 
tradition” and would kill free tv. The 
petition was introduced by Rep. Horace 
Seely-Brown (R-Conn.), who said he 
has not taken a stand on either side of 
the issue. 


The Clark-Scott Debates = The num- 
ber of Pennsylvania television and radio 
stations carrying the regularly scheduled, 
bi-weekly debates of the state’s two 
U. S. senators, Republican Hugh Scott 
and Democrat Joseph S. Clark, has in- 
creased more than 50%. Ten tv and 33 
radio stations now broadcast the de- 
bates, compared with seven tv and 20 
radio stations last year. 


Humphrey raps VOA = Sen. Hubert 
Humphrey (D-Minn.) has criticized the 
Voice of America for failure to get 
“our message through” to the people of 
Latin America. He blamed the alleged 
failing on the Voice’s limited number of 
information broadcasts south of the 
border. He expressed confidence that 
the Kennedy administration will try to 
make VOA more effective. Sen. Ralph 
W. Yarborough (D-Tex.) expressed 
similar criticism of current. VOA pro- 
gramming, calling for “an immediate 
reappraisal” of U. S. information pro- 
grams beamed to Latin America. He 
said USIA activities should be stepped 
up. 


Spice in Red propaganda = The United 
States Information Agency, in a report 
on Communist-controlled international 
broadcasts between 1948 and 1959, 
says the Reds’ “heavy” propaganda pro- 
gramming is spiced with scientific and 
cultural shows, quizzes, polls and lan- 
guage lessons. 
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*Pulse Special Survey, Washington 5 County Metro Area, May 31-June 15, 1960 


| What station is best described by the word, “FRIENDLY?” » | 





WWDC-FIRST... and a runaway leader in the popularity poll for the 
friendliest radio voice in Washington, D.C. Which proves the effect 


of our often-aired slogan... “the station that keeps people in mind.” 


REPRESENTED NATIONALLY BY JOHN BLAIR & CO. 
For full details on radio leadership, write WWDC or ask your Blair man for a copy of WWDC’s new “Profile of Preference.” 


And in growing Jacksonville, Fla.— it's WWDC-owned WMBR 
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ANOTHER FCC ‘PAY-OFF’ RULE 


Requires submission of all facts in applicants’ 
agreements when one drops contest for same facility 


In its continued get tough policy 
against “pay-offs” and strike applica- 
tions, the FCC took two steps last week 
designed to make it harder for an appli- 
cant to practice either. Specifically, the 
commission: 

= Adopted new rules requiring that it 
be given all the facts in agreements de- 
signed to remove a conflict between 
competing applicants. 

= Issued rulemaking which, when a 
lone applicant for a frequency in one 
city mutually exclusive with one or more 
applications in another city withdraws, 
provides that an entirely new applicant 
can apply for the same facility in the 
abandoned city for 30 days. 

The adopted rules are the latest de- 
signed to implement congressional 
amendments to the Communications Act 
passed last September (BROADCASTING, 
Sept. 19, 1960) by Congress and signed 
by the President. They fall under re- 
quirements of Sec. 309 (c) of the 
amended act and become effective Feb. 
20. 

Under the rules, when two or more 
applicants enter into an agreement 
where one or more drop out of the 
contest, a joint request must be filed 
with the commission for approval. To 
be included are full factual details con- 
cerning the agreement and any con- 
sideration which has been paid or 
promised to the parties dismissing their 
applications. 

In cases where a joint petition has 
not been filed with the commission, an 
applicant seeking to amend or dismiss 
his petition must file an affidavit stating 
whether any consideration has been 
promised or received where the effect 
of the dismissal would remove a con- 


flict with another applicant. Likewise, 
the remaining applicant whose conflict 
would be removed must file a similar 
statement setting forth any payment 
promises he has made, if any. 

Where such agreements remove all 
issues in a hearing, the FCC delegates 
authority to the chief hearing examiner 
to terminate the proceeding and make 
appropriate disposition of the applica- 
tions involved. 

A Bartley Proposal = The rulemak- 
ing issued last week was proposed by 
Commissioner Robert T. Bartley. Com- 
ments were asked by a 4-3 vote, with 
Commissioners Rosel H. Hyde, T. A. M. 
Craven and John S. Cross dissenting. 

If adopted, it would require the com- 
mission to approve the withdrawal of 
the only applicant in a given city only 
after other persons have been afforded 
an opportunity to apply for a station 
in the same city on the same frequency. 

Falling under Sec. 307 (b) of the 
Communications Act, the proposed rule 
was explained this way: Applicant A is 
seeking a new station on xx ke in Minne- 
apolis; Applicant B wants the same facili- 
ty in St. Paul. Because only one of the 
applications could be granted in the 
neighboring Twin Cities, they are set 
for hearing. 

Applicant A then decides to withdraw 
in Minneapolis, leaving Applicant B with 
no competition. However, before Appli- 
cant B could receive a grant, Applicant 
A would have to publish his intentions 
to withdraw in St. Paul newspapers and 
anyone could then apply for the same 
frequency in that city for a period of 
30 days. 

The rule would not apply if both ap- 
plicants are seeking a station in the same 





city or if multiple cities are involved 
with two or more applicants for the con- 
tested facility in the city where one seeks 
to withdraw. Sec. 307 (b) states: 

“In considering applications for li- 
censes and modifications and renewals 
thereof, when and insofar as there is 
demand for the same, the commission 
shall make distribution of licenses, fre- 
quencies, hours of operation and or 
power among the several states and com- 
munities as to provide a fair, efficient 
and equitable distribution of radio serv- 
ice to each of the same.” 

Comments on the proposed new rule 
are due Feb. 20. 


FCC grants extension 
on trafficking comments 


The FCC last week granted requests 
by NAB and Storer Broadcasting Co. 
for an extension of time for filing com- 
ments on the FCC’s proposal for severe 
curtailment on sale of station held less 
than three years. 

The deadline for comments was ex- 
tended from today (Monday) to Jan. 
26; replies are due Feb. 6. 

Both NAB and Storer said that they 
agree with the purpose of the proposed 
new rules—to ban trafficking in licenses 
—but more time is needed to prepare 
constructive comments. “Questions have 
arisen with respect to the precise appli- 
cation of certain aspects . . .” of the 
rulemaking, NAB said. 

In a comment filed last week, John 
Sanders, president of KBGC Chipley, 
Fla., said the commission proposal “. . . 
would stifle the broadcasting industry 
and eventually destroy its use to the pub- 
lic.” He urged the FCC to find other 
means to halt trafficking in station prop- 
erties and to “ . keep American 
broadcasting free enterprise, please. We 
are supposed to be a servant of the 
public. 

“Are we now going to be a servant 
of the government?” 





James V. Bennett, director of the 
Federal Bureau of Prisons, has de- 
clared war on The Untouchables. 

Stung by what he alleged were 
“unfound implications reflecting on 
the integrity of the officers of the 
bureau” in the Jan. 5 segment dealing 
with the transfer of gangster Al Ca- 
pone from Atlanta federal peniten- 
tiary to Alcatraz, Mr. Bennett asked 
ABC-TV to postpone the second part. 
Upon the network’s refusal, Mr. Ben- 
nett sent telegrams to 10 ABC-affili- 
ated tv stations (all whose licenses 
are up for renewal) asking them not 
to carry the second part. If they did, 
he said, the Bureau of Prisons would 





ABC, tv affiliates ignore Bennett threat 


oppose their license renewals. 

The wires went to WFGA-TV 
Jacksonville, WLOF-TV Orlando, 
WPST-TV Miami, and WEAT-TV 
West Palm Beach, all Florida, and to 
ABC-owned stations WABC-TV New 
York, KGO-TV San _ Francisco, 
WBKB (TV) Chicago, KABC-TV 
Los Angeles, WX YZ-TV Detroit and 
KQV Pittsburgh. 

Mr. Bennett muffed the last one; 
KQV is owned by ABC but it’s a 
radio station. 

All stations announced they would 
carry the program, despite Mr. Ben- 
nett’s threats. 

What aroused Mr. Bennett, and 


- guards transporting Capone by train 


apparently prison guards everywhere, 
were scenes which indicated that 


from Georgia to San Francisco Bay 
had their hands out for bribes. 

In responding to Mr. Bennett’s first 
telegram, ABC General Counsel 
Omar F. Elder Jr. said that he didn’t 
believe the tv audience regards the 
unfavorable portrayal of one or two 
individual guards as representative 
of others. Mr. Elder said the net- 
work must “respectfully” decline the 
request. Mr. Bennett had said he 
wanted the second part postponed 
until he could confer with the Attor- 
ney General and with the FCC. 
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Young Charles Collins assists Rozell in the : AWARDS RECEIVED BY “AT HOME WITH ROZELL” 
he semi-annual WRBL-TV polio immunization drive Certificate of Appreciation = 
Navy Recruiting — State of Georgia — August 12, 1955 
Otis tse Wiese, Editor & Publisher — McCall’s — 1957 
int . “ a2 a 
: Honorary Membershi 
4 ROZELL IS ON E of These PEOPLE The iealen of ountetheere — June 10, 1958 
Consistent public service . .. presented in the atmosphere of daily family McCall's Award (‘Operation Courtesy’’) 


: Pe . . ° Herbert R. Mayers, Editor — McCall's — 1959 
life... gives At Home with Rozell a special place in the hearts of Geor- Carol Lane Award (Traffic Safety) 


gians and Alabamians. National Safety Council — 1958 
Rozell Fabiani’s devoted and enthusiastic public looks upon her as Certificate of Honor (Contribution to furthering public 
| something more than a “TV personality.” She has a long list of civic er cae ot } madi, a 
| contributions and accomplishments dating from her inaugural program Honorary Life Membership 
in 1954. Now in its 7th year, At Home with Rozell continues to draw National Congress of Parents and Teachers — February 8, 1960 
loyal and inspiring praise. Certificate of Achievement 


People like Rozell... plus other local programming and public Tae United Stetes Arey Recruiting Saree Ene 27, 2008 


service...make WRBL-TV a leading influence in the Columbus area. 
Such people and programs sell products, . . . and win awards, too. 


WRBIctY. Fic 


Represented by George P. Hollingbery Company 
961 BROADCASTING, January 16, 1961 63 









WEEREBEL 

















MICHIGAN'S 


UPPER PENINSULA 
iS EASILY AVAILABLE 


NOW 





The New $100,000,000 
BIG-MAC Bridge 


carries thousands to the U. P. daily! 


Paul Bunyan Television 


WTOM-TV 


Cheboygan 


WPBN-TV 


Traverse City 


One Rate Card 


Covers 25 Northern Michigan Counties 
INCLUDING a big chunk of -the U. P 
and parts of Canada 


Offering the Only Principal 
City Grade and Grade A 
coverage to Traverse City, 
Cheboygan, and much of Resort-Rich 
Northern Michigan 


Reach the MOST homes with P B N * 
7000 MORE Homes Reached Than Sta 8 
( Noon-6 PM 
1900 MORE Homes Reached Than Sta. B 
(M-F, 6 PM-Mid.} 


2300 MORE Homes Reached Than Sta. B 
Sat. 6 


6 PM-Mid 
1900 MORE Homes Reached Than Sta. 8 
Sun. 6 PM-Mid.) 


ARB (March, 1960) 
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Network Representative Elisabeth Beckjorden 

















LANDIS REPORT: HILL TO WAIT & SEE 





Congressmen generalize, want to see legislation first 


“It all depends on how much power 
an overseer would have. Would he 
have the power to regulate, Would 
he be an appellate court to whom the 
agency or an applicant could appeal? 
Would he have the power to intervene?” 

These questions were voiced by Rep. 
Emanuel Celler (D-N.Y.), chairman 
of the House Rules Committee, asked 
to comment on the Landis Report’s 
recommendation of an administrative 
overseer in the White House. But they 
reflected the view of a number of other 
key congressional Democrats who aren’t 
yet ready to endorse specific proposals 
made by the former Harvard Law 
School dean, James M. Landis—the 
man picked by President-elect Kennedy 
to be his advisor on regulatory agencies. 

While most of those queried had 
applauded the report, their comments 
were—and continue to be—general. 
Before getting specific, they want to see 
the legislation that is introduced to im- 
plement the Landis recommendations. 
As was indicated by Rep. Celler’s re- 
marks, they aren’t anxious to cede 
prerogatives they regard as congres- 
sional to the White House. 

The most enthusiastic response to 
the proposal for a White House advisor 
came from Sen. John A. Carroll (D- 
Colo.), chairman of the Senate Admin- 
istrative Practice & Procedure Subcom- 


mittee. He thought the appointment 
of a White House advisor—provided 
the man filling the role didn’t assume 
the powers of a “czar”—is “a wise 
move.” It provides the President with 
a man to keep tabs on the agencies and 
to advise him in the selection of agency 
personnel and formulation of policy, 
Sen. Carroll said. 

“If we are going to have corrective 
action, it’s got to come from the Presi- 
dent,” he added. “Congress doesn’t 
have the time.” But at the same time, 
Sen. Carroll said he doesn’t expect the 
agencies to be “robbed” of their basic 
jurisdiction. 

At the moment, he feels the chief 
value of the Landis report is that it 
has “put the spotlight of publicity on 
these agencies.” The job of the Presi- 
dent and the Congress now is to keep 
it there he said, adding: “If new legis- 
lation is needed, we ought to provide it. 
If more money is needed, we ought to 
give it. And if more men are needed, 
we ought to help get them.” 

A more cautious approach was taken 
by Sen. Warren G. Magnuson, Senate 
Commerce Committee chairman, who 
noted the Landis Report constitutes only 
recommendations. “We'll have to wait 
and see what legislation implementing 
the Report comes up,” he said. 

Sen. Magnuson, who plans to meet 





James M. Landis, who has been 
selected by President-elect Kennedy 
to oversee the regulatory agencies, 
including the FCC, last week tossed 
off several remarks calculated to 
upset the broadcasting status quo. 
Examples: 

= He said the FCC should have 
its hand in programming control. 

= He believes that government 
should “explore” the possibility of 
establishing a tv network, similar to 
the BBC, that would compete with 
commercial networks. 

Mr. Landis’ comments were made 
under questioning by newsman Mike 
Wallace for use on WNTA-TV 
Newark-New York’s The Mike Wal- 
lace Interview last Thursday (Jan. 
12). The discussion leading up to 
the FCC programming control and 
government tv network observations 
dealt with the need for more tv 
channels in the U. S., with Mr. 
Landis espousing the placing into 
use of more uhf channels through 
intermixture. 

Mr. Landis defended the various 





The end of broadcasting’s status quo? 


positions he took by saying they 
were designed to raise what he called 
“the lowest common denominator 
level” of television as it exists to- 
day. He agreed that his proposal— 
that the FCC should have a say in 
programming—would be opposed by 
networks, local stations, advertisers 
and agencies. He did not specify 
how much control he would want 
to vest in the FCC. 

On the question of a government- 
operated tv service, raised by Mr. 
Wallace, Mr. Landis said he was 
not prepared to “push” for such an 
operation immediately but believed 
that such a project should be con- 
sidered. He noted that Great Britain 
had the BBC for some years and 
subsequently found it desirable to 
have competition from private tele- 
vision sources. 

“It might be that we can have 
so many channels available that it 
might be desirable to have the gov- 
ernment at least condescend to do 
something for the fine arts . . . on 
television as well as elsewhere.” 
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pir THE RCA TV TAPE RECORDER COST 


$5000 MORE, WE WOULD STILL BUY RCA” 





—says Stanley E. Hubbard of KSTP-TV 


Says Stan]. y Hubbard, “After a careful study for over 
a year, our Engineering Staff decided that the RCA 
Television Tape Recorder was the best on the market. 
It was obvious to us that RCA advantages make all 
the difference in picture clarity and realism. 


“Since that time, we have purchased three TV Tape 
Recorders—one color and one monochrome for 
KSTP, anda monochrome for KOB-TV Albuquerque. 
Today’s increased sales are keeping our facilities 
humming. Our advertisers are sold on the con- 
sistently high quality of our taped commercials.” 


The value of installing RCA TV Tape Equipment is 








being proved at more and more stations where 
nothing less than the best will satisfy. Superb pic- 
tures, outstanding convenience in operation and un- 
equalled service during and after the sale are advan- 
tages that only RCA with its years of television 
experience can promise and produce. 


Discover for yourself all the values of owning the 
RCA TV Tape Recorder. Check Stanley Hubbard 
and other enthusiastic users. .see your RCA repre- 
sentative. He can give many reasons why this 
advanced Tape Equipment is the best buy for you. 


RCA Broadcast and Television Equipment—Camden, N. J. 


The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 





next week with Mr. Landis to discuss 
the latter’s recommendations, said the 
objectives of the report and of his own 
committee’s investigation of the agen- 
cies are the same in some respects— 
the elimination of huge backlogs of 
cases and the simplification of agency 
procedures. But he declared that Con- 
gress would “take a long hard look 
before making any drastic change in 
the regulatory agencies.” These agen- 
cies, he noted pointedly, “are arms of 
Congress, and to change that, we’d have 
to change the law.” 

Like Sen. Carroll, he also favored 
the idea of a White House expert on 
administrative agencies who could as- 
sist the President in selecting personnel. 

Even more tentative in his view was 
Rep. Oren Harris (D-Ark.), chairman 
of the House Commerce Committee 
and its Communications Subcommittee, 
who declined to go beyond the language 
in the final report of his recently-ex- 
pired Oversight Subcommittee. That 
document said that neither the execu- 
tive nor the legislature should have ex- 
clusive jurisdiction over the adminis- 
trative agencies; that there is plenty of 
room for cooperation between the two 
branches. However, Rep. Harris did 
say that the appointment of an over- 
seer does not “necessarily” mean the 
independence of the agencies would be 
compromised. 


Rep. Celler reintroduces 
license renewal bill 


Rep. Emanuel Celler (D-N. Y.), 
chairman of the House Judiciary Com- 
mittee, last week introduced a bill (HR 
1748) aimed at making sure broad- 
casting license renewals are granted 
only to those permittees who have toed 
the line. He feels the FCC has been 
“derelict” in the way it has granted 
renewals. 

Broadcasters, he said last week, have 
only a temporary license to operate— 
“not a lifetime guarantee.” The FCC 
should hold hearings to determine 
whether they in fact have been operat- 
ing in the public interest, he said. 

His bill would authorize the FCC to 
issue a conditional one-year license 
where the public interest warrants. At 
the expiration of the year, the commis- 
sion could grant a renewal of the orig- 
inal three-year license if it finds “that 
the licensee has met the terms” of the 
conditional permit. 

In making its determination on a 
renewal, the commission would be re- 
quired to consider, among other things, 
whether the station has engaged in 
rigged quiz shows. An identical meas- 
ure was introduced by the New York 
congressman last year, but it never was 
reported out by the House Commerce 
Committee. 

Rep. Celler, one of broadcasting’s 
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Fiscal 1960 was a busy year at the FCC 


There now are over 2.8 million 
outstanding radio authorizations (up 
400,000), with 1.9 million licensed 
operators, the FCC pointed out in its 
26th annual fiscal report to Congress, 
released yesterday (Jan. 15). There 
are more than 668,000 radio stations 
in 65 different categories, the com- 
mission said. 

“In general, the report endeavors 
to point out the tremendous growth 
of radio services, the expansion of 
both domestic and international tele- 
phone and telegraph facilities and 
the commission’s policies and prob- 
lems in dealing with them,” Chair- 
man Frederick W. Ford stated in a 
letter of transmittal to Congress. It 
covers fiscal 1960 (July 1, 1959, to 
June 30, 1960). 

The commission leads off with a 
discussion of its activities in the pro- 
gramming field, highlighted by pub- 
lic hearings a year ago. “The com- 
mission considered how far it should 
go in dealing with programming... 
[and] past thwarted attempts to reg- 
ulate certain types of programs,” the 
report stated. Listed accomplish- 
ments were rules against payola and 
deception. Of 500 licenses held up 
at year’s end, about half involved 
payola or other undisclosed adver- 
tising, the commission said. 

Activities are listed in political 


broadcasts, allocations, fm, clear 
channels, space communication, com- 
pliance and complaints, national de- 
fense, research, litigation and legisla- 
tion, among others. At the end of 
the fiscal year, the commission had 
1,300 employes, one-fourth of whom 
were engaged in field engineering. 
The 12-month period also saw Fred- 
erick W. Ford replace John C., 
Doerfer as chairman, Robert E. Lee 
reappointed to a seven-year term and 
Charles H. King join the FCC under 
an interim appointment. 

Winning Record = The commis- 
sion, the report pointed out, won all 
but one of 22 cases appealed to fed- 
eral courts during the year. It was a 
party to or participated in 109 fed- 
eral court actions, of which 39 were 
pending at the year end. Broadcast 
applications accounted for 612 of 
the 794 docket cases pending at the 
close of fiscal 1960 (June 30). Of 
these, 429 were am, 116 tv, 54 fm 
and 13 in other broadcast activities, 
Also during the year, 106 of 145 
initial decisions were on broadcast 
applications. 

Applications of all kinds received 
by the FCC during fiscal 1960 in- 
creased by 102,000 to _ nearly 
700,000. The commission’s Wash- 
ington office handled 1,685,000 
pieces of mail—an increase of 








sharpest critics, feels radio-tv opera- 
tions “are conducted with a view to 
raking in the greatest amount of shekels 
—not in promoting the public interest.” 

He doesn’t want FCC censorship of 
broadcasting, he said. But he does want 
the FCC to determine whether the 
broadcaster has been operating for the 
benefit of the listener “or Madison 
Avenue.” The broadcaster, he said, 
“should be on his mettle constantly— 
the burden of proof should be on him 
as to whether he has been operating 
in the public interest.” 

And, alluding to the issue of traf- 
ficking in station licenses, he added: 
“Congress never intended to permit 
anyone to make inordinate profit on 
the sale of station licenses. The reason 
so much money can be made is that 
radio and tv appeals only to the lowest 
common denominator.” 


Kennedy sets first live 
radio-tv news conference 


The first live radio-tv coverage of a 
presidential news conference is defi- 
nitely scheduled Jan. 25, 6-6:30 p.m., 
EST five days after the inauguration of 
the new chief executive. All radio and 


tv networks have indicated they plan 
to cover the conference. 

A live-coverage conference every five 
or six weeks is planned by President- 
elect Kennedy, according to Pierre 
Salinger, his news secretary. The din- 
ner hour will be scheduled for occa- 
sional conferences because the poten- 
tial audience is greatest at that time. 

During the Eisenhower administra- 
tion, news conferences have been held 
during the morning. President Eisen- 
hower was first to permit radio-tv tape 
and film coverage. 

Mr. Salinger’s staff and broadcast 
newsmen have settled on either of 
two auditoriums—State or Commerce 
Dept.—for presidential news sessions. 
These will accommodate more reporters 
and provide better broadcast pickup 
facilities than the old Indian Treaty 
Room used by President Eisenhower. 

A final news conference was sched- 
uled next week by President Eisen- 
hower. In addition he will make a 
final broadcast report to the people 
Tuesday, Jan. 17, 8:30-9 p.m., EST 
on all radio and tv networks. 

The Kennedy administration will have 
an assistant news secretary for radio-tv 
and one for print media, according to 
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185,000 over the previous year. Over 
600,000 of the mailings were out- 
going, the remainder incoming. 

Applications involving changes in 
station ownership totaled nearly 
1,500 for the fiscal year, the com- 
mission pointed out. This repre- 
sented a slight increase. Broadcast 
applications received totaled 12,613, 
611 more than in fiscal 1959. 

A rising problem for the commis- 
sion’s field force is the illegal trans- 
mission of horse racing results for 
betting purposes, the annual report 
stated. Apprehension is becoming 
increasingly difficult because of the 
trend toward miniaturizing transmit- 
ters and the ease of concealing low- 
power broadcast stations on a per- 
son’s body. 

Of interest to broadcasters east of 
the Mississippi, the commission said 
that over 1,200 four-letter call letters 
beginning with “W” have been re- 
linquished by the government and 
now are available for private use. 
The commission said that as in the 
past it will continue to negotiate with 
the government when a request is 
made by a broadcaster for individual 
call letters assigned to government 
use. 

Purchase price of the publication 
has been cut this year from 65¢ to 
45¢. Copies of the 159-page docu- 
ment are for sale by the Superintend- 
ent of Documents, U. S. Government 
Printing Office, Washington 25, D.C. 











source close to Mr. Salinger. Unofficial 
information mentioned Elizabeth Car- 
penter, correspondent for Texas news- 
papers and Variety, as one of those 
being considered for a White House 
news post. 

Bill Wilson, New York producer who 
took part in the Kennedy campaign 
appearances on tv, has been retained 
as a consultant to coordinate arrange- 
ments with networks for the Kennedy 
news conferences. 


Broadcast bureau against 
expanding am case issues 


The FCC’s broadcast bureau last 
week asked denial of one applicant’s 
petition for enlargement of hearing is- 
sues in an am contest case to determine 
whether the other applicant had filed 
a strike application to thwart or delay 
the petitioner’s application. Such a 
charge had been made by Queen City 
Broadcasting Co. against Val Verde 
Broadcasting Co. in their contest for 
an am frequency in Del Rio, Tex. 
(BROADCASTING, Jan. 2). 

_ The bureau said Queen City’s peti- 
tion to enlarge issues actually was a 
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request for reconsideration of the FCC’s 
refusal to permit, as an issue, the ques- 
tion of whether Val Verde acted in 
bad faith. The bureau said the charges 
already have been considered and there’s 
no new evidence. 

Queen City itself last week opposed 
requests by Val Verde and KDLK 
Del Rio for enlarged issues, to include 
Queen City’s financial qualifications. 
The opposition held there has been no 
evidence to warrant it; that the request 
stemmed from Val Verde’s desire to 
“cross examine” because its own finan- 
cial qualifications will be under scrutiny. 
Queen City also objected to KDLK’s 
request for determination of whether 
Del Rio can support an additional radio 
station. 

A pre-hearing conference is sched- 
uled Jan. 24. 


NAB asks automation 
of operational logs 


NAB Friday (Jan. 13) asked the FCC 
to institute rulemaking to permit stations 
to use electro-mechanical automatic log- 
ging instead of the manual logging now 
required for recording operational 
measurements. 

Experiments by several stations have 
shown automatic logging results in su- 
perior accuracy, NAB stated. Experi- 
ments were conducted by WSJS Winston- 
Salem, WTOP-AM-FM-TV Washington, 
WIP Philadelphia, KFI Los Angeles, 
and others. NAB engineers followed the 
progress and success of the automatic 
logging experiments, conducted over 
several months, the petition said. 

The automatic loggers can record 
all parameters normally entered manual- 
ly such as output current, final stage 
plate current and voltage, obstruction 
lighting, frequency deviation, operating 
hours and any interruptions to the car- 
rier, NAB said. “In tests, all readings 
were recorded with unusually high de- 
gree of accuracy and all at the precise 
times called for by the operating logs 
or sooner,” the association said. The 
system, NAB maintained, would vir- 
tually eliminate improperly maintained 
operating logs, the most cited violation 
category in FCC rules. 

NAB also asked the commission to 
relax rules on frequency deviation read- 
ings for am stations. 


House Rules’ Rep. Smith 
favors Sec. 315 changes 


Broadcasters interested in prying Sec. 
315 loose from the Communications Act 
may have overlooked somebody willing 
to help—Rep. Howard W. Smith (D- 
Va.), chairman of the powerful House 
Rules Committee. 

He said last week he not only favors 
the Magnuson Bill (S 204) but thinks 


it “should go further.” The Magnuson 
Bill would make permanent last year’s 
temporary suspension of Sec. 315 as it 
affects presidential and vice presidentia! 
candidates. 

He was not ready to say how far 
down the ticket he felt the suspension 
should be carried. But he did say the 
equal time provision “doesn’t make 
sense—we’ve got to do something.” 

Meanwhile, another important House 
figure, Rep. Oren Harris (D-Ark.), 
chairman of the House Commerce Com- 
mittee and its Communications Sub- 
committee, said he isn’t ready to express 
his views on the Magnuson Bill. He said 
he won’t comment “until certain things 
developed.” He wouldn’t elaborate. 


Two views on viewing 


The Republican Party should serious- 
ly consider asking networks for equal 
time if President-elect Kennedy uses 
his proposed live evening televised 
news conferences as “forums for prop- 
aganda,” Sen. Thomas H. Kuchel (R- 
Calif.) has said. 

Sen. Kuchel, assistant Senate minor- 
ity leader, said he is sympathetic to the 
interest of the American people in see- 
ing the President and getting his think- 
ing via tv, but if he uses a tv conference 
to take a “position of advocacy on high- 
ly controversial issues,” it raises question 
of whether the GOP, as an entity, 
shouldn’t be entitled to give its own 
viewpoints over the same facilities. 


The FCC last week... 


= Hearing Examiner Forest L. Mc- 
Clenning, on own motion, postponed 
hearing scheduled to begin Wednesday 
(Jan. 18) in St. Louis on FCC license 
revocation proceedings against KWK 
St. Louis. New date for hearing was 
not set pending commission disposition 
of KWK request for bill of particulars 
specifying charges against the station 
(BROADCASTING, Nov. 28, 1960). 


= Received petition from Philco Broad- 
casting Co. asking that its application 
for ch. 3 Philadelphia and NBC appli- 
cation for renewal of its WRCV-TV on 
same facility be set for early hearing. 
Philco, which filed for channel last May 
two days after NBC applied for re- 
newal (BROADCASTING, May 9, 1960), 
said commission is required under law 
to hold comparative hearing. Congres- 
sional intent in requiring station renew- 
als every three years is to enable new 
applicants to compete for existing fa- 
cilities, Philco argued. Petition charged 
that FCC is guilty of unnecessary delay 
in sitting on applications for eight 
months without acting. Also, Philco 
said, NBC has no legal right to sell 
station to RKO General, approval of 
which is pending, because WRCV-TV 
has been operating without a license 
since last August. 
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MUSIC 


all day long to suit every 
mood of the day. Free- 
dom from weird sounds 
. . « freedom from gim- 
micks . . . just wonderful 
entertainment. 


NEWS 


More newscasts per day 
than any other local sta- 
tion. Local news gather- 
ing as well as reporting. 
National and international 
coverage all through the 
day from NBC's excellent 
staff. 


PERSONALITIES 


that are well-known and 
welcome in every home 
. selected to suit the 
program ... and backed 
by vigorous promotion. 


NETWORK 


Monitor for the week-end, 
plus NBC's on the spot 
coverage of events when 
they happen—where they 
happen. 


Facts, figures, data, sta- 
tistics and other pertinent 
information are at the 
fingertips of your PGW 
Colonel. See him today. 
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WHO’S TV TOWERS BOSS? 


Broadcasters, aviation interests clash 
over FCC, FAA jurisdiction at hearing 


Dissension flared anew last week over 
the jurisdictional issue of which gov- 
ernment agency has the final say on 
where—and how high—tv towers may 
be. 

The troublesome issue came to a 
head when air interests clashed with 
broadcast spokesmen at a Federal Avia- 
tion Agency “fact-finding” hearing. 

The hearing was held to permit inter- 
ested parties to discuss the FAA’s pro- 
posed rules governing tall structures. 

Broadcasters had been hopeful the 
jurisdictional quarrel had been resolved 
to give the final word to the FCC. 
This was their understanding of a state- 
ment last November by FAA Director 
Elwood R. (Pete) Quesada that main- 
tained the FCC must accept the FAA’s 
determination of what constitutes an 
air hazard, but that the FCC retains 
the final authority on whether to grant 
a construction permit (BROADCASTING, 
Nov. 21, 1960). 

Last week’s hearing, called by re- 
quest of broadcasters and other affected 
parties, dealt with a proposed FAA rule 
which, if adopted in toto, would cause 
broadcasters great expense and delay 
in constructing antennas and might well 
disturb the FCC’s entire allocation plan, 
according to broadcast witnesses. 

The proposed FAA rule would estab- 
lish new criteria for determining what 
constitutes a “hazard” to air safety. It 
would establish complicated formal pro- 
ceedings to judge whether a tall struc- 
ture would affect airspace, and would 
provide for the establishment of an- 
tenna farms by FAA direction. The 
rule also would provide for informal 
proceedings (somewhat similar to those 
held in the past) as preludes to the 
formal hearings. This provision met 
little opposition from broadcasters or 
any other witnesses. 

Full House #® Charles Carmody, 
chief of the FAA Airspace Utilization 
Division, was chairman of the hearing, 
and was assisted by Charles J. Peters, 
the division’s chief attorney. More than 
50 persons packed the FAA conference 
room. Mr. Carmody said the hearing’s 
purpose was to get the views of the 
public to aid the FAA in making an 
informed decision on the proposed rule. 

Although the witness list was not 
divided officially into proponents and 
opponents of the rule, members of one 
faction could be characterized as fav- 
oring slight alterations or exemptions 
to suit their particular interests. These 
parties included the Assn. of American 
Railroads, the National Assn. of Real 
Estate Boards, several power companies, 


the American Petroleum Institute, sev- 
eral state aeronautic departments and 
the Special Industrial Radio Service 
Assn. 

A second group desired major 
changes and deletions. NAB, the Fed- 
eral Communications Bar Assn., Assn. 
of Maximum Service Telecasters and 
Storer Broadcasting Co. were those who 
took issue with the FAA proposals. 

Staunch defenders of the proposal, 
pretty much as proposed, were Air 
Transport Assn., National Business Air- 
craft Assn., Aircraft Owners & Pilots 
Assn., Airline Pilots Assn. and National 
Aviation Trades Assn. Several repre- 
sentatives of municipal or state air de- 
partments or local airports generally 
agreed with the rule’s provisions, but 
suggested local autonomy and zoning 
statutes be specifically recognized. 

Special Interests = The issue of juris- 
diction between the FCC and the FAA 
was contested by the broadcast and 
air interests. The other parties were 
mainly concerned with criteria and 
how it would affect tall smokestacks 
on generating plants, railway overhead 
lines, tall buildings, microwave anten- 
nas stretching through remote geograph- 
ical areas along oil pipeline routes, etc. 

Each party prefaced testimony with 
statements expressing general approval 
of the necessity of maintaining air 
safety. There was disagreement about 
procedural methods. 

The first clash indicating the dis- 
parity between broadcast and air in- 
terests came during testimony by Wil- 
liam K. Lawton, executive director of 
the National Business Aircraft Assn. 
He maintained the Federal Aviation 
Act of 1958 “clearly assigns authority” 
over the location and height of all an- 
tennas and all controlled airspace to 
the administrator of the FAA, not to 
the FCC. 

This contention was the battle cry of 
air interests throughout the 12-day 
hearing. Mr. Lawton, responding to a 
question by Douglas Anello, NAB chief 
counsel, cited some dozen sections of 
the aviation act which, he felt, gave 
FAA final authority over tall towers. 

NAB Position = Charles H. Tower, 
NAB tv vice president, traced the his- 
tory of FAA-FCC relations, emphasiz- 
ing the past coordination and amicable 
solutions between the two agencies. He 
said the FCC historically has been the 
final authority on tower height and 
placement and that nowhere has Con- 
gress intended to revoke or diminish 
this FCC power. 

Since 1946 all airspace problems in- 
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yolving proposed antennas have been 
heard by a regional airspace panel in 
an informal proceeding. The local 
panel’s recommendations then were re- 
ferred to a Washington airspace panel 
if an adverse recommendation was 
submitted or if the panel members 
failed to agree that the tower consti- 
tuted no aeronautical hazard. Further 
informal proceedings then ensued. In 
only two cases did the FCC issue per- 
mits for towers against the recommen- 
dations of such airspace panels, ac- 
cording to Mr. Tower, and these “only 
after a full adjudicatory hearing in 
which all interests had an opportunity 
to be heard.” 

Turning to the proposed rule (which 
would supersede the now-defunct air- 
space panel procedure), Mr. Tower 
objected to the language which would 
classify as a hazard to air navigation 
any structure falling within certain cri- 
teria unless granted an exemption. Mr. 
Tower and other witnesses felt the term 
“hazard” should be changed. “Study 
objects” or “obstructions” were sug- 
gested by other witnesses. Mr. Tower 
called the “hazard” language “a blanket 
characterization before the fact.” 

While Mr. Tower favored the infor- 
mal hearings suggested by the new rule, 
as did the other broadcast witnesses, he 
felt improvements could be made over 
previous hearings. He suggested reasons 
be required in adverse ruling and that 
applicants be given the opportunity to 
question those opposing; that the FAA 
be required to submit a statement on 
the height or location it would approve, 
and another on the proposal’s effect on 
aeronautical interests and the changes 
necessitated for air interests to accomo- 
date the antenna in question. 

He also suggested that decisions from 
these informal procedures be handed 
down and passed along by specified 
deadlines. 

All broadcast witnesses joined in con- 
demning the provisions for formal hear- 
ings of tall-tower applicants before the 
FAA. Similarly, the plan for antenna 
farms was viewed with alarm as a 
threat to the existing allocations plan. 

Hits Administrative Waste = Robert 
M. Booth Jr., president-elect of the 
Federal Communications Bar Assn., in 
general supported the NAB position. 
He praised the past success of FAA- 
FCC informal procedures but said of 
the formal hearings: “Dean Landis’ 
hair would stand on end” at the waste 
shown by Federal agencies if the FAA 
and FCC were to hold separate but 
duplicate hearings on tall towers. He 
said the decision of the FAA alone 
would have no legal effect. 

Mr. Booth suggested a transcript of 
the informal hearings be kept; cross ex- 
amination be allowed and reasons for 
adverse decisions be given. 

Abiah Church, assistant secretary and 
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staff attorney of Storer Broadcasting 
Co., expressed fear that if the rule 
were adopted, the FAA would become 
“a mere instrument of delay” in an- 
tenna cases. He said that the FCC 
encourages common antenna locations 
but that the FAA shouldn’t be allowed 
to establish them by rule. 

Mr. Church said that Storer had 
found airspace panels’ decisions “often 
inequitable.” He said that all members 
represented aeronautical interests and 
had a limited knowledge of broadcast 
matters. FCC and NAB representatives 
were present, he said, but did not vote. 
He charged panel members had inflex- 
ible instructions and were ordered to 
vote their agencies’ positions despite 
the facts involved. He also thought 
panels were prone to evaluate matters 
properly left to the FCC, such as broad- 
cast economics, coverage areas, alloca- 
tions, etc. 

But, Mr. Church stated, Storer pre- 
fers the informal procedure to the ad- 
ministrative or procedural “monstrosity” 
proposed in the FAA rule. 

AMST Takes Stand = Summing up 
the broadcaster’s position was Eugene 
F. Mullin Jr., who appeared as attorney 
for the Assn. of Maximum Service 
Telecasters. Mr. Mullin said the FCC 
was the only agency that could tell 
broadcasters where to place antennas 
or whether they could build them and 
that the FAA could do no more than 
express an opinion for FCC considera- 
tion. He said that the FCC could not 
deny an application on the FAA’s rec- 
ommendation but would be forced to 
call a hearing, in which the same wit- 
nesses would be heard and the same 
testimony produced as in the FAA hear- 
ing. Such a duplication of effort would 
waste the time and money of all parties, 
he said, adding that the FAA is not 
set up to hold such complicated formal 
hearings, while the FCC is. 

Mr. Mullin objected to the provision 
that a broadcaster must inform the 
FAA before he constructs a tower on 
grounds many broadcasters may have 
reasons for not revealing their inten- 
tions before they file with the FCC. 
Most broadcast spokesmen felt that the 
additional notice to the FAA was un- 
necessary and an inconvenience since 
the FCC would inform the air agency 
as soon as a tall tower application had 
been filed. 

Mr. Mullin backed the NAB posi- 
tion encouraging informal hearings and 
the changes suggested by that organiza- 
tion—He remarked that such informal 
hearings “exerted a benign pressure to 
encourage the FAA and the broad- 
caster to compromise their differences.” 

He criticized the criteria set forth for 
“airspace hazards,” pointing out that 
the “controlled airspace” which a “haz- 
ard” cannot be built in extends “vir- 
tually everywhere.” He then introduced 
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exhibits into the record showing the 
extent of controlled airspace. 

As for antenna farms, Mr. Mullin 
said if they are created it must be by 
the FCC. He said that such placements 
would have to conform to the FCC 
allocation plan and that allocation plans 
could not be rearranged merely to place 
antennas. 

The Air-Minded Ones = Representa- 
tives of air interests spoke briefly, 
mainly to urge the FAA to adopt the 
proposed rules, though some suggested 
minor changes. John Stephen, general 
counsel of the Air Transport Assn., 
was the main spokesman for the group, 
maintaining that the FAA now is em- 
powered with complete jurisdiction over 
the height and placement of antennas. 

Mr. Stephen said that airspace panels 
are no longer in use and provisions of 
the new rule are needed to fill the void. 
He said that with the advances in both 
aeronautical and broadcast technology, 
the informal proceedings can no longer 
be effective and the more formal hear- 
ings, which broadcasters oppose, are 
necessary. 

As to jurisdiction, if the FAA’s ad- 
ministrator had felt that he didn’t have 





the right to make this rule, he wouldn’t 
have done so, Mr. Stephen said. 

He said that no case should require 
hearing before both agencies because 
the FCC could (and should) give “full 
faith and credit” to FAA decisions as it 
would to a court of law. He also said 
that the reason aeronautical issues took 
so long at the FCC was that even ele- 
mentary principles had to be spelled out. 

The FCC has its own standards for 
towers which do not correspond with 
those of the FAA, Mr. Stephen said. 
And the FAA cannot defer to any non- 
aeronautical agency to settle its ques- 
tions, he maintained. What the legal 
effects: will be if the rule is passed 
should not be considered, he said. He 
felt the agency must carry out its legal 
mandate to enforce safety no matter 
what is done later with its decisions by 
courts or adjudicatory agencies. 

Mr. Mullin asked Mr. Stephen wheth- 
er the FAA could issue an enforceable 
order. If it cannot, why bother to hold 
hearings, he asked. 

Mr. Stephen replied that just because 
Gen. Quesada had said he wouldn’t dis- 
pute FCC authority did not mean that 
he could not do so. 


FCC in new tack on catv problem 
SEEKS ARBITRATION POWER IN CATV-STATION DISPUTES 


The FCC has decided to play the 
honest broker between local tv stations 
and community tv systems competing 
for audiences. 

Legislation has been drafted for 
submission to Congress which would 
give the FCC power to intervene in any 
dispute between a local tv station and 
a cable company. 

This information was disclosed last 
week by FCC Chairman Frederick W. 
Ford to a regional meeting in Washing- 
ton of the National Community Tv 
Assn. 

Mr. Ford said the commission doesn’t 
feel it should try to bar catv from com- 
munities where there is a tv station 
since the public should have multiple 
program choices. Nor should the FCC 
request legislation to license the entire 
catv industry to umpire the few con- 
flicts between local tv stations and cable 
companies, he said. 

Catv operators appeared pleased with 
Mr. Ford’s remarks that would put the 
quietus on licensing, but were dubious 
about the proposal for FCC intervention 
in local tv stations-catv situations. 

NCTA is on record as opposed to 
any legislation, a spokesman pointed 
out. He doubted that legislation could 
be drawn to limit government interven- 
tion to the purpose expressed by Mr. 
Ford. “This is no reflection on the 
FCC,” he added, “but it could be the 
foot in the door that would end with 


complete regulation for our industry.” 

NCTA voted the no-legislation policy 
at its annual convention last June 
(BROADCASTING, June 27, 1960). This 
followed a one-vote victory in the U. S. 
Senate by the cable antenna industry 
defeating a bill to place catv under 
the FCC. 

Local Tv = Mr. Ford urged t*at cable 
companies carry local tv stations on 
their lines. He also stressed his feeling 
that cable companies should avoid du- 
plicating the local tv outlet’s programs 
via an “out of town’ ’tv signal. 

In talking about the non-duplication 
policy, Mr. Ford raised two questions: 
Should non-duplication apply only to a 
simultaneous origination or encompass 
a time limit, Should the non-duplica- 
tion policy be applied only to the tv 
station expressly assigned to the com- 
munity where the antenna system op- 
erates, or should it also embrace catv 
systems outside the specific community? 

The authority requested by the FCC, 
Mr. Ford explained, would provide for 
the commission to hear complaints, 
hold hearings, issue orders and pre- 
scribe such rules as may be necessary. 

“We should be able to do this either 
generally or in individual instances 
where the continued operation of a 
local broadcast station appears to re- 
quire it,” he said. Under the FCC pro- 
posal, Mr. Ford explained, catv would 
not be classified as a common carrier, 
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Sylvania 
‘athode ray 
tubes 


monitor the act 


-. without dropping the “ball” 


Juggling camera shots with nary a fumble calls for experi- 
ence, quick reaction and the reliable quality of Sylvania 
Cathode Ray Tubes in your video monitoring equipment. 


Sylvania C.R.T.’s feature high resolution, sharp, brilliant 
pictures—let you see the scene just as the camera picks it 
up. What’s more, Sylvania C.R.T.’s resist the toll of time, 
retain youthful electrical and phosphor characteristics for 
extended useful service . . . offer lower costs per hour of 


tube operation. 





Your Sylvania Industrial Tube Distributor has Cathode 
Ray types from 8” to 24” for video monitors . . . over 168 
Cathode Ray types for industrial requirements. Call him 
for prompt service on all Sylvania Tubes for Broadcasting 
—C.R.T.’s, large and small power tubes, mercury vapor 
rectifiers, image orthicons, vidicons. See how fast he gets 
into the act. Ask him, too, for your copy of the Sylvania 
Industrial Tubes Booklet. Or, write Electronic Tubes 
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and the legislation would not apply to 
apartment-type subscriber systems. 

Quicker Solutions = Machinery for 
settling such disputes, Mr. Ford as- 
serted, might result in quicker solutions 
by the parties concerned. 

A recommendation that cable sys- 
tems carry the local tv station on their 
lines also was made by Hamilton 
Shea, president and general manager 
of WSVA-AM-TV Harrisonburg, Va. 

Tv stations carry a lot of community 
programming, Mr. Shea pointed out, 
and cable companies would benefit by 
carrying service. Filling a public serv- 
ice need never hurt any business, Mr. 
Shea noted. This may be catv’s “best 
insurance” when the question of catv 
regulation comes up, he said. 

Other highlights of the meeting: 

= Herb Jacobs, president, Tv Sta- 
tions Inc., film buying group, told catv 
operators pay tv might be considered 
the great future of cable companies. 
He urged the cable operators to co- 
operate with tv stations and expressed 
his opposition to the use of microwave 
relay systems to bring distant tv sig- 
nals into small communities served by 
their own tv stations. 

# William Dalton, new NCTA presi- 
dent, discussed his plans for organiza- 
tion and goals for NCTA. Mr. Dalton, 
first paid president of NCTA, took over 


early in January. He was president of 
the American Rayon Institute-Tyrex, 
New York, and the 1959 president of 
the American Society of Assn. Execu- 
tives in Washington. Previously he was 
with National Assn. of Manufacturers. 

» E. Stratford Smith, Washington 
counsel to NCTA, reviewed legislative 
and legal issues facing the catv indusiry. 


Supreme Court slaps 
NLRB in labor case 


The three-year-old jurisdictional dis- 
pute involving CBS-TV remote lighting 
and two unions is right back where it 
started—at the National Labor Rela- 
tions Board—as the result of a Jan. 9 
decision by the U. S. Supreme Court. 

In a decision written by Justice Hugo 
Black, the court chastised NLRB be- 
cause it didn’t decide whether Inter- 
national Brotherhood of Electrical 
Workers or International Alliance of 
Theatrical Stage Employes should be 
given the work. The board had issued 
a cease and desist order against IBEW 
Nov. 25, 1957, deciding the union had 
no right to demand the right to do the 
work inasmuch as this type of work 
was not mentioned in either the IBEW 
or IATSE contracts with CBS-TV. 

The incident that led to NLRB action 
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was one of a series of difficulties en- 
countered by CBS, which had been 
splitting remote lighting assignments be- 
tween IBEW and IATSE. CBS appealed 
to the labor board after IBEW forced 
cancellation of a major telecast from 
the Waldorf-Astoria Hotel, New York, 
by refusing to operate cameras when 
the lighting was assigned to IATSE. 

IBEW appealed NLRB’s decision to 
the U. S. Court of Appeals, Second Cir- 
cuit, which refused to enforce the 
NLRB order. The court held NLRB 
should have allocated the work after 
issuing its order. This was upheld by 
the U. S. Supreme Court. 


The case is expected to set precedents 
that will affect all industry and unions 
involved in jurisdictional disputes. 


In the Hill hopper... 


Here, in capsulated form, are bills in- 
troduced in Congress that are of interest 
to those in broadcasting and _ allied 
fields: 

HR 70. Rep. Emanuel Celler (D- 
N.Y.)—would require juke box opera- 
tors to pay royalty fees for records 
played. Judiciary Committee. Jan. 3. 

HR 349. Rep. Dante B. Fascell (D- 
Fla.) — would create an office of 
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Early delivery of pilots for fall 
CBS FILMS READIES FIVE FOR N. Y. SHOWING 


CBS Films will have pilots of the 
five program series it is presenting for 
the 1961-62 season completed, in New 
York and ready for screening for pro- 
spective advertisers and agencies be- 
fore March 1, Robert F. Lewin, vice 
president in charge of production, said 
last week. 

“We'll deliver the earliest complete 
catalogue,” he said, commenting that 
“this is a distinct advantage. A good 
show, seen early, stands out and the 
advertiser who is really interested is 
apt to make up his mind to buy it now, 
rather than wait and take the chance 
that if nothing he sees later on inter- 
ests him as much someone else will 
have snapped this one up in the interim. 
Another strong incentive to an early 
purchase is that there’s a better chance 
to get a good network time slot early 
in the year.” 

Two of the five CBS Films pilots 
will have been delivered to New York 
by Feb. 1, Mr. Lewin said. He brought 
the first back with him from Hol- 
lywood Thursday, “The first pilot to 
be completed and delivered in 1961.” 
As for the other three, one will be 
in the scoring stage and the last two 
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in the hands of the editors by Feb. 1. 

The five series include three com- 
edies, one western and one action- 
adventure show, embracing the three 
kinds of programs that Mr. Lewin 
believes will dominate the tv screen 
next season. They are also all half- 
hour shows, which he feels will con- 
tinue to be seen in ample quantity, 





| A permanent record 


A tape and film record will be 
made of the two-hour John F. 
Kennedy Inaugural Gala in Wash- 
ington Thursday night (Jan. 19). 
NBC Telesales said last week that 
it had been retained by the Gala 
committee to record the star- 
studded program scheduled to 
Start at 8:45 p.m. in the Wash- 
ington National Guard Armory. 
No broadcast use was planned, 
however, as of late last week. 
NBC Telesales will use five cam- 
eras, including two hung from 
the Armory ceiling 200 feet above 
the floor. The picture will be 
microwaved to New York. 











despite the current trend toward hour- 
long programming. “Let’s not write off 
the half-hour shows,” he commented. 
“In Nielsen’s list of the top 40 pro- 
grams of this year, only six are new 
shows and they’re all half-hours.” 

Mr. Lewin declined to talk about 
the new programs individually, noting 
that “an unknown product is often 
more interesting, more inviting.” 


CNP busy producing six 
shows for ‘61-‘62 season 


California National Productions last 
week began production pilots for six 
new television series for the 1961-62 
season, according to Carl Lindemann 
Jr., CNP vice president of programs. 

The six projected series include Three 
White Hats, exploits of present-day 
Texas Rangers, written by Al C. Ward 
and produced by Wilbur Stark at 
MGM; Police Surgeon, experiences of 
a Los Angeles police doctor, script by 
Jameson Brewer, produced by Henry 
Kessler, and War Birds, based on the 
exploits of the first men to fly planes 
in military combat, script by Sam Neu- 
man and Elliot Asinof, produced by 
Mr. Neuman for Filmways Tv Produc- 
tions. 

Other CNP pilots are Cottage 54, in- 
ternational intrigue and anti-crime se- 
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Federal Administrative Practice, 
which would make continuous 
studies of governmental agencies 
and make recommendations for im- 
proving their efficiency; list hear- 
ing examiners and provide for their 
assignment to the various agncies; 
set up a legal career service in the 
government; establish standards of 
conduct for all persons acting in 
agency. proceedings; and provide 
for disciplinary action against 
those violating standards. Judiciary 
Committee. Jan. 3. 

HR 465. Rep. William M. McCul- 
loch (R-Ohio)—would authorize the 
court of appeals, in cases where 
“irreparable damage” would be 
suffered by a petitioner, to stay 
an agency order for up to 60 days 
pending hearing on an application 
for an_ interlocutory injunction. 
Judiciary Committee. Jan. 3. 

HR 494. Rep. Chester E. Merrow 
(R-N.H.)—would create a cabinet- 
level Dept. of Public Information, 
which would coordinate all of the 
government's information programs 
and collect and analyze informa- 
tion and disseminate information 
gathered by it or any other federal 
department. Government Opera- 
tions Committee. Jan. 3. 

HR 1138. Rep. Charles E. Bennett 


(D-Fla..\—would make it improper 
for an agency member to partici- 
pate in “ex parte” communications 
and requires such communications 
to be made matter of record; pro- 
vides for disciplinary action for 
agency violators and for criminal 
penalties against anyone attempt- 
ing to use back-door influence in 
agency proceedings. Judiciary 
Committee. Jan. 3. 

HR 1118. Rep. J. Arthur Younger 
(R-Calif..—would provide for cov- 
ering the operational costs of the 
FCC and other regulatory agencies 
through assessments of fees 
levied against persons involved in 
agency proceedings. Commerce 
Committee. Jan. 3. 

HR 1210. Rep. Abraham Multer 
(D-N.Y.)—would make it unlawful 
for anyone to participate in a com- 
mercial transaction which discrim- 
inates, through a discount, rebate, 
allowance or advertising service 
charge, against the purchaser’s 
competitors. Commerce Commit- 


tee. Jan. 3. 
HR 2228. Rep. Marguerite S. 
Church (R-Ill..—would create a 


Joint Congressional Budget Com- 
mittee, which would study all mat- 
ters affecting budgets of federal 
agencies, assist the appropriations 


committees of both Houses in their 
deliberations on budget requests, 
recommend legislation to improve 
governmental efficiency, and report 
on whether the agencies are fulfill- 
ing their missions. Rules Commit- 
tee. Jan. 9. 

S 204. Sen. Warren G. Magnuson 
(D-Wash.)—would make permanent 
the 1960 temporary suspension of 
Sec. 315 of the Communications 
Act., as it applies to presidential 
and vice presidential candidates. 
Commerce Committee. Jan. 6. 

S$ 227. Sen. Mike Mansfield (D- 
Mont.)—would reimburse major 
political parties up to $1 million 
and minor parties up to $100,000 
for radio-tv time purchased in be- 
half of their presidential and vice 
presidential nominees, provided the 
parties seeking reimbursement 
hold their nominating conventions 
on or after Sept. 1 of the election 
year. Rules Committee. Jan. 9. 

SJ Res 32. Sen. Vance Hartke 
(D-Ind.)—would establish a_ five- 
man commission to study and re- 
port on the organization of the 
FCC and the manner in which the 
radio spectrum is allocated in gov- 
ernmental agencies and _ instru- 
mentalities. Commerce Committee. 
Jan. 13. 
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ries, written by George Bellack and pro- 
duced by Sam Gallu; No. 7 Cannery 
Row, missions of a maritime security 
operations chief, script by Alvin Bore:z, 
produced by Mr. Gallu; and The Well- 
ington Bones Show, a half-hour color 
cartoon series, written by Bob Wood- 
burn and produced by Mr. Woodburn 
and Herb Johnson for Alexander Film 
Co., Colorado Springs, Colo. 


ABC gets radio rights for 
Patterson-Johansson bout 


ABC Radio announced last week that 
it has obtained from TelePrompTer 
Corp., New York, the exclusive U. S. 
and Canadian radio rights for the March 
13 Floyd Patterson-Ingemar Johansson 
heavyweight title fight for a record price 
of $300,000. 

Robert R. Pauley, vice president in 
charge of ABC Radio, said the value of 
the radio package, including rights, pro- 
duction and time charges, was “well in 
excess of $350,000.” He reported that 
the Mennen Co., Morristown, N. J., has 
signed to sponsor one-half of the bout 
on ABC Radio. 

The championship event, which will 
be held in Miami Beach, will be carried 
on closed-circuit tv only in a nation- 
wide hookup that is being arranged by 
TelePrompTer. The latter firm guaran- 
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teed $800,000 to the promoter of the 
bout, Feature Sports Inc., for the an- 
cillary rights, covering closed circuit tv, 
radio and motion pictures. TelePromp- 
Ter officials said the company now is 
negotiating for the disposition of foreign 
radio and domestic and foreign motion 
picture rights. 

TelePrompTer reported that ancillary 
rights to the last Patterson-Johansson 
fight last June grossed more than $3 
million. This bout also was carried on 





Robert R. Pauley (1), ABC Radio vice 
president and Irving B. Kahn, presi- 
dent of TelePrompTer Corp. look over 
the $300,000 contract for radio rights 
to the March 13 Patterson-Johansson 
title fight. 


ABC Radio and attracted more than 
61 million listeners, according to Tren- 
dex. The radio rights for that bout were 
bought by ABC Radio for $200,000. 


ABC-TV’s ‘Hong Kong’ 
to get tandem showing 


ABC-TV viewers will get a fully- 
sponsored Oriental double-header when 
two episodes of the action-adventure 
series, Hong Kong, are telecast Jan. 25. 
Showing of two episodes of the same 
program in different time slots on the 
same evening is considered a first among 
tv networks. 

“Night Cry,” a new Hong Kong epi- 
sode, will be seen in the series’ regular 
time period, 7:30-8.30 p.m. EST, while 
later, at 10-11 p.m. EST, a previous 
series episode (originally seen Dec. 21) 
will be repeated. 

Naked City, the program usually oc- 
cuplying the 10-11 p.m. period will be 
pre-empted that date only. The “double 
programming” was planned, according 
to ABC-TV, so the audience that missed 
the earlier telecast show could see it. 

Kaiser Industries Corp., participating 
sponsors with Armour & Co. of Hong 
Kong in its regular time slot, will pick 
up five-sixths of the re-run time with 
a new advertiser, Luden’s Inc., buying 
the remaining sixth. 
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TELEVISION MAGAZINE 


Reporting the Journalism Ex- 
plosion in Television with fresh 
perspective, in depth. 


Under New Management (the 
people who've made BROAD- 
CASTING Magazine the leader 
in its field for 30 years), TELE- 
VISION MAGAZINE now goes 
inside the business, behind the 
scenes, asks the questions you'd 
like to ask, analyzes, prognosti- 
cates. 


In today’s issue, read about 
e The New TV Frontier 
e The Great Debates 


e Dr. Frank Stanton’s Account 
of the Fight for Editorial Free- 
dom 


e The Huntley-Brinkley Team 


Start your subscription now. Special 
introductory rate $3.00 yearly; $5.00 
two years. 


TELEVISION MAGAZINE 
422 MADISON AVENUE 
NEW YORK 17 
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Program notes... 


Distributes new series = Dynamic 
Films Inc., N. Y., has signed an agree- 
ment with Danziger Productions, for 
distribution in the U. S. and Canada 
of Danziger’s new television series, The 
Cheaters, and other features. 


RPI expands # Radio Press Internation- 
al, N. Y., voiced news service, will open 
a new bureau in Washington Feb. 1. 
The new office, located at 20 E St., 
N.W., Washington 1, D. C., will be 
headed by Irv Chapman, RPI New 
York editor. 


Columbia expansion = Columbia Tran- 
scriptions, the custom records depart- 
ment of Columbia Records has been 
expanded and reorganized into Colum- 
bia Record Productions. CRP will op- 
erate in two specialized sales areas: 
promoting sales and providing service 
to private labels, and producing record- 
ed material for all agencies of the U. S. 
government. 


Disney sustains loss = Walt Disney 
Productions sustained a loss of $1,342,- 
0347 or 83 cents a share for the fiscal 
year ended Oct. 1, 1960, President Roy 
O. Disney said in his annual report to 
stockholders. The previous year showed 
a profit of $3,400,228 or $2.15 a share. 
Gross revenue dropped from $58,432,- 
399 in fiscal 1959 to $46,409,572 in 
fiscal 1960. Motion picture revenue de- 
creased $7,268,872; tv income was 
down $4,641,748, due to the fact that 
the Zorro and Mickey Mouse Club 
shows were not televised. 


Leo’s fortunes = Income and expenses 
of MGM-TV were broken down in a 
registration statement filed by parent 
Metro-Goldwyn-Mayer Inc. at the Se- 
curities & Exchange Commission last 
week. Gross tv income from the licens- 
ing of pre-1949 features and shorts to 
tv stations and the sale of filmed series 
and tv commercials produced by MGM- 
TV were listed. Gross income from 
pre-’48 features and shorts was $11,- 
563,326 in 1960; $10,904,323 in 1959 
and $9,492,618 in 1958. From filmed 
series and commercials, the company 
grossed $2,564,212 in 1960; $3,998,509 
in 1959 and $3,135,338 in 1958. Costs 
of production, distribution and adminis- 
tration for all tv operations: 1960— 
$5,368,206; 1959—$6,851,411; 1958— 
$5,081,320. 


Film sales... 


Debbie Drake Show (Banner Films): 
sold to KTLA (TV) Los Angeles; 
WRGP-TV Chattanooga; XETV (TV) 
San Diego-Tijuana; WKRG-TV Mobile; 
KCRG-TV Cedar Rapids; WJXT (TV) 
Jacksonville; KZTV (TV) Corpus 
Christi; KAKE-TV Wichita; KHQA-TV 
Quincy, Ill.-Hannibal, Mo.; KSLA (TV) 
Shreveport; KOOL-TV Phoenix; WALB- 





Here are the next 10 days of network 
color shows (all times are EST). 
NBC-TV 


Jan. 16-20, 23-25 (6-6:30 a.m.) Conti- 
nental Classroom (modern chemistry), 


sust. 
Jan. 16-20, 23-25 (6:30-7 a.m.) Conti- 
nental Classroom (contemporary math), 


sust. 

Jan. 16-20, hey 25 (10:30-11 a.m.) Play 
Your Hunch, p 

Jan. 16- 9° 5 ~y (11-11:30 a.m.) The 
Price Is Right, p 

Jan. 16-19, 2B (12:30-12:55 p.m.) It 
Could Be You, p 

Jan. 16-19, 23. i (2-2:30 p.m.) The Jan 
Murray Show, part 

Jan. 16-19, 23-25 (11:15-1 a.m) The 
Jack Paar Show, part. 

Jan. 17 (10-11 p.m.) The Art Carney 
Show, Sara Lee through Cunningham & 
Walsh and Timex through W. B. Doner. 

Jan. 18, 25 (8:30-9 p.m.) The Price Is 
Right, Lever through Ogilvy, Benson & 
Mather; Speidel through Norman, Craig & 
Kummel. 

Jan. 18, 25 (9-10 p.m.) Perry Como’s 
Kraft Music Hall, Kraft through J. Walter 
Thompson. 

Jan. 19 (9:30-10 p.m.) The Ford Show, 
Ford through J. Walter Thompson. 

Jan. 20 (2 p.m.-conclusion) Presidential 
Inaugural Parade, Purex through Edward 
H. Weiss. 

Jan. 20 (9-10 p.m.) The Bell Telephone 
Hour, AT&T through N. W. Ayer. 

Jan. 21 (10-10:30 a.m.) The Shari Lewis 
Show, Nabisco through Kenyon & Eck- 


hardt. 

Jan. 21 (10:30-11 a.m.) King Leonardo 
and His Short Subjects, General Mills 
through Dancer-Fitzgerald-Sample. 

Jan. 21 (7:30-8:30 p.m.) Bonanza, RCA 
through J. Walter Thompson. 

Jan. 22 (6-6:30 amr Meet the Press, 
sust. 

Jan. 22 (7-8 p.m.) The Shirley Temple 
Show, RCA through J. Walter Thompson, 
Beech-Nut through Young & Rubicam. 

Jan. 22 (9-10 p.m.) The Chevy Show, 
Chevrolet through Campbell-Ewald. 











TV Albany, Ga.; KGUN-TV Tucson; 
WXIX(TV) Milwaukee; WFAA-TV 
Dallas; KFEQ-TV St. Joseph, Mo.; 
KGLO-TV Mason City, Iowa; WMTV 
(TV) Madison, Wis.; WFLA-TV Tam- 
pa, and WLBT (TV) Jackson, Miss. 


Sea Hunt (Ziv-UA): Sold to Bunker 
Hill Foods, for WRAL-TV Raleigh- 
Durham, N. C., and WJHL-TV John- 
ston City, Tenn.; Tower Federal Sav- 
ings & Loan, on WSBT-TV South Bend, 
Ind.; Kirkman & Koury Real Estate and 
R. J. Reynolds Tobacco, alternating on 
WFMY-TV Greensboro, N. C. Also 
sold to KMID-TV Midland, Tex.; 
WPRO-TV Providence, R. I.; WISN- 
TV Milwaukee; KTSM-TV El Paso, 
and WDAM-TV Laurel, Miss. Now in 
121 markets. 


Paramount pre-’48 features (MCA- 
TV): Sold to WMAZ-TV Macon; 
WBDO-TV Orlando, Fla.; KSLA (TV) 
Shreveport; WREC-TV Memphis; 
WREX-TV Rockford, Ill.; WNBF-TV 
Binghamton, N. Y., and KGNC-TV 
Amarillo, Tex. 
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Air Express gets your shipment first on, first off 


When the A/R EXPRESS label goes on your product, it becomes a top priority shipment... handled 

with kid gloves all the way. It never waits for package accumulation; it goes out immediately and 

on the first plane. And it goes where the jets go—always first on, first off on all 35 scheduled 

U.S. airlines. It’s sped from pickup point to plane and delivered at its final destination by one of 
13,000 AiR EXPRESS trucks, many radio- dispatched. Just Pe 

one phone call is all it takes to speed your product — Bey 

large or smal//—to any one of 23,000 communities in all Al PR E x ee & SS 
50 states... by swift, dependable jet-age AIR EXPRESS. ’ 


& CALL AIR EXPRESS DIVISION OF ReEsA EXPRESS ° GETS THERE FIRST VIA U. S. SCHEDULED AIRLINES 









FLORIDA’S 
2nd 
LARGEST 
MARKET* 
and 

29 Counties 
with 1 Station! 


Tampa-St. Petersburg is Florida’s 
second largest market, with a 
metro population of 772,453*! 
But that’s not all! WSUN is the 
only station on Florida’s West 
coast covering the entire 29 
county area with 1,420,007* resi- 
dents. 


ADD TO THIS WSUN’s GREAT 
ADULT AUDIENCE (97.2%) ** 
... the greatest percentage of 
adult listeners. This means 
ADULT BUYERS throughout the 
entire 24 hour broadcast day! 


REACH ALL OF FLORIDA'S 2nd 
LARGEST MARKET ON THE 
ADULT STATION! 


*1960 Census **Pulse 6/60 


620 KC 





TAMPA - ST. PETERSBURG 


Natl. Rep: VENARD, RINTOUL & McCONNELL 
S.E. Rep: JAMES S. AYERS 
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HOW AFTRA-SAG CODES WILL WORK 


Hollywood admen hear explanation of codes’ provisions 


The new commercial codes of the 
American Federation of Television & 
Radio Artists and Screen Actors Guild 
will increase television’s cost to the ad- 
vertiser, though probably not enough 
to seriously curtail the use of this me- 
dium. But to interpret and apply the 
code provisions to clients’ tv commer- 
cial schedules will add to the workload 
and headaches of advertising agencies 
who will have to figure out their com- 
plexities. 

That’s what broadcasters, producers 
and agency executives heard Monday 
(Jan. 9) at a Hollywood Ad Club 
luncheon—and from the men who 
should know the new codes best—those 
who sat in as agency observers on the 
lengthy negotiations in New York last 
fall (BROADCASTING, Sept. 26; Dec. 12, 
1960). The same men are now putting 
in long hours in Hollywood working 
with the unions to put into precise lan- 
guage the agreements reached. 

The trio included Stanley Plesent of 
Young & Rubicam’s legal department; 
Richard Zimbert, business manager of 
Leo Burnett Co., and Harry Saz, vice 
president and radio-tv business manager 
of Ted Bates & Co. The moderator was 
Hildred Sanders, broadcast vice presi- 
dent of Honig-Cooper & Harrington, 
Los Angeles, and vice chairman of the 
AAAA committee on radio and tv ad- 
ministration. 

Mr. Plesent said the negotiations were 
the toughest ever encountered, because 
all codes were included and because 
AFTRA and SAG, “who don’t always 
see eye to eye,” were on the other side 


.< ‘ 


What the new AFTRA-SAG commer- 
cial codes mean to broadcasters, 
producers, agencies was explained 
at a Hollywood Ad Club luncheon 
last week by these agency people, 


of the table. Yet, he said, “we came 
out with an agreement and without a 
strike.” 

Quiz Helped = A questionnaire sent 
by the AAAA committee to some 50 
large, medium and small agencies was 
of invaluable help, Mr. Plesent said. 
“When the negotiations began the 
unions had the idea that the only ques- 
tion was how much of an increase over 
the AFTRA scale [for taped commer- 
cials, higher than SAG’s film commer- 
cial rates] they would get. When we 
could show them. . . 90% of all com- 
mercials are on film and only 10% on 
tape, we were able to pull down the 
AFTRA rates.” 

For program commercials, he said, 
SAG rates go up but AFTRA’s down. 
“The guarantees are up only a little for 
SAG but down a lot for AFTRA.” The 
new contract is a three-year deal, an 
improvement, since no former AFTRA 
contract has run more than two years, 
he said. The new code is retroactive to 
Nov. 16, 1960, with employers’ option 
to pay at old rates and adjust to new 
ones by Feb. 1. But he urged putting 
the new rates into effect immediately, 
since “you’d have a hard time getting 
a refund from an actor if the new rate 
is lower.” New rates and conditions be- 
come operational Jan. 23 for all codes. 

There are essentially two commercial 
codes, SAG’s for film and AFTRA for 
live and tape, although rates are identi- 
cal, Mr. Plesent said. SAG now has 
the 5% pension and welfare plan which 
AFTRA had won previously. He noted 
the complexities of the new rates for 








| to r: Richard Zimbert, Leon Bur- 
nett Co.; Stanley Plesent, Young & 
Rubicam; Hildred Sanders, Honig- 
Cooper & Harrington, who acted as 
moderator; Harry Saz, Ted Bates. 
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spot tv campaigns, with cities weighted 
according to population (BROADCAST- 
ING, Dec. 19, 1960), and suggested that 
agencies which find difficulty in apply- 
ing terms to specific advertising sched- 
ules check with “our side” rather than 
with the unions, where interpretation 

might differ. Discussion led to a sug- 
| gestion from the floor that perhaps 
AAAA ought to establish a Los Angeles 
office to help members with these and 
other problems. 

Live Code = Mr. Plesent said that the 
main change in AFTRA’s live network 
program code is in rehearsal time, 
which he felt should not add more than 
5% to talent costs. The transcription | ,-———+- 


code’s only change is for a 7% increase fe MAKE MON FY 
in sound effect artists’ fees. And in | : A a TUEWEUE | 
radio, the only change is for higher fees | }} 
for sportscasters of major events. | WITH 

Mr. Zimbert described the provisions | | a airy yt TTT? tt YT tT ” 
for working conditions as “a grotesque | ]| MOTIVATIONAL 
mess,” full of ambiguities that are sure —— = She's 
to lead to much argument and confu- | | @ MUSIC! 
sion. For instance, minimum scale|][|  % . 


players now can be asked to give only 
“direct product exclusivity,” he said, 
but it’s not clear whether this means 
the announcer on a filter cigarette com- 
mercial is barred from doing commer- 
cials for non-filter cigarettes. The tape 
code calls for double scale payments 
for anything more than product exclu- 
sivity; the film code permits exclusivity 
beyond competitive products but short 
of complete commercial exclusivity for 
scale plus 10%, “so here’s one place 
where the two codes are not the same,” 
he noted. 

The matter of when payment is due 
is another m-ddle, he said, with differ- 
ent due dates for different services. This 
is further confused by the two kinds of 





























days, working days and calendar days, Here’s a supplementary station service that’s proving a real 

which are not at all the same. He asset to broadcasters: 

warned that penalties for failure to pay it's the transmission of Magne-Tronics taped ‘‘motivational”’ 

on time can be great. background music — to restaurants ...supermarkets ... industrial 
Mr. Saz discussed other code com- plants ... hotels... offices, etc. 

plexities and changes, noting as one ex- ‘ : rat: } : . 

ample that the 5% employer payments It’s a service that fits ideally into radio station operations. It’s beer 

for pension and health and welfare perfected for FM Multiplexing and/or wired line transmission. 

must be made by. two checks for 212% TOP “a a ikl ”" : , 

Sm ca anil (yds panied Tail. OP QUALITY MUSIC Motivational’ music by Magne-Tronics 


is performed by ‘‘name”’ talent from both sides of the Atlantic. 


the other to the health and welfare fund. Over 5,000 sparkling selections...some 500 new numbers 


Deadline for Lasker awards every year. All fully authorized, cleared and licensed. 
Radio and tv programs presented EXCLUSIVE FRANCHISES STILL AVAILABLE Magne-Tronics 
during the past year dealing with major “‘motivational’’ music is now heard with pleasure and profit in more 
diseases and public health problems will than 80 markets — from Boston to Brownsville . . . from Washington to 
be eligible to receive the annual Albert Waikiki. Choice territories are still open — and every open market 
Lasker Awards for outstanding medical is an opportunity for greater station profit. Write today for full details. 
news reporting in broadcasting. The : ; oe : oles 
Albert & Mary Lasker Foundation has First refusal rights to qualified stations wishing to explore 
announced that scripts must be sub- this opportunity. No obligation, of course. 
mitted by Feb. 6, 1961. Be sure to look into the Magne-Tronics music service for “automated’’ a 
A tot eemnbet $2,000 will be given radio programming. Priced to meet economy-minded budgets. ; 


the winning entry by an advisory board 


* 
of physicians and journalists. Entry hal ; 
blanks and further information may be y INC. 
obtained from the foundation office, 


Chrysler Bldg., New York. 
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VIEWERS LUKEWARM TO LIVE PAY TV 


Phone survey shows 3 out of 15 saw Trans-Canada show 


The first live pay television in Toron- 
to’s suburban Etobicoke area didn’t take 
Trans-Canada Telemeter subscribers by 
storm, judging by a random telephone 
survey made by BROADCASTING. 

TCT won't have definite ideas on the 
popularity of this show for some weeks, 
when sufficient numbers of the coin 
boxes have been collected, Gene Fitz- 
gibbons, general manager of the opera- 
tion, said. 

For the first live television show Jan. 
5 TCT imported Bob Newhart from 
New York for one hour of his comedy 
sketches. He was assisted in a 10- 
minute spot by folk-singer Leon Bibb. 
The program was taped for replay the 
two following evenings. TCT has ap- 
proximately 6,000 subscribers. 

BROADCASTING’sS Toronto correspond- 
ent made a random telephone survey of 
the area where the pay tv cables are 
strung. Out of 50 calls 15 people said 
they had telemeter connection. Of these, 
12 said they didn’t look at the Newhart 
show, while three had looked and en- 
joyed it. Projecting this average of one 
in five viewers to subscribers, the New- 
hart show would have netted $1,500 
for the three evenings, at $1.25 per set. 

This is not too promising for the suc- 
cess of pay tv in an area where six 
television stations put in good signals, 
two locally, four within 60 miles. Sur- 
veys some time ago by BROADCASTING 
(Sept. 19, 1960 issue) and by Elliott- 
Haynes Ltd., Toronto market survey 
firm (November 7, 1960 issue), showed 
subscribers spending about $1 per week. 
Mr. Fitzgibbons had said several times 
that TCT needed an average of $2 a 
week for 5,000 subscribers to break 
even. 

Heavy Promotion = The Bob New- 
hart program was heavily promoted in 
paid newspaper advertising, on the air 
by commentators and in news columns. 


Radio-television columnists of the three 
Toronto daily newspapers lauded the 
live show and TCT officials said the 
small studio’s 70 seats were filled. Those 
who saw the show on subscriber sets 
enjoyed it. 

Mr. Fitzgibbons and William O. 
Crampton, manager at the company 
studio, said calls were received from 
subscribers who had not yet been con- 
nected for connections before the New- 
hart show. 

The next important production to be 
shown on the circuit will be the Menotti 
opera, The Consul, which has been 
put on video tape in New York. This 
is to be shown late in January or 
early February, with a charge of $1.25, 
Mr. Fitzgibbons said. Meanwhile, live 
hockey from New York and Detroit 
is running Sundays at $1 a game. The 
musical Country Scandal is being taped 
at New York for future presentation. 

The present 6,000 subscribers are a 
test group to learn what viewers want 
to see and how often they will pay to 
see closed circuit television programs. 
Service was started last February, with 
almost all 6,000 test coin box connec- 
tions completed by year-end. A few 
subscribers were still awaiting connec: 
tion early in January. 


Abroad in brief 


Tv in Red China = Communist China 
says it has 29 television stations and 
television relay points, including 10 
stations opened during 1960. Regular 
telecasts are provided from Peking, 
Shanghai, Harbin, Mukden, Tientsin, 
Changchun and Canton. Sixteen other 
Communist Chinese cities had only ex- 
perimental telecasts during 1960. 


MacLaren claims lead = MacLaren 
Adv. Ltd., Toronto, Ont., claims to 
have largest billings in Canada for 1960 
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with $30.32 million, up from $29.8 
million in 1959, and $27.4 million in 
1958. Second largest billings are attrib- 
uted to Cockfield, Brown & Co. Ltd., 
Toronto, with $28.5 million for 1960. 


French firm = A controlling interest in 
Schneider Television-Radio, a leading 
French manufacturer of radio and tv 
equipment, has been bought by an 
Anglo-French syndicate headed by New 
York investment bankers Burnham & 
Co. Formerly privately owned, the tv- 
radio equipment firm was placed on 
the Paris Stock Exchange late last year 
and reportedly has since gained nearly 
60% in market value. Schneider’s sales 
in 1960 amounted to more than $14.5 
million with a net of better than 
$500,000. 


Two new tv stations 
debut Jan. 1 in Canada 


CJCH-TV Halifax, N.S., began tele- 
casting Jan. 1 on ch. 5 with 100 kw 
video and 50 kw audio power, as the 
second station in Halifax. CBHT (TV) 
Halifax, owned by the Canadian Broad- 
casting Corp. had been only station at 
Halifax. 

At Toronto, CFTO-TV began tele- 
casting Jan. 1 on ch. 9 with 325 kw 
video and 162 kw audio power. Opera- 
tions began at 9:45 p.m. with a 15 
minute film of station’s opening cere- 
monies. At 10 p.m. CFTO-TV began 
an 18-hour telethon to aid of Ontario's 
retarded children, with taped and live 
vignettes featuring noted Canadian and 
U. S. radio, television, stage and screen 
personalities. 

CFTO-TV Toronto, became the sev- 
enth station to put a good signal into 
the Toronto area, others being CBLT 
(TV) Toronto, CHCH-TV Hamilton, 
Ont., CKVR-TV Barrie, Ont., and from 
Buffalo, N.Y., WGR-TV, WBEN-TV 
and WKBW-TV. 


IAAB board members 
meet with Peru group 


Increasing international pressures in 
the field of free speech led Peruvian 
National Radio Assn. to call a Jan. 13 
meeting in Lima, with board members 
of the Inter-American Assn. of Broad- 
casters asked to participate. 

Jose Ramon Quinones, WAPA San 
Juan, attended as an IAAB board mem- 
ber and also represented Herbert E. 
Evans, Peoples Broadcasting Co., NAB’s 
IAAB board member. Mr. Evans has 
a broken leg and was unable to make 
the trip. 

IAAB’s assembly will hold its bi- 
ennial meeting in Washington, just prior 
to the NAB convention (May 7-10). 
The IAAB board’s biennial meeting was 
held last November in Santiago, Chile. 
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BROADCAST ADVERTISING 


Thomas P. Dough- 
ten, vp and account 
executive at Lennen 
& Newell, N. Y., for 
past 16 years, resigns 
to become president 
of T. Doughten & 
Assoc. Adv., Freeport, 
L.I., N.Y., which be- 
gins operations Jan. 


. Mr. Doughten 


23. New firm is located at 30 Bedell 
St., Freeport, N. Y. Telephone: May- 
fair 3-7775. 


K. (Haps) Kemper Ill, account exec- 
utive at Young & Rubicam, N. Y., 
named vp and account supervisor. 


Victor Armstrong, senior vp-account 
management at Kenyon & Eckhardt, 
N. Y., elected to board of directors. 


Lloyd Ver Steegh appointed vp and 
account supervisor at Western Adv.’s 
Chicago office. Clifford Boettcher 
named vp and creative director for 
agency’s Racine, Wis., office. Edward 
Krein, senior vp in Racine office, named 
manager. 


Dr. A. Melvin Gold, in sales develop- 
ment and creative research at R. H. 
Bruskin Assoc., New Brunswick, N. J., 
named vp. 


Biron A. Valier and Edward A. 
Langan, account supervisors at Gardner 
Adv., St. Louis, elected vps. 


Page B. Otero, formerly head of his 
own Los Angeles agency for past two 
years, rejoins The McCarty Co., that 
city, where he had served 14 years be- 
fore forming his own company. 


Robert M. Worcester, formerly with 
Universal Adv., Omaha, Neb., to Hol- 
land Adv., that city, as account execu- 
tive. 


Merrill E. Williams Jr. appointed art 
director at Creamer, Trowbridge & 
Case, Providence, R. I. He formerly 
held similar position at Charles Tom- 
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bras & Assoc., Knoxville, Tenn. 


James P. Shen- 
field, formerly direc- 
tor of product mar- 
keting, Campbell Soup 
Co., Camden, N. J., 
appointed assistant to 
president and member 
of company’s _ staff 
committee. Mr. Shen- 
field, who will be pres- 


Mr. Shenfield 


ident’s deputy in coordinating activities 
between recently-acquired Pepperidge 
Farm bread and Campbell, joined firm 
in 1950. 


Allen H. Center, previously vp in 
charge of pr at Leo Burnett Co., Chi- 
cago, elected vp in charge of pr at 
Motorola Inc. 


Gordon Buck, formerly general man- 
ager of Aubrey, Finlay, Marley & Hodg- 
son, Chicago, to Needham, Louis & 
Brorby, there, as media supervisor. 
William Barclay joins NL&B as re- 
search supervisor. 


Robert Steres, on air media staff of 
D’Arcy Adv., St. Louis, named media 
director of agency’s new San Diego, 
Calif., office. Donald 1. Brady joins 
agency’s Los Angeles office on Bud- 
weiser account. 


Charles F. Metzger, formerly senior 
account executive at BBDO, N. Y., 
joins Mogul, Williams & Saylor, that 
city, as account supervisor. 


Howard E. Ottley, formerly of Grey 
Adv., N. Y., joins Geyer, Morey, Mad- 
den & .Ballard, that city, as account 
executive. 


Rick Mittleman resigns as radio-tv 
director at Anderson-McConnell Adv., 
Hollywood, to become free lance writer- 
producer. 


Robert K. Gray, formerly secretary 
of President Eisenhower’s Cabinet, to 
Hill & Knowlton, Washington pr firm, 
as vp. 


W. C. (Bill) Sanders appointed art 
director at Tracy-Locke Co., Dallas. 


Sam Scali, formerly art director at 
Doyle Dane Bernbach, N. Y., joiris 
Papert, Koenig, Lois, that city, in same 
capacity. Stuart Miller Jr., who was 
account executive for Young & Rubi- 
cam, joins PKL as account executive 
on Ronson Appliance Div. 


James C. Armstrong, account super- 
visor at Young & Rubicam, Los An- 
geles, named vp. R. Allan Gardner, ac- 
count executive in New York office 
named account supervisor in contact 
department. 


Kenneth Robinson and John Cuff, 
chairman and managing director, re- 
spectively, of Lambe & Robinson-Ben- 
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Mr. Bond 


Mr. Angstadt 


Edward L. Bond, senior vp and 
director of contact department at 
Young & Rubicam, N. Y., promoted 
to executive vp and general manager 
of agency. Mr. Bond, who joined 
Y & R in 1946 as account executive, 
was named vp and account super- 
visor in 1953; director of contact de- 
partment in 1958, and senior vp next 
year. Reporting to him with top ac- 
count service responsibilities will be 
six new senior vps: Earle Angstadt, 
who was vp and account supervisor 
in contact department; George 
Dippy, former vp and account super- 
visor; Wilson H. Kierstead Jr., vp 
and director of merchandising de- 
partment; Alexander Kroll, vp and 
account supervisor; Randolph Mc- 








Mr. Dippy 


Executive realignments at Young & Rubicam 


=“ « 
Mr. Kierstead 


Kelvey, senior vp, and William D. 
Thompson, former vp and account 
supervisor. Mr. Angstadt, who joined 
agency’s merchandising department 
in 1951, was named head of San 
Francisco merchandising department 
in 1955, returning to N. Y. office in 
1957 as supervisor of merchandis- 
ing. Next year he became vp and 
manager of merchandising depart- 
ment, and in 1960, was named vp 
and account supervisor in contact 
division. Mr. Dippy joined agency’s 
merchandising department in 1953; 
was named manager in 1946; assist- 
ant to the president, 1948, and vp 
and account supervisor in 1949. 
Wilson Kierstead started with Y & R 
13 years ago, in merchandising divi- 





Mr. Kroll 





Mr. McKelvey Mr. Thompson 


sion. In 1952 he moved to contact 
department; next year he was named 
supervisor and vp, and in 1960 was 
made head of merchandising. Mr. 
Kroll joined agency’s contact depart- 
ment in 1946, and was named ac- 
count supervisor and vp in 1952. 
William Thompson has been with 
agency since 1952. He became vp 
and account supervisor in 1955. 
Randolph McKelvey, who was senior 
vp before last week’s promotions, 
has been with Y & R since 1944, 
After ten years as account executive, 
he was made vp and account super- 
visor, and in 1959 was transferred to 
Detroit as head of that office. He 
returned to N. Y. in October 1960 
to become senior vp and director of 
contact department. 








ton & Bowles Ltd., B & B British sub- 
sidiary, become vps of parent company, 
effective Feb. 1, when British agency 
changes its name to Benton & Bowles 
Ltd. 

Mrs. Patricia Burk, formerly with 
John E. Pearson Co., Chicago rep firm, 
to Clinton E. Frank, that city, as time- 
buyer in media department. Seymour 
Levine, formerly with Tatham-Laird, 
that city, joins Frank as art director 
and Chuck Schiappacasse joins agency 
as copywriter. 

Daniel J. Sullivan, formerly vp and 
account supervisor at Foote, Cone & 


Belding, Chicago, to Doyle Dane Bern- 
bach, that city, as account supervisor, 
effective Feb. 1. He had been with 
FC&B for 13 years. 


THE MEDIA 


John Fulton, president of WGUN 
Decatur, Ga., also assumes presidency 
of WJIV Savannah, Ga., and KWAM 
Memphis, Tenn., in addition to current 
responsibilities. 


Lew Breyer, executive vp, sales man- 
ager and film buyer for WXIX-TV 
Milwaukee, resigns. He will announce 
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future plans next month. 
Ben McLaughlin, formerly with 


WICU-TV Erie, Pa., appointed sales 
manager at KETV (TV) Omaha, Neb. 

J. T. Snowden Jr., general manager 
of WGTC Greenville, S. C., elected vp 
of WGTC Broadcasting Co., which 
owns station. 


Orrin Melton, as- 
sistant manager of 
KSOO Sioux Falls, 
S. D., promoted to 
manager. He will re- 
tain his current post 
of sales manager in 
addition to new pro- 

- motion. He has been 
Mr. Melton with station 14 years, 
starting there as news director. 

Mercer L. King, formerly station 
manager of WJRD Tuscaloosa, Ala., to 
WARD Johnstown, Pa., in similar 
capacity. 

Francis J. Peters and Arthur L. 
Martin named vps and assistant man- 
agers of Marion Broadcasting Co. 
(WMRN-AM-FM Marion, Ohio). Don- 
ald H. Shepler named assistant treas- 
urer. 

Danny S. Jacobson, formerly sales 
supervisor of WJZ-TV Baltimore, to 
KTON-AM-FM Pine Bluff, Ark., as 
general manager. 
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W. B. Steis, formerly general man- 
ager of WJER Dover, Ohio, to WKJF- 
FM Detroit in similar capacity. Robert 
G. Clarke, account executive at station, 
promoted to sales manager. 


Bill Cravs, sportscaster of St. Louis 
Cardinals (football) and St. Louis 
Hawks (basketball) games on KMOX, 
that city, becomes manager of KFSA 
Ft. Smith, Ark., succeeding James 
Fesperman who leaves broadcasting to 
go into government service. 


Harold E. King, onetime owner of 
KGHI Little Rock, Ark., named gen- 
eral manager of KFOY-TV Hot 
Springs, Ark., which is slated to make 
its air debut in near future. 


Marvin W. Houtz appointed local 
sales manager of KOIL Omaha, Neb. 
He has been with station for two years. 


Chalmers Stromberg appointed chief 
engineer of KMSP-TV St. Paul, Minn., 
succeeding Gordon Benson who joins 
Minnesota Mining & Manufacturing Co. 


Jerrold M. Marshall named assistant 
manager of Boston office of New Eng- 
land Spot Sales Inc. He formerly was 
with Sterling Television Co., New York. 


John Mayasich, formerly account ex- 
ecutive at WFRV-TV Green Bay, Wis., 
to WDUZ, that city, as sales manager. 


Art Howard and Earl Eklund appoint- 
ed assistant sales manager and national 
sales service manager, respectively, at 
KTNT-TV Seattle-Tacoma, Wash. Both 
were account executives at station. Leo 
Daily joins KTNT-TV as account exec- 
utive. 


Larry Cooper, formerly program di- 
rector at KMOX St. Louis, to KTVI 
(TV), that city, in similar capacity. 


Louis J. Hummel 
Jr., in charge of tv 
sales at Peters, Griffin, 
Woodward, Detroit, 
for past six years, 
moves to Chicago of- 
fice. He is replaced 
in Detroit by James 
R. Sefert, formerly of 
Crosley Broadcasting 
Company, Cincinnati, Ohio. 


John Barrett, formerly with KLYD- 
TV Bakersfield, Calif., to KBAK-TV, 
that city, as assistant general manager 
and national sales manager. 


Howard Rothenberg, account execu- 
tive for Everett-McKinney, New York 
rep firm, promoted to eastern sales 
manager. 


Eleanor Henshaw, for five years sec- 
retary to president of Southern Cali- 
fornia Broadcasters Assn., to KWIZ 
Santa Ana, Calif., as assistant to Ernest 
Spencer, president and general man- 
ager. 
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Madam president 


Ann M. Cor- 
rick, assistant 
chief of Wash- 
ington news bu- 
reau of Westing- 
house’ Broad- 
casting Co., 
elected president 

ae of Radio - Tv 
Miss Corrick Correspondents 
Assn., succeeding Lewis Shollen- 
berger, CBS. She is first woman 
ever to head organization in its 
22-year history. Others elected: 
Robert H. Fleming, chief of 
Washington news bureau of ABC, 
vp; Elmer W. Lower, manager of 
NBC Washington news bureau, 
secretary; Theodore F. Koop, di- 
rector of news and public affairs 
for CBS’ Washington bureau, 
treasurer. Members at large: 
Stephen J. McCormick, vp Mu- 
tual Broadcasting System; John 
W. (Bill) Roberts, Time-Life-For- 
tune Broadcasters Inc.; and Ellen 
E. McDonnell, United Press 
Movietone News. New members 
will be officially installed at asso- 
ciation’s annual dinner, tentatively 
set for March 18. 














George Hart resigns as director of 
operations at WITM Trenton, N. J., 
to become program director at WBCB 
Levittown, Pa. 


Phil Bryce joins KHJ-TV Los An- 
geles as-account executive. He has been 
at KABC, that city, in similar capacity. 


Monroe Falitz, formerly account ex- 
ecutive at WNBC New York, joins 
WMCA, that city, in same capacity. 


Leonard Mirelson, sales manager of 
WNJR Newark, N. J., promoted to gen- 
eral manager. Mr. Mirelson, who has 
been with station for six years in various 
sales capacities, joined outlet in 1954 
as account executive. 


Louis Berkman, part-owner of 
Friendly Group stations, elected chair- 
man of Screw & Bolt Corp. of America. 
He also was named chairman of execu- 
tive committee. 


Leonard DeNooyer, former manager 
of coverage, CBS-TV research depart- 
ment, joins affiliate relations depart- 
ment as station analyst. : 


William E. Bass Jr. appointed re- 
gional sales manager of WITN (TV) 
Washington, N. C. He had been ac- 
count executive. 


Douglas Fleming, formerly national 
sales manager for Oregon Triangle TV 
Network, appointed national sales man- 





THE REMARKABLE 
SONY RADIO 
WIRELESS 
MICROPHONE 


The convenience and variety of uses for 
this remarkable instrument are almost 
beyond the imagination. The Sony CR-4 
mike and radio transmitter can be 
slipped into a coat pocket for completely 
wireless on-the-street interviewing, 
studio audience interviewing or on-the- 
spot broadcasting from awkward places. 
It gives complete freedom to active 
singers, dancers, comedians, performers 
with electric instruments and actors, 
eliminating the need for cumbersome 
mike booms and entangling wires. 


Microphone, transmitter, receiver and 
carrying case, $250. For information or 
literature, write: Superscope, Inc., Dept. 
3, Sun Valley, California. 
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ager and head of Los Angeles sales 
office of KWIZ Santa Ana, Calif. 


F. A. (Mike) Wurster, on New York 
sales staff of Weed Television Corp., 
named New York sales manager. 


Larry Cugini Jr., account executive 
at Grant Adv., joins tv sales staff of The 
Katz Agency, Dallas. 


Richard McCutch- 
en, formerly public 
affairs producer for 
CBS-TV network, 
named to head newly- 
established broadcast 
news bureau in N.Y. 
(see story, page 53) 
for Time Inc. Broad- 
casting Division. Mr. 
McCutchen, who is 35, was most re- 
cently producer of U.N. In Action, 
F.Y.1. and The Year Gone By, all 
CBS-TV programs. He gained his first 
network experience as newscaster-re- 
porter for NBC-TV’s Today show. 





Mr. McCutchen 


Mark Damen joins WQED (TV) 
Pittsburgh as writer-producer in special 
projects section. He formerly was with 
WYES (TV) New Orleans. 


Brad Messer, formerly with KILE 
Galveston, to KNUZ Houston, both 
Texas, as member of news staff. 


Robert J. Northshield, formerly of 
NBC-TV’s The Dave Garroway Today 
Show, named producer for NBC News. 


7 has ' Edward G. O’Berst 
a returns to CBS Radio 
Spot Sales as account 
executive in N. Y. of- 
fice, after one year 
spent as director of 
operations research at 
Blair-TV. Before this, 
— Mr. O’Berst spent six 
Mr. O'Berst years with CBS Radio 
Spot Sales which he joined as research 
analyst in 1954. He was named direc- 
tor of research in October 1957. 








Richard Eaton, president of 
United Broadcasting Co., was pre- 
sented the Achievement Award of 
the Washington Ad Club at the club’s 
Jan. 10 luncheon. L to r: Milton Q. 
Ford, WOL and WTTG (TV) Wash- 








Washington Ad Club honors Richard Eaton 


ington, club president; Mr. Eaton, 
Sen. Henry M. Jackson (D-Wash). 
Tributes were paid Mr. Eaton by Sen. 
Jennings Randolph (D-W. Va.) and 
Sen. Jackson. Mr. Eaton operates 
one tv and eight radio stations. 








Stephen Kirschenbaum, formerly 
sales promotion supervisor at NBC Ra- 
dio Spot Sales, named manager, sales 
promotion, WNBC New York. 


Robert Jonscher, formerly field man 
in station relations department of NAB, 
joins WEEL Fairfax, Va., as general 
manager. Previously he was part owner 
of WLAK Lakeland, Fla., and had been 
with WMAL Washington before that. 


John Vera, 12-year member of 
KPHO-AM-FM-TV Phoenix, appointed 
local sales manager, succeeding Les 
Lindvig, who resigned. 


W. C. Porsow, formerly national sales 


Interested in buying or selling Radio and TV Properties? 


When your business is transacted through 


the David Jaret Corp., you are assured of 


reliability and expert service backed by our 


38 years of reputable brokerage. 
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manager at WFRV-TV Green Bay, to 
WKTL Sheboygan, both Wisconsin, as 
station manager. 


Mary Garcia, form- 
erly international me- 
dia director at Mc- 
Cann-Erickson, N. Y.., 
named international 
media research man- 
ager of Metropolitan 
Broadcasting Corp., 
that city. She will de- 
velop new service for 


Miss Garcia 
advertisers and agencies in international 
field. Harold J. Algus, who was direc- 
tor of press information at National 
Telefilm Assoc., joins Metropolitan as 
director of trade and business news. 


David F. Milligan, formerly general 
manager of WINR Binghamton, to 
WPTZ-TV Plattsburgh, both New York, 
in similar capacity. He succeeds George 
L. BarenBregge who will devote his 
time to supervising all telecasting activi- 
ties of Rollins Telecasting Co. stations, 
of which WPTZ-TV is one. Mr. Baren- 
Bregge has been Rollins vp since 1959. 


Ed Meyer, formerly news director at 
WGH Newport News, Va., to WMAL- 
AM-FM-TV Washington as member of 
news staff. 


Vasilios J. (Bill) Liappas appointed 
music director of Storer radio stations 
with headquarters in Miami. He form- 
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erly was production manager of WGBS, 
that city. 


Pete Boyle, formerly on sales staff 
of WAVI Dayton, Ohio, to WING, 
that city, in similar capacity. 


Frank J. Hannagan, formerly with 
General Time Corp., LaSalle, Ill, to 
WDAU-TV Scranton-Wilkes Barre, Pa., 
as account executive. 


Frederick S. 
Buschmeyer Jr., 
formerly program 
manager of KTVI 
(TV) St. Louis, to 
WRC-TV Washington 
as production mana- 
ger. Prior to joining 
KTVI, Mr. _ Busch- 
meyer was with 
KARK-TV Little Rock, Ark., WGR- 
TV Buffalo and WMAL-TV Washing- 
ton. 

Charles M. Schaufelberger, formerly 
on local sales staff of WROC-TV 
Rochester, N. Y., to WHEC-TV, that 
city, as local sales representative. 


Bob Crone and Dick Jablonski join 
WSAI Cincinnati as account executives. 





Mr. Buschmeyer 


John E. Erickson, formerly of Peters, 
Griffin, Woodward Inc., joins Chicago 
office, Spot Time Sales Inc. 


George Wilson appointed promotion- 
publicity director for WSTV-TV Steu- 
benville, Ohio. He has been with sta- 
tion in various capacities. 


William L. Snyder 
appointed sales man- 
ager of WTMJ-TV 
Milwaukee. He form- 
erly was Detroit man- 
ager of Harrington, 
Righter & Parsons (tv 
station rep) and be- 
fore that was account 
executive with Avery- 





Mr. Snyder 
Knodel, national station rep firm. 


Shirley Ann Dunham appointed pro- 
motion manager of WIVN (TV) Co- 
lumbus, Ohio. She formerly was pub- 
licity director at WKRC-TV Cincinnati. 
Both are Taft stations. 


Hans J. Mobius, in sales department 
of WGR-TV Buffalo, promoted to mar- 
keting coordinator. 


Dave Archard, formerly with WALT 
Tampa, Fla., to WLCY, that city, as as- 
sociate production manager. 


Bob Scott, formerly with WKIZ Key 
West, Fla., to WAVY Norfolk-Ports- 
mouth, Va., as staff announcer. 





ABC promotes three to vice president 


ABC last week an- 
nounced appointments of 
three general managers 
of its owned and oper- 
ated stations to vps. 
They are: Ben Hober- 
man, general manager of 
KABC (radio) Los An- 
geles; Elton H. Rule, gen- 
eral manager of KABC- 
TV; and David M. Sacks, general 
manager of KGO-TV San Francisco. 

Mr. Hoberman has been with 
KABC since April 1960. Previously 
he was general manager of WABC 
New York and before that served in 
sales department of WXYZ-TV De- 








Mr. Hoberman 


eal 


Mr. Rule Mr. Sacks 


troit. Mr. Rule, who became gen- 
eral manager of KABC-TV last Au- 
gust, previously was station’s sales 
manager for seven years. Mr. Sacks, 
promoted to general manager last 
May, had been general sales man- 
ager since 1952. 











Arthur Whiteside, formerly produc- 
tion manager of Mutual Broadcasting 
Corp., becomes public affairs director 
of WLOS-TV Asheville, N. C. 


Bruce Charles, air personality and 
newsman at WHK Cleveland, promoted 
to news director. 


Al R. Bethel, formerly staff an- 
nouncer at WBAL Baltimore, appointed 
news director and air personality at 
WHGB Harrisburg, Pa. 


Gene Williams named merchandis- 


ing director of KLAC Los Angeles. 


Mrs. Patricia Wilson, formerly media 
buyer at Liller, Neal, Battle & Lindsey, 
Atlanta, to WSOC-TV Charlotte, N. C., 
as assistant to promotion manager. 
Douglas Bell named program director 
and Jim Martinson becomes commer- 
cial manager. 


Gordon B. McLendon, head of Mc- 
Lerdon stations, elected chief barker of 
Dallas Variety Club. 


Richard (Ric) Devine, formerly pro- 
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Don Kelly, program director, WDGY 
Minneapolis-St. Paul, appointed pro- 
gram manager at WPTR Albany, N. Y. 


Norman Nesbitt named director of 
news at KDON Salinas, Calif. 
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Robert M. Booth 
Jr., Washington 
communications 
lawyer for the last 
15 years and a 
graduate electrical 
engineer — was 
elected president of 
the Federal Com- 
munications Bar 
Assn. Friday at the annual meeting 
of the organization in Washington. 
He succeeds Frank U. Fletcher. 

A native of Cincinnati, Mr. Booth 
received an E.E. degree from Pur- 
due U. in 1933 and an LL.B. from 
Cincinnati’s Salmon P. Chase Col- 
lege of Law in 1941. He attained 
the rank of commander in the Navy 


Mr. Booth 





FCBA elects Robert M. Booth president 





during World War II, serving in the 
Bureau of Aviation’s electronics di- 
vision. On his return to civilian life, 
Mr. Booth was associated with the 
Washington law firm of Bingham, 
Collins, Porter & Kistler. He opened 
his own office in 1956. He has been 
chairman of the FCBA’s Tall Tower 
Committee. 

Other officers elected at the same 
time were: Harold E. Mott, first vp; 
Donald C. Beelar, second vp; James 
E. Greeley, secretary; Warren E. 
Baker, assistant secretary; Frederick 
H. Walton Jr., treasurer. Chosen for 
the three-year executive committee 
terms were Reed Miller and J. Roger 
Wollenberg. Leonard H. Marks was 
chosen delegate to the ABA. 








motion manager of KRNT-AM-TV 
Des Moines, Iowa, to WIVJ (TV) 
Miami as assistant promotion manager. 


PROGRAMMING 


William E. Gephart Jr., vp in charge 
of production at General Film Labs, 
Hollywood, named president, succeed- 
ing G. Carleton Hunt, who continues 
as vp and director of parent company 
(Pacific Industries Inc.) and will serve 
as consultant to labs. 


J. L. (Bud) Courcier appointed vp 
and general manager of W. J. German 
Inc. of California, agent for sale and 
distribution of Eastman films for mo- 
tion pictures and tv. 


Anthony Azzato resigns as syndica- 
tion sales supervisor, National Telefilm 
Assoc., effective Jan. 31. He will an- 
nounce future plans at that time. 


Joseph Kotler, sales manager, New 
York sales department for Ziv-UA, 
elected vp in charge of N. Y. sales. 
Richard Hamburger, assistant sales 
manager, named sales manager, New 
York syndication sales. 


William Rady, director of manufac- 
turing at Columbia Records Corp., 
named vp— manufacturing. Donald 
Curry, who was assistant manager, radio 
stations services, named manager of 
that department. Michael Berniker 
named associate producer for Epic 
Records. 


Isabelle McCaig appointed manager 
of Montpelier, Vt., bureau of United 
Press International. She formerly was 
manager of Toronto bureau of British 
United Press. C. Robert Woodsum 
named executive to UPI Boston man- 
ager. 


Perry Lafferty signs with Ziv-UA to 
produce The Aquanauts for CBS-TV. 
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He formerly produced Person to Person 
for that network. 


Rolland Brooks, art director of The 
Untouchables at Desilu Productions, 
Hollywood, promoted to supervising 
art director of all Desilu productions. 


Phil Peterson, formerly station man- 
ager of WIST Charlotte, N. C., named 
vp of Community Club Awards Inc., 
Westport, Conn. Mr. Peterson, eastern 
division manager of CCA, will also be 
in charge of firm’s new sales training 
program. 


John Erman, assistant casting direc- 
tor at 20th Century-Fox-TV, promoted 
to casting director, following resigna- 
tion of Robert Walker to join tv pro- 
duction company headed by Bud 
Yorkin and Norman Lear. 


Howard (Hy) Carnow, pressbook edi- 
tor at United Artists Corp., N. Y., 
named assistant advertising manager. 


Bruce Morton appointed European 
general manager of News Associates, 
Washington. He will headquarter in 
London. Herbert M. Brubaker, regional 
editor, becomes night editor with Barry 
Allen joining staff as congressional cor- 
respondent. 


Russell Karp, director of contract 
negotiations for Screen Gems, elected 
secretary of company. Seymour Horo- 
witz and Michael Frankfurt both join 
SG as lawyer negotiators. 


Karl Engemann, formerly associate 
producer, artists & repertoire, at Capitol 
Records, named administrative assistant 
to album director, that division. Paul 
Wyatt succeeds Mr. Engemann. 


Leonard W. Norby, formerly an- 
nouncer at KDON Salinas, and Jack 
R. Hayes, formerly announcer/techni- 
cal supervisor at KLIV San Jose, both 
California, form Audio Recorders Co., 


Oakland. New firm will specialize in 
magnetic tape recording, duplicating, 
disc recording and special broadcasting 
productions. Address: 138 Grand Ave., 
Oakland, Calif. 


EQUIPMENT & ENGINEERING 


L. S. Thees, general commercial 
manager at RCA Electron Tube Div., 
Harrison, N. J., appointed division vp. 
Mr. Thees has been with RCA in vari- 
ous sales executive capacities since 
1930. George Capsis named manager 
of presentations and exhibits. 


H. S. Morris and G. L. Carrington 
Jr. appointed marketing director and 
general sales manager, respectively, for 
Altec Lansing Corp., Anaheim, Calif. 


Bruce L. Birchard appointed head of 
newly established international trade 
department of Hoffman Electronics 
Corp., Los Angeles. 


Vernon G. Price appointed manager 
of filter and R-F component engineer- 
ing at General Electric Co.’s power tube 
plant at Palo Alto, Calif. 


Dr. George Caryotakis appointed 
manager of high power laboratory of 
Eitel-McCullough, San Carlos, Calif. 


INTERNATIONAL 


Bruce Emonson appointed vp of 
TelePromTer of Canada Ltd. He form- 
erly was manager of firm’s many closed 
circuit telecasts and has_ supervised 
sales and service of firm’s electronic 
prompting devices. 


Harold Winsten appointed general 
manager of Screen Gems de Mexico, 
S.A., succeeding John Manson III, who 
resigned. Mr. Winsten has been repre- 
senting Columbia Pictures International 
Corp. in Latin America for past 14 
years. 


Robert P. Gross of Doherty, Clifford, 
Steers and Shenfield, New York, to 
creative director of Meridian Films Ltd., 
Toronto. He will specialize in video 
tape production. 


William Pratt and John Gorman join 
network and national selective sales 
staff of Canadian Broadcasting Corp., 
Toronto. 


Mrs. Kelly Young, CKWX Van- 
couver, B. C., and Cecelia Merrett, 
CHAN-TV Vancouver, named directors 
of Advertising Writers’ Assn. of Van- 
couver. 


DEATHS 


Julian Snyder, 62, vp and account 
executive at Cunningham & Walsh, New 
York, died Jan. 6 in Norwalk, Conn. 
He was executive on Texaco account. 
Formerly he was vp with Erwin Wasey, 
Ruthrauff & Ryan and was in charge 
of its London office for several years. 
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A helping hand from WMCA 


WMCA New York and two transpor- 
tation companies are extending helping 
hands to needy Negro citizens of Hay- 
wood and Fayette Counties in Tennes- 
see. Starting Jan. 5 with the late night 
show of interviewer Barry Gray and 
continuing with daily, hourly announce- 
ments, the station is appealing to lis- 
teners to aid Negroes allegedly under 
economic “boycott” of fellow citizens 
because the former registered to vote in 
last year’s elections. Listeners have re- 
sponded with some 200 tons of food, 
clothing and other supplies, and the 
Schumer Theatrical Transfer Co. and 
United Van Lines have donated a fleet 
of trailers to transport the material 
South. The first truck caravan was to 
leave on Sunday (Jan. 15) after a civic 
sendoff headed by New York Mayor 
Robert Wagner. 


RAB merchandising aids 


Radio Advertising Bureau has dis- 
tributed to members a series of 30 mer- 
chandising ideas developed by national 
and regional radio advertisers. The se- 
ries, presented in the form of a kit, de- 
scribes merchandising activities imple- 
mented by a variety of advertisers. The 
merchandising plans are designed to 
generate enthusiasm for the radio ad- 
vertising among wholesalers, retailers, 
and the advertiser’s own sales force. 


WIP launches big campaign 
The year 1961 belongs to WIP Phila- 


delphia and station officials have de- . 


vised a giant promotion to prove it. 
Operating on 610 ke (or ch. 61, as 
WIP calls it) the station has inaugu- 
rated its campaign, tieing in with the 
new year in a lavish, multi-media 
extravaganza. 

Using heavy newspaper, outdoor and 
public transit advertising to buttress its 
own spots, WIP has set up a 1961 pro- 
motion schedule chock full of contests 
—and winners, 61 each month to be 
exact. Cost for the first month already 
has exceeded $10,000. 

The saturation plan apparently is 
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Network support 


Three networks each gave 
$25,000 to the International Tele- 
vision Festival being sponsored by 
the Academy of Television Arts 
& Sciences in New York and 
Washington next fall (BROADCAST- 
ING, Dec. 19, 1960). Festival 
treasurer Henry S. White (Il), 
vice president-general manager of 
WNTA-TV New York, shows the 
first deposit slip to Tex McCrary 
(seated), chairman of the festival 
committee, and John Walsh, for- 
mer CBS-TV coordinator of spe- 
cial programs who has joined 
ATAS as executive director of 
the festival. Agencies and spon- 
sors, producers and packagers 
will be contacted shortly for con- 
tributions to finance the event. 
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working because WIP in one form or 
another seems to be everywhere in the 
Philadelphia area, station officials re- 
port. Of course WIP endeared itself to 
numerous Philadelphians, prior to kick- 
ing off its °61 theme, by distributing 150 
coveted tickets to the Philadelphia 
Eagles-Green Bay Packers National 
Football Championship game played 
there to winners of a Christmas promo- 
tion. 


WNEW on Broadway 


Instead of awarding 200 listeners 
with tickets to Broadway’s newest hit 
musical, WNEW New York could feel 
sorry that the money had not been used 
to back the show. More than three 
months ago, the station planned a 
“WNEW Theatre Party” during the 
Christmas season for 200 lucky listen- 
ers, whose names were drawn Christmas 
Eve, and three future productions were 
under consideration: “Camelot,” “Wild- 
cat” and “Do Re Mi.” Finally, “Do Re 
Mi” was picked. It opened Dec. 26 to 
the “hottest” reviews of the season, and 
WNEW’’s guests sat in center orchestra 
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in Directing and Producing; 
Acting, Technical Operations; 
TV Film Production; TV An- 
nouncing and The Television 
Personality. Courses offered in 
the University’s own Produc- 
tion Center. Intended for those 
who require more experience 
in the routines of production. 
Beginning courses also 
available. 


Spring Program begins February 6 
Send for Bulletin TV-2 
DIVISION OF GENERAL EDUCATION 


NEW YORK UNIVERSITY 


Washington Square, New York 3, N. Y. 
Telephone SPring 7-3131 








seats at the Dec. 


30 performance. 
WNEW’s promotion stimulated a mas- 
sive mail response—188,822 cards. The 
200 tickets, worth $1,800, were pur- 


chased from “Do Re Mi” producer 
David Merrick, who expressed his ap- 
preciation by inserting program stuffers, 
plugging the contest, in the Playbills of 
his other current Broadway productions. 


Free Inaugural programs 


WQMR Silver Spring, Md. (Wash- 
ington, D. C.) announced last week 
that it will send free of charge (while 
they last) copies of the official program 
of President-elect Kennedy’s Inaugura- 
tion to members of the advertising in- 
dustry. The station, which bills itself 
the radio voice of government people, 
will send the program with its compli- 
ments to advertising personnel who 
send a written request on agency letter- 
head to WQMR’s vp and general man- 
ager Ed Winton. 


Drumbeats... 


Birthday house = KDKA Pittsburgh 
recently celebrated its 40th birthday 
with a two month promotion in which 
more than 50,000 entrants vied for the 
grand prize—a completely furnished 
new home valued at more than $33,000. 
Listeners were required to identify a 
sound charade and write a 25 word 
statement why they would like to live 
in the birthday house. The eight week- 
ly winners received an appliance starter 
set and competed against each other for 
the big prize, won by a local school 
teacher. 


KFWB scholarship = KFWB Los An- 
geles launched its scholarship fund for 
the Boys Club of Hollywood with a 
successful night of entertainment at the 
Hollywood Palladium. Featuring Fa- 
bian, Frankie Avalon, Duane Eddy, 
Johnny Burnett and Jerry Wallace, with 
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program director Jim Hawthorne host- 
ing the activities, station officials were 
overwhelmed by the response and pre- 
dicted future events in conjunction with 
Boys Club scholarship fund. 


Lucky birthday = While Friday the 
13th was causing uneasy moments to 
the superstitious clan, KQV Pittsburgh 
took the occasion to launch a gala on- 
the-air promotion—to celebrate its 
fourth birthday. 


Book service = KSET El Paso, Tex., is 
offering as a public service to its listen- 
ers a Minute Book Review twice daily. 
Prepared and broadcast (via beep sig- 
nals) by an official of the city’s public 
library, the reviews apparently have 
caught on with surprising results. The 
special bookshelf in the library con- 
taining the books reviewed already has 
long waiting lists and many letters have 
been received thanking the station for 
the service. 





STATION AUTHORIZATIONS, APPLICATIONS 


As compiled by BroaDcasTING: Jan. 5 
through Jan. 11. Includes data on new 
stations, changes in existing stations, 
ownership changes, hearing cases, rules 
& standards changes, routine roundup. 


Abbreviations: DA—directional antenna. cp— 
construction permit. ERP—effective radiated 
Clee high Suaeeher, “ankcoetenes. sur-— 
uency. an . aur— 
aural. vis.—visual. kw—kilowatts. w—watts 
ee-encanereaes. D—day. N—night. LS— 
local sunset. od.—modification. trans.— 
transmitter. unl. Lee cnlmited hours. kc—kilo- 
cycles. SCA—su 
authorization. SSA 
sation. Ht —speclfed ho temporary 
tion. SH ns hours. o~educational. 
Ann.—Announ 


New tv stations 
APPLICATION 


Springfield, Ill.—Springfield Telecasting Co. 
Uhf ch. 26 (542-548 mc); ERP 17.38 kw vis., 
9.7 kw aur; ant. height above average terrain 
148 ft., above ground 146 ft. Estimated con- 
struction cost $31,000, first year operating 
cost $72,000, revenue P.O. address 
2515 Kemper, Shaker eights, Ohio. Studio 
and trans. location 3004 S. 4th St., Springfield. 
Geographic coordinates 39° 45’ 37” N. Lat., 
89° 39’ 1” W. Long. Continental Electronics 
714, ant. RCA TFU24DL. Richard Cole, sole 
owner, has interest in KVOR Colorado 


apetnge. Colo. and KTUR Turlock, Calif. 
Ann. Dec. 30, 1960. 


New am stations 


ACTIONS BY FCC 


Fremont, Mich.—Rev. Stuart P. Noordyk. 
Granted 1550 ke, 1 kw D. P.O. address East 
State Rd., Box 361, Grant, Mich. Estimated 
construction cost $11,925, first year operating 
cost $20,000, revenue $30,000. Rev. Noordyk 
is organist for radio bible class. Ann. Jan. 11. 

Charlotte Amalie, Virgin Islands—Island 
Bestg. Corp. Granted 1000 kc, 1 kw U. P. 
address c/o Sanford J. Leeds, 190 Scranton 
Ave., Lynbrook, Long Island, N.Y. Esti- 
mated construction cost $28,267, first year 
operating cost $34,500, revenue $52,000. Own- 
ers are Robert Moss and Robert E. Noble Jr. 
(each 50%). Mr. Moss was in supervision and 
production of radio program; Mr. Noble is 
sales manager of WABC New York. Ann. 
Jan. 11 


APPLICATIONS 


Centre, Ala.—Radio Centre. 1560 kc, 1 kw 
D. P.O. address c/o Fleeman Boney, Sturdi- 
vant & Marin St., Summervile, Ga. Estimated 
construction cost $24,714, first year operating 
cost $28,000, revenue $34,000. Fleeman H. 
Boney, sole owner, is attorney. Ann. Jan. 5. 

Valparaiso, Ind.—Porter Count Bestg. Co. 
1500 ke, 250 kw D. P.O. address Rural Route 
1, Box 134, Chesterton, Ind. Estimated con- 
struction cost $28,175, first year operating 
cost $60,000, revenue $75,000. Principals in- 
clude Leonard J. Ellis and Bernice A. Ellis, 


EDWIN TORNBERG 
& COMPANY, INC. 


NEGOTIATORS FOR THE PURCHASE AND 
SALE OF RADIO AND TELEVISION STATIONS 


EVALUATIONS 
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as equal parners. Mr. Ellis is employe of 
WWCA Gary, Ind. Mrs. Ellis is partner in 
live show promotion company with husband. 
Ann. Dec. 2, 1960. 
Paynesville, Minn.—Paynesville Bestg. Co. 
1300 kc, 500 kw D. P.O. address Paynesville, 
Minn. Estimated construction cost $12,500, 
first year operating cost $21,000, revenue 
$41,000. R. Earle LeMasurier, sole owner, 
owns newspaper. Ann. Dec. 30, 1960 
Holly Hill, S. C.—Palmetto Communica- 
tions Corp. 1440 kc, 1 kw D. P.O. address 
Box 61, Holly Hill. Estimated construction 
cost $14,000, first year operating cost $18,848, 
revenue $31,200. Principals include Pascal M. 
Eargle, 50%, Doris S. Rickenbacker, 40%, 
William H. "Vandiver, 10%. Mr. Eargle is 
employe of insurance company. Miss Ricken- 
backer is teacher. Mr. Vandiver is employe 
of WOIC Columbia, S.C. Ann. Jan. 5 


Existing am station 


APPLICATION 
WGAA Ceuartown, Ga.—Cp to increase 
daytime power from 250 w to 1 kw and in- 
stall new trans. (1340kc). Ann. Jan. 6. 


New fm station 


ACTION BY FCC 


Darien, Conn.—Independent Broadcasting 
Co. Granted 94.3 mc, 0.72 kw. P.O. address 
Box 1. Estimated construction cost $14,299, 
first year operating cost $20,000, revenue 
$25,000. Owners are Guilford E. Morrell, 
Consolidated Diesel technician, Stamford; 
Walter F. Ranchinsky, WNHC New Haven 
engineer (both 28%); Daniel V. Salvatore, 
Consolidated Diesel test engineer (16%); 
Grace Peters, American Cyanamid chemist 
(24%), and Richard N. Ross, WNYC New 
York engineer (4%). Ann. Jan. 11. 


APPLICATION 
Franklin, Tenn.—Robert E. Sewell and 
William C. Montgomery. 100.1 mc, .980 kw. 
Ant. height above average terrain 20.6 ft. 
P.O. address c/o Mr. Sewell, 239 Jennings 
St., Franklin, Tenn. Estimated construction 
cost $6,200, first year operating cost $5,000, 
revenue $7,000. Principals include Messrs. 
Sewell and Montgomery as equal partners. 
Mr. Sewell owns electrical appliances com- 
pany. Mr. Montgomery is engineer for 

WSsM Nashville. nn. Jan. 5. 


Existing fm station 


APPLICATION 

KBIQ (FM) Los Angeles, Calif.—Mod. of 
license to change main studio and station 
location from Los Angeles, Calif. to Avalon, 
Calif. Ann. Jan. 9. 

WFAH-FM Alliance, Ohio—Cp to chan 
frequency from 107.1 meg, ch. 269 to 92.5 
meg ch. 223, increase ERP from 1 kw to 
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SUMMARY OF COMMERCIAL BROADCASTING | 
Compiled by BROADCASTING Jan. 12 


ON AIR 
Lic. Cps. 
AM 3,519 40 
FM 758 67 
TV 480 16? 


OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING Jan. 12 


VHF 
Commercial 453 
Non-commercial 38 


COMMERCIAL STATION BOXSCORE 
Compiled by FCC Nov. 30 


Licensed (all on air) 

CPs on air (new stations) 

Cps not on air (new stations) 

Total authorized stations 

Applications for new stations (not in hearing) 
Applications for new stations (in hearing) 
Total applications for new stations 
Applications for major changes (not in hearing) 
Applications for major changes (in hearing) 
Total applications for major changes 
Licenses deleted 

Cps deleted 


1There are, in addition, nine tv stations which are no longer on the air, but retain their 


licenses. 


*There are, in addition, 35 tv cp-holders which were on the air at one time but are no 


longer in operation. 





cP TOTAL APPLICATIONS 
Not on air For new stations 
123 845 
205 107 
111 102 
UHF TV 
78 531 
14 52 
AM FM 
3,509 748 478° 
29 53 18? 
112 211 111 
3,650 1,012 661 
62 61 29 
77 31 65 
798 92 94 
554 49 32 
270 7 19 
824 56 51 
1 0 
0 2 2 











28.4 kw, change ant. height above average 
terrain from 160 feet to 140 feet, install new 
trans. and make changes in ant. system. 
Ann. Jan. 4. 


Ownership changes 


ACTIONS BY FCC 


KSFM (FM) Sacramento, Calif.—Granted 
assignment of license and SCA from Fred D. 
White and Robert E. Stofan to KSFM Inc. 
(Stofan, president); stock transaction. Ann. 
Jan. 11. 

WEKY Richmond, Ky.—Granted assign- 
ment of license to Tinker Inc. (J. Francke 
Fox, president, has interest in WHLN Harlan, 
Ky., and WFCT Fountain City, Tenn.); con- 
sideration approximately $136,000. Ann. Jan. 
11 


WEBC Duluth, Minn.—Granted assignment 
of licenses to WMT-TV Inc. (WMT-TV Cedar 
Rapids, Iowa; American Bestg. Station Inc., 
60% stockholder, is licensee of WMT Cedar 
Rapids, and KWMT Fort Dodge, Iowa); con- 
sideration $400,000 and in addition assignee 
will pay George Clinton, sole stockholder of 
assignor, $10,000 per year for 5 years for 
consulting and advisory services. Ann. Jan. 
11 


KLAD Klamath Falls, Ore.—Granted as- 
signment of license from Myer Feldman 
et al. to Ogden Knapp; consideration $175,000 
and agreement not to compete in Klamath 
Falls area for five years. Ann. Jan. 11. 

WESN North Augusta, S. C.—Granted (1) 
renewal of license and (2) assignment of 
license from Shelton J. Rimer and Ted R. 
Woodard to company of same name (Rimer, 
president) ; no monetary consideration—part- 
nership incorporated. Ann. Jan. 11. 

KWBA Baytown, Tex.—Granted transfer 
of control from Bob H. and N. J. Walker and 
Winfred H. Hamilton to Cloyed O. Kendrick, 
David R. Worley and Hugh DeWitt Landis; 
consideration $190,000. Kendrick and Landis 
own KENN Farmington, and KYVA Gallup, 
N.M., and Landis also has interest in KFBR- 
TV Farmington; Worley has majority in- 
terest in KLEA Lovington, N.M., and KSEL 
Lubbock, Tex. Ann. Jan. 11. 

KBLT Big Lake, Tex.—Granted assignment 
of license from Don Renault to Brown Mor- 
ris (interest in KTEN [TV] and KADA, Ada, 
and KWSH, Wewoka, all Oklahoma); con- 
Sideration $27,100. Ann. Jan. 11. 

KONP Port Angeles, Wash.—Granted ac- 
quisition of positive control of Port Angeles 
Evening News, parent corporation, by C. N. 
Webster (now 47% owner) through purchase 
of additional 53% interest from Mae 
Duckering .and Dorothy W. Wenner; con- 
sideration $236,394. Ann. Jan. 11. 
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APPLICATIONS 


WJHO Opelika, Ala.—Seeks involuntary 
transfer of control of Opelika-Auburn Bestg. 
Co. from Yetta G. Samford, deceased, to 
Mary D. Samford, executrix of estate of 
Yetta G. Samford. Holdings of C. S. Shealy, 
Aileen Samford, and Miles H. Ferguson, 
22.5% each, and John E, Smollen, 10%, re- 
main same. Ann. Jan. 4. 

KUPD-AM-FM Tempe, Ariz.—Seeks trans- 
fer of control of Tri-State Bcestg. Co. John 
L. Breece will transfer 3315% to William H. 
Clifford and Jack F. Grimm, equal partners 
(presently own 3313% each), for $10,000 plus 
promissory note for $12,500. Ann. Jan. 5. 

KTCN Berryville, Ark.—Seeks transfer of 
control of Ozark Radio & Equipment Co. E. 
Louise Lymbery will sell 3315% to A. W. 
& Dot Adams, for $15,000. Holdings of Ernest 
M. and Letajo Howard, 50.33%, and Walter 
M. and Mary R. Fuller, 16.33%, remain same. 
At same time they seek to change Ozark 
Radio & Equipment from partnership to 
corporate form of business. Ann. Jan. 5. 

_KPSR-FM Palm Springs, Calif.—Seeks as- 
signment of license from K. P. S. R. Inc. to 
E. Edward Jacobson, sole owner, for $14,000. 
Mr. Jacobson is licensee of KJLM (FM) San 
Diego and KGLA (FM) Los Angeles, both 
California, and is permittee of KEBJ (FM) 
Phoenix, and KTAP (FM) Tucson, both 
Arizona. Ann. Jan. 3. 

KHOE Truckee, Calif—Seeks assignment 
of cp from Joseph W. Rupley and Robert 
Sherman d/b as Truckee Bestg. to Robert 
Sherman, sole owner. Mr. Rupley, 50%, has 
arranged to dispose of his interest through 
sign-off arrangement with Mr. Sherman. 
Ann, Jan. 6. 

KICN Denver, Colo.—Seeks assignment li- 
cense from Empire Broadcasting Inc. to 
Central States Bestg. Inc., in merger of two 
commonly owned companies (Don. W. Bur- 
den). Central States is licensee of KOIL-AM- 
FM Omaha, Neb. Ann. Jan. 4 

WESH-TV Daytona Beach, Fla.—Seeks 
transfer of control of Telrad Inc. John H. 
Perry Jr. (presently owns 50%) will pur- 
chase .1% from Farwell W. Perry (presently 
owns 50%) for $5,400 to give him 50.1% con- 
trolling interest of companies which control 
Telrad Inc. Ann. Jan. 4. 

WORT New Smyrna Beach, Fla.—Seeks 
transfer of control of Radio New Smyrna 
Inc. John C. Dent and Robert E. Wasdon, 
equal partners, will transfer 50% interest to 
Edward I. Cutler and Leon C. Hall, to give 
each 25% interest, for $500. Mr. Cutler is 
connected with Zephyr Bestg. Corp. Mr. 
Hall is president of savings and loan com- 
pany. Ann. Jan. 5. 
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A favorite is back ! 
— in the improved BK-11A 


VELOCITY 
MICROPHONE 
only $4,250 


All the advantages of the 
famous 44BX and Junior 
Velocity Microphones are 
here combined with the lat- 
est developments in ribbon 
microphone design for full 
fidelity performance. Wide- 
range frequency response 
makes it ideal for music 
pickup. Bidirectional figure- 
eight pattern permits plac- 
ing of performers on both | 
sides of the microphone. 


Order your BK-11A now! 
Write to RCA, Dept. PC-22, 
Building 15-1 Camden, N, J. 
Whatever your broadcast 
equipment needs, see RCA 
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WXLI Dublin, Ga.—Seeks assignment of 
license from Radio South Inc. to Laurens 
County Bestg. Co. for $85,000. Principals in- 
clude Herbert I. Conner, 52%, C. Theodore 
Kirby and Howard C. Gilreath, 24% each. 
Dr. Conner is physician. Messrs. Gilreath 
and Kirby are employes of WVOP Vidalia, 
Ga. Ann. Jan. 5. 

KPOI-AM-FM Honolulu, Hawaii—Seeks 
transfer of control of KPOI Bestg. Co. 
Thomas F. Hollinger (49%) is selling 25% 
interest, and Herbert C. Fearhead (51%) is 
selling 26% interest to Colgreene Bestg. Co., 
51%, for $83,750 a piece. Mr. Hollinger will 
retain 24%, and Mr. Fearhead will retain 
25% of KPOE Bestg. Co. Colgreene Bestg. 
Co. is owned by Orin Lehman, 70%, and 
Albert Heit, 30%, and is licensee of WHUC 
Hudson, N. Y. Ann. Jan. 4. 

KBTN Neosho, Mo.—Seeks assignment of 
license from Galen O. Gilbert & W. R. 
Bentley as Radio Station KBTN to 
KBTN Inc. Change from partnership to 
corporate form of business with no financial 
consideration involved. Ann. Jan. 9. 

KMBY Billings, Mont.—Seeks transfer of 
control of Billings Bestg. Co. Weymouth D. 
Symmes is selling 5% interest to Mrs. Gene- 
vieve Nelson for $5,900. All other holdings 
remain the same. Ann. Jan. 9. 

WMVB Millville, N. J.—Seeks transfer of 
control of Union Lake Bestrs. Inc. Frances 
Sharp, executrix of estate of Frank S. Sharp, 
is selling 5% total interest, for $4,381, to 
Fred M. Woo4, 52.63% (presently owns 50%), 
Dorothy HB. Carlson, Wilfred Lockey, 
Michae! A. Buglio, and Harry J. Daly, 10.53% 
each (presently owns 10% each), and Muriel 
Buglio, 5.25% (presently owns 5%). Ann. Jan. 


KLTR Blackwell, Okla.—Seeks transfer of 
control of Star Bestg. Co. Dr. Forrest G. 
Conley will sell 50.7% total interest to Robert 
F. Pool Ill, 96.3% (presently owns 45.6%), 
for $12,500. Holdings of Karl B. Dwawatsky, 
1.6%, Charles W. Hobbs, 16%. and K. D. 
Sole 33%, remain same. Ann. Jan. 4. 

KYES Roseburg, Ore.—Seeks transfer of 
control of Douglas Bestrs. Inc. Transfer of 
80% interest from Bernard C. Davis, E. J. 
Whipple, and Jim 8S. Whipple, 17% each, 
H. G. Horn, 9%, and E. Leroy Hiatt, 20% 
(presently owns 40%) to Elliott Motschen- 
bacher, 66%, and George W. Neuner, 14%, for 
$52,790. Mr. Hiatt, will retain 20% interest. 
Mr. Motschenbacher is employe of KYES. 





Mr. Neuner is attorney. Ann. Jan. 5. 

WESN North Augusta, 8.C.—Seeks transfer 
of control of North Augusta Bestg. Co. Shel- 
ton J. and Dorothy K. Rimer will sell 84% 
total interest to Frances B. Bennett for 
$40,000. Frances Bennett owns investment 
company. Ann. Jan. 9. 

WNTT Tazewell, Tenn.—Seeks assignment 
of license from Hubert Turner, Floyd Tur- 
ner and Calvin Smith d/b as Clairborne 
Bestg. Co. to Hubert Turner and Floyd Tur- 
ner d/b as Clairborne Bestg. Co. Assignment 
involves transfer of 33143%, from Calvin 
Smith to Hubert Turner, 6635% (presently 
owns 3313%) for $10,600. Holdings of Floyd 
Turner, 3313% remain same. Ann, Jan. 5. 


Hearing cases 


FINAL DECISIONS 


= By memorandum opinion and order, 
commission granted petition for reconsid- 
eration by Radio Americana Inc., accepted 
pleading in conflict with sec. 1.51 of rules, 
severed from consolidated proceeding in 
dockets 13225 et al., and granted its appli- 
cation for new am station to operate on 
940 ke, 1 kw, D, DA, in Baltimore, Md., 
conditioned to accepting any objectionable 
interference which may be caused to its 
operations as result of the grant of one or 
more of applications of Seven Locks Bestg. 
Co., Potomac-Cabin John, Md., Tidewater 
Bestg. Co., Smithfield, Va., and Tenth Dis- 
trict Bestg. Co., McLean, Va.; granted peti- 
tion by Rossmoyne Corp. to dismiss its ap- 
plication for new am station in Lebanon, 
Pa. Chmn. Ford dissented with statement 
in which Comr. Bartley joined; Comr. Hyde 
dissented. Ann. Jan. 4. 

s By memorandum opinion and order, 
commission granted petition by Rev. Stuart 
P. Noordyk, severed from consolidated pro- 
ceeding in dockets 12798 et al., and granted 
his application for new am station to op- 
erate on 1550 kc, 1 kw, D, in Fremont, Mich. 
Ann. Jan. 11. 

s Commission has type-accepted vhf tv 
translator equipment manufactured by Elec- 
tronics Missiles and Communications Inc., 
262 East Third Street, Mt. Vernon, N.Y. 
Identified as type no. HRV, equipment is 
usable on all vhf chs. (2 through 13) with 
1 w. maximum transmitter power output. 
Ann. Jan. 11. 





Now 9 of the nation’s top markets choose 






For the completeFM package it’s GATES. 


Transmitter 


Chicago Los Angeles 
Detroit San Francisco 
Houston Seattle 
Buffalo Portland 

New York 


The newest of the GATES FM 

Transmitters, the FM-10A, is 

already field tested. Outstand- 

ing features include: 

@ One long-life 6166 tube as 
final amplifier 

© Response to 15,000 cycles 

© Built-in single or dual mul- 
tiplexing optional 

© Completely self-contained 

e Built-in power transformer 

All FM-10A’s are factory tested 

to your operating frequency. 


GATES GATES RADIO COMPANY Quincy, ILtinois 





Subsidiary of Harris-Intertype Corporation 
Offices in: HOUSTON, WASHINGTON, D.C. 
Export Sales: ROCKE INTERNATIONAL CO., 13 EAST 40th STREET, NEW YORK CITY 


In Canada: CANADIAN MARCONI COMPANY 
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s By memorandum opinion and order, 
commission granted petition by Sierra Bestg. 
Co., severed from consolidated proceeding 
in dockets 12651 et al., and granted applica- 
tion to increase daytime power of KBET 
Reno, Nev., from 250 w to 1 kw, continued 
operation on 1340 kc, 250 w-N, conditioned 
to accepting such interference as may be 
imposed by other existing class IV stations 
in event they are subsequently authorized 
to increase power to 1 kw, and also to ac- 
cept such interference as may be imposed 
by station proposed by James E. Walley or 
Sanval Bestgs., Oroville, Calif. Ann. Jan. 11, 

s By memorandum opinion and order, 
commission granted joint petition for re- 
consideration by North Georgia Radio Inc. 
(WBLJ) Dalton, Ga., Woofum Inc. (WFOM) 
Marietta, Ga., and Regional Bestg. Corp. 
(WMMT) McMinnville, Tenn., and granted 
their applications to increase daytime power 
from 250 w to 1 kw, continued operation on 
1230 ke, 250 w-N, each conditioned to ac- 
cepting such interference as may be im- 
posed on its operations by other existing 
class IV stations in event they are subse- 
quently ‘authorized to increase power to 
1 kw; terminated proceedings in dockets 
13660-2; BP-12590, 12617, 13404. Ann. Jan. 11. 

a By decision, commission modified Oct. 
11, 1960 initial decision and (1) granted ap- 
plication of Independent Bestg. Co., for new 
class A fm station to operate on 95.9 me, 
ERP 720 w, ant. height 160 ft., in Darien, 
Conn., and (2) denied application of High 
Fidelitv Music Co. for similar facility with 
ERP 740 w and ant. height 256 ft. in Port 
Jefferson, N.Y.; also disposed of related 
pleadings as indicated in decision. Comr. 
Lee concurred in result, with statement. 
Ann. Jan. 11. 

a By decision, commission granted appli- 
cation of Island Teleradio Service Inc., for 
new am station to operate on 1000 ke, 1 kw, 
unl., in Charlotte Amalie, St. Thomas, V.I., 
and denied application of WPRA Inc., to 
move facilities of WPRA (990 kc) from 
Mayaguez, P. R., to Guynabo, P. R., and 
change from 10 kw, DA-1, unl., to 1 kw-N, 
10 kw-LS. Chmn. Ford net participating. 
February 26, 1960 initial decision looked 
toward this action. Ann. Jan. 11 

s By memorandum opinion and order, 
commission granted petition by Richard F. 
Lewis Jr. Inc. of Winchester, severed from 
consolidated proceeding in dockets 12676 
et al., and granted its application to increase 
daytime power of WINC Winchester, Va., 
from 259 w to 1 kw, continued operation on 
1400 kc, 250 w-N, conditioned to accepting 
such interference as may be imposed by 
other existing class IV stations in event 
they are subsequently authorized to increase 
power to 1 kw. Ann. Jan. 11 

ws Commission granted request for waiver 
of sec. 4.603 of rules by Salinas Valley Bestg. 
Corp. (KSBW-FM TV), Salinas, Calif., to 
permit diplexing fm programs from its 
studio to fm trans. on tv studio-link sta- 
tion KMT-27, for period ending Dec. 1, 
1962, conditioned that addition of second 
subcarrier has no degrading effect with re- 
wor to tv video and sound channels. Ann. 

an. 

a Commission granted request for waiver 
of sec. 4.603 of rules to enable Travelers 
Bestg. Service Corp. (WTIC AM-FM TV), 
Hartford, Conn., to multiplex am programs, 
in event of telephone circuit failure, from 
tv and am studio to am trans. on tv 
studio-link station KCG-26, for period end- 
ing April 1, 1963, conditioned that addition 
of second subcarrier has no degrading effect 
with respect to tv video and sound channels. 
Ann. Jan. 11 


OTHER ACTION 


s By order, commission extended from 
February 1 to April 1 period in which tele- 
vision vhf repeaters (boosters), which were 
constructed before July 1, 1960 and author- 
ized to continue operation temporarily, to 
apply for conversion to conform to new 
low-power vhf translator rules. This 
being done because of present limited avail- 
ability of type accepted vhf translator equip- 
ment. Ann. Jan. 11. 


Routine roundup 


ACTIONS ON MOTIONS 
By Commissioner T. A. M. Craven 


s Granted petition by Broadcast Bureau 
and extended to Jan. 18 time to file excep- 
tions and to Jan. 30 for replies in proceed- 
ing on application for relinquishment of 
positive control of WJPB-TV Inc., permittee 
of WJPB-TV, ch. 5, Weston, W.Va., by J. P. 
Beacom through sale of stock to Thomas P. 
Johnson and George W. Eby. Action Jan. 6. 

sa Granted petition by Broadcast Bureau 
and extended to Jan. 5 time -to .respond to 
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PROFESSIONAL CARDS 





JANSKY & BAILEY INC. 
Offices and Laboratories 
1339 Wisconsin Ave., N. W. 
Washington, D. C. FEderal 3-4800 


Member AFCCE 





JAMES C. McNARY 
Consulting Engineer 
National Press Bldg., 

Wash. 4, D. C. 

Telephone District 7-1205 

Member AFCCE 


—Established 1926— 
PAUL GODLEY CO. 


Upper Montclair, N. J. 
Pilgrim 6-3000 
Laboratories, Great Notch, N. J. 
Member AFCCE 





GEORGE C. DAVIS 


CONSULTING ENGINEERS 
RADIO G TELEVISION 


527 Munsey Bidg. 
STerling 3-0111 
Washington 4, D. C. 


Member AFCCE 











Commercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 


INTERNATIONAL BLDG. 
DI. 7-1319 


WASHINGTON, D. C. 


P.O. as 7037 eg 5302 
NSAS CITY, MO. 


prcoteih AFOCCE 


A. D. Ring & Associates 


30 Years’ Experience in Radio 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFCCE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 


930 Warner Bidg. National 8-7757 
Washington 4, D. C. 


Member AFCCE 

















RUSSELL P. MAY 


711 14th St., N.W. c+ Bidg. 
Washington S, 
REpublic 7- Bath 


Member AFCCE 


L. H. Carr & Associates 
Consulting 
Radio G Television 
Engineers 
Washington 6, D. C. Fort Evans 
1000 Conn. Ave. Leesburg, Va. 
Member AFCCE 





Lohnes & Culver 
Munsey Building District 7-8215 
Washington 4, D. C. 
Member AFOCE 











KEAR & KENNEDY 

1302 18th St., N.W. Hudson 3-9000 

WASHINGTON 6, D. C. 
Member AFCCE 














GUY C. HUTCHESON 


P.O. Box 32 CRestview 4-8721 
1100 W. Abram 


ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 
1405 G St., N.W. 
Republic 7-6646 
Washington 5, D. C. 


Member AFCCE 


A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 


INWOOD POST OFFICE 


DALLAS 9, TEXAS 
Fleetwood 7-8447 


Member AFCCE 











LYNNE C. SMEBY 
CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
OLiver 2-8520 


GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
Commmatantions-tiettesmet 

1610 Eye St., 
Washington, D: C. 
Executive 3-1230 Executive 3-5851 
Member AFOCE 








WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 
Associates 
George M. Sklom, Robert A. Jones 
19 E. Quincy St. Hickory 7-2401 


Riverside, III. 
(A Chicago suburb) 





HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, California 
Diamond 2-5208 








JOHN B. HEFFELFINGER 
8401 Cherry St. Hiland 4-7010 


KANSAS CITY, MISSOURI 


JULES COHEN 
Consulting Electronic Engineer 
617 Albee Bidg. Executive 3-4616 


1426 G St., N.W. 
Washington 5, D. C. 


Member AFCCE 











CARL E. SMITH 
CONSULTING RADIO ENGINEERS 


8206 Snowville Road 
Cleveland 41, Ohio 


Tel. JAckson 6-4386 
Member AFCCE 


J. G. ROUNTREE 
CONSULTING ENGINEER 


P.O. Box 9044 
Austin 17, Texas 
GLendale 2-3073 








VIR N. JAMES 


SPECIALTY 
DIRECTIONAL ANTENNAS 


232 S. Jasmine St. DExter 3-5562 
Denver 22, Colorado 


JOHN H. MULLANEY 
Consulting Radio Engineers 


2000 P St., N. W. 
Washington 6, D. C. 


Columbia 5-4666 
Member AFCCE 








A. E. Towne Assocs., Inc. 
TELEVISION and RADIO 
ENGINEERING CONSULTANTS 
420 Taylor St. 

San Francisco 2, Calif. 

PR. 5-3100 

















PETE JOHNSON 
Consulting am-fm-tv Engineers 
Applications—Field Engineering 

Suite 601 
Charleston, W.Va. Dickens 2-6281 


Kanawha Hotel Bidg. 





MERL SAXON 
CONSULTING RADIO ENGINEER 


622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NEptune 4-9558 


NUGENT SHARP 
Consulting Radio Engineer 


809-11 Warner Building 
Washington 4, D. C. 
District 7-4443 


Member AFCCE 

















Service Directory 











M. R. KARIG & ASSOCS. 
BROADCAST CONSULTANTS 
Engineering Applications 
Management Programming 


Sales 
P. O. Box 248 
Saratoga Springs, N. Y. 
Saratoga Springs 4300 


JOHN H. BATTISON 
AND ASSOCIATES 
Consulting Engineers 
Specializing in AM power 
increases—FM-TV 
1917 1 St., N.W. 
Washington 6, D. C. 
FEderal 3-8313 








MENTS 


COMMERCIAL. RADIO 
MONITORING CO. 
103 S. Market a “a 
Lee’s Summit, Mo. 
Phone Kansas City, Laclede 4-3777 


PRECISION ory} gaa 
ME ASUR 











CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 
SPECIALISTS FOR AM-FM-TV 


445 Concord Ave., 
Cambridge 38, Mass. 


Phone TRowbridge 6-2810 


PAUL DEAN FORD 
Broadcast Engineering Consultant 
4341 South 8th Street 
Terre Haute, Indiana 
Wabash 2643 














SPOT YOUR FIRM’S NAME HERE 


To Be Seen by 85,000* Readers 
—among them, the decision-mak- 
ing station owners and manag- 
ers, chief engineers and techni- 
cians—applicants for am, fm, tv 
and facsimile facilities... 

*ARB Continuing Readership Study 
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neg by West Bend Bestg. Co. (WBKV) 
Bend, Wis., for reconsideration and 
grant without hearing of its am application; 
application is consolidated for hearing with 
dockets 13014 et al. Action Jan. 6. 
sw Granted petition by Associated Enter- 


rises, Brockton, Mass., and extended to 
an. 20 time to respond. to petition by En- 
terprise Publishing Co. (WBET) Brockton, 
for reconsideration of Nov. 22 grant to As- 
sociated for new am station to operate on 
_ ra 1 kw, DA, D, in Brockton. Action 
an. 6. 


By Chief Hearing Examiner 
James D. Cunningham 


s Denied joint petition by Nansemond 
Broadcasters, Suffolk, Va., and D. D. Cam- 
eron, Portsmouth, Va., insofar as it requested 
chief hearing examiner to act on request 
for leave to amend Cameron application 
for new am station, dismissal of Nansemond 
application, and grant of Cameron amended 

—: ruled that jurisdiction of no 
P ase of petition presently rests with chief 

earing examiner, but rather with vee 
hearing examiner pursuant to sec. 1.363(b 
of rules. Action Dec. 29. 

a Granted petition by Broadcast Bureau 
and extended from Dec. 30 1960, to Jan. 6, 
1961, date to file proposed findings, and on 
own motion, extended from Jan. 10 to Jan. 
16 for replies in PPR Kerb on tv translator 
applications a R. Karban, Rhinelander, 
Wis. Action Dec. 30. 

s Granted joint petition by Redwood City 
Bestg. Co., Palo Alto, Calif.. and Golden 
Gate Bestg. Corp. (KSAN) San Francisco, 
Calif., for approval of agreement for with- 
drawal of Redwood City application, and 
granted petition by Redwood City to extent 
that it involves dismissal of its application; 
dismissed application with prejudice; appli- 
cation was consolidated for hearing with 
dockets 13649 et al. Action Dec. 30. 

s Granted petition by Metropolitan Tv Co. 
(KOA) Denver, Colo., for leave to intervene 
in proceeding on four applications for use 


of oaeney 860 kc, daytime hours only 
(Bernalillo Broadcasting Co., Albuquerque, 
N.M., et al.). Action Jan. 3. 


s Dismissed document entitled “Reply to 
Op tion” by Redwood City Bestg. Co., 

o Alto, Calif., in proceeding on its am 
application, et al. Action Jan. 4. 

s Extended from Jan. 4 to Jan. 16 time to 
file additional material in connection with 
“Joint Petition for Approval of Agreement,” 

by Interurban Bestg. Corp. and Laurel 
. Co., Laurel, Md., in proceeding on 
their am applications, et al. Action Jan. 4. 

a Upon request by Northeast Radio Inc. 
(WCAP) Lowell, Mass.. extended to Jan. 6 
date to file reply findings and conclusions 
Lm punning on its am application. Action 

an. 4. 
a Upon consideration of notice by Broad- 
a Bureau of withdrawal of its petition of 

Dec. for extension of time to file pro- 
—- findings in Lake Charles-Lafayette, 

tv ch. £ prescodine. dismissed petition. 

a Schedul following applications for 
hearings on dates shown: Feb. 20: Waco 
Corp. (WACO-FM) Waco, Tex.; March 28: 
Applications of Broomfield Non-Profit Tv 
Assn., for temporary authority to operate 
vhf tv broadcast reveater stations in 
Bloomfield, N.M. Action Jan. 6. 


By Hearing Examiner Basil P. Cooper 


= Granted petition by Broadcast Bureau 
and continued Jan. 9 prehearing conference 
Jan. 26 and Jan. 26 evidentiary hearing 


(0 Payment attached 





to date to be announced at conclusion of 
prehearing conference in proceeding on ap- 
i of — Theatres of Georgia 

and Columbus Bestg. Co., 
(WRBL-TV) ae Ga. Action Jan. 5. 


By Hearing Examiner Walther W. Guenther 


a Granted joint request of counsel for 
protestant and applicant, and postponed 
indefinitely date for exchange of protes- 
tant’s exhibits presently scheduled for Jan. 
3, and date for notification of witnesses de- 
sired for cross-examination presently sched- 
uled for Jan. 9 in proceeding on applications 
of New England Microwave Corp. for new 
fixed video radio stations in Richmond and 
— Adams, both Massachusetts. Action 

an. 3. 

s On own motion, scheduled Feb. 1 for 
exchange of exhibits, as informally agreed 
upon by parties, and hearing for Feb. 23 in 
proceeding on application of Central Wis- 
consin Tv Inc., for new tv station to operate 
on ch. 9 in Wausau, Wis. Action Jan. 4. 


By Hearing Examiner Annie Neal Huntting 

a Granted petition by Northwest Bestg. 
Co., Fort Dodge, Iowa, and postponed vari- 
ous procedural steps in proceeding on its 
am avvlication, et al; continued hearing 
from Feb. 15 to March 15. Action Jan. 3. 

a Granted motion by Kay Kis Corp., and 
extended from Jan. 4 to Jan. 13 date to file 
reply findings in proceeding on application 
of Service Bestg. Co., for am facilities in 
Concord, Calif. Action Jan. 4. 


By Commissioner Rosel H. Hyde 


s Granted petition by Broadcast Bureau 
and extended to Jan. 5 time to respond to 
joint petition by Martinsburg Becstg. Co. 
( ™M) Martinsburg, W.Va., and Connells- 
ville Bestg. Inc. (WCVI) Connellsville, Pa., 
for severance from proceeding on am ap- 
plications of Charlottesville Bestg. Corp. 
(WJMA) Orange, Va., et al. Action Dec. 29. 


By Hearing Examiner H. Gifford Irion 

s On own motion, continved prehearing 
conference from Jan. 20 to Jan. 24 in pro- 
ceeding on applications of Queen City Bestg. 
Co. and Val Verde Bestg. Co., for am facili- 
ties in Del Rio, Tex. Action Jan. 4. 


By Hearing Examiner David I. Kraushaar 


s Scheduled prehearing conference for 
Jan. 23 in proceeding on am applications of 
Spencer Bestg. Co., Spencer, W.Va., et al. 
Action Jan. 3 


By Hearing Examiner Jay A. Kyle 


a On own motion, scheduled prehearing 
conference for Jan. 17 in proceeding on 
application of Sawnee Bestg. Co., for new 
am station in Cumming, Ga. Action Jan. 6. 

a Granted request by Concert Network 
Inc., and extended to Jan. 23 time to file 
replies, if any, in proceeding on its avovli- 
cation and that of WBUD Inc., for facilities 
in Trenton, N.J. Action Jan. 6. 

a On own motion, scheduled prehearing 
conference for Jan. 16 in proceeding on 
am applications of Capitol Bestg. Corp., 
( L) Concord, N.H., et al. Action Jan. 6. 
By Hearing Examiner Forest L. McClenning 

a Scheduled prehearing conference for 
Jan. 13 in proceeding on applications of 
Eugene Bestgs. and W. Gordon Allen for 
am facilities in Eugene, Ore. Action Jan. 5. 

s On motion, continued Jan. 18 hearing 
to date to be subsequently specified in mat- 
ter of revocation of license of KWK Radio 


PX SSS SSS SSS SG SSK SSS STFS SSS SSS Sees eee 


ll 4 BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 
1735 DeSales St., N. W. Washington 6, D. C. 


NEW SUBSCRIPTION ORDER 

Please start my subscription immediately for— 
; CO 52 weekly issues of BROADCASTING 
(0 52 weekly issues and Yearbook Number 11.00 


$ 7.00 


© Please Bill 
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* Occupation Required 





company name 





address 





city 
Send to home add 





zone state 
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Inc. for KWK St. Louis, Mo., pending dis- 
position of respondent’s request for bill of 
particulars. Action Jan. 6 


By Hearing Examiner Herbert Sharfman 


= Changed time of Jan. 13 prehearing 
conference from 10 a.m., to 2 p.m., in pro- 
—— applications of Arthur A. Deters 
and College Radio for am facilities in Green- 
field and Amherst, both Massachusetts. Ac- 
tion Dec. 30. 

a Treated “letter-amendment” by appli- 
cant Paul F. Braden and Radio Station 
WPAY Inc., as petition, and granted same 
for leave to amend application of Paul F. 
Braden (WPAY) Portsmouth, Ohio, to sub- 
stitute Radio Station WPAY Inc. for Paul 

. Braden as applicant in docket 13845, 
Action Jan. 4 


By Hearing Examiner Elizabeth C. Smith 


a Granted petition by Earl McKinley Tra- 
bue for leave to amend his application for 
new am station in Myrtle Creek, Ore., to 
conform application to showing made in 
exhibits prepared by Trabue designed to 
_—* his financial qualifications. Action 

an. 3. 

a Granted request by Ralph J. Silkwood 
to continue Jan. 6 hearing to April 3 in 
proceeding on his application for new am 
station in Klamath Falls, Ore. Action Jan. 3. 

= Scheduled prehearing conference for 
Jan. 26 in proceeding on application of 
Cherokee County Radio Station for am fa- 
cilities in Centre, Ala. Action Jan. 3. 

a Scheduled hearing conference for Jan. 
17 in proceeding on application of Brennan 
Bestg. Co. for new am station in Jackson- 
ville, Fla. Action Jan. 4. 


BROADCAST ACTIONS 
by Broadcast Bureau 
Actions of January 6 


Oklahoma Tv Corp., Oklahoma City, Okla. 
—Granted cp and license for new low power 
station. 

WRVM-FM Rochester, N. Y.—Granted cp 
to replace expired permit for fm station. 


Actions of January 5 


s Granted STA for following vhf tv re- 
peater station: Canon Creek T V Club, ch. 
13, Canon Creek Area, Garfield County, 
Colo. (KOA-TV, ch. 4, Denver, Colo.). 

KWSH Wewoka, Okla.—Granted acquisi- 
tion of positive control by Bill and Kath- 
erine Hoover (family group) through sale of 
stock by Brown and Mary K. Morris to Tri- 
Cities Bestg. Co. 

KADA Ada, Okla.—Granted acquisition of 
positive control by Bill and Katherine Hoo- 
ver (family group) through sale of stock by 
Anderson Brown and Mary K. Morris to 
KADA Bestg. Inc. 

KANA Anaconda, Mont.—Granted assign- 
ment of license to Amperage Inc. 

KSTF (TV) Scottsbluff, Neb. — Granted 
mod. of license to change studio location. 


Actions of January 4 


KTEN Ada, Okla.—Granted acquisition of 
positive control by Bill and Katherine Hoo- 
ver (family group) through purchase of 
stock from Anderson Brown and Mary T. 
Morris. 

KWBC Navasota, Tex.—Granted license 
for am station 

K Portland, Ore.—Granted license cov- 
ering increase in power, installation new 
trans. and DA, change trans. location; con- 
dition. 

WPLM Plymouth, Mass.—Granted license 
covering change of hours of operation, em- 
as DA-N-D 

WKZO Kalamazoo, Mich.—Granted mod. 
of license to operate trans. by remote con- 
trol, while using DA; conditions. 

WPRO Providence, R. I.—Granted mod. of 
license to operate main trans. by remote 
control while using DA; conditions. 

WCAE Pittsburgh, Pa.—Granted mod. of 
license to operate main trans. by remote 
control while using DA; conditions. 

WFTM Maysville, Ky. ‘—Granted cp to in- 
stall new trans. and specify remote control 
operation of trans. (main studio location). 

KFMJ Tulsa, Okla.—Granted cp to install 
new trans. and change studio location (main 
trans. location) and delete remote control 
operation of trans. 

WCNC Elizabeth City, N. C.—Granted cp 
to install new trans. 

WCUY (FM) Cleveland Heights. Ohio— 
Granted mod. of cp to increase ERP to 27 
kw; decrease ant. height to 235 ft.; change 
trans. location, ant. and ant. system. 

WTXL West Springfield, panes .—Granted 
~. C3 cep to change type trans. 

(FM) Miamisburg, Ohio—Granted 
Bh = ep to change type trans., ant. and 
decrease ERP to 6.7 kw. 

a Following stations granted extensions 
of completion dates as shown: WCUY (FM) 
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Cleveland Heights, Ohio to February 28; 
KAJS (FM) Newport Beach, Calif. to June 
9; WICK Scranton, Pa. to February 1; KLYD- 
FM Bakersfield, Calif. to March 31. 


Actions of January 3 


s Granted STA for following vhf TV re- 
peater station: Forks Tv Club Inc., ch. 10, 
Forks, Wash. (CBUT-TV, ch. 2, Vancouver, 
British Columbia). 

KBES-TV, KOTI (TV) Medford, Klamath 
Falls, Ore.—Granted assignment of licenses 
to Southern Oregon Bestg. Co. 

KJR Seattle, Wash.—Granted license cov- 
ering installation of type trans. to be used 
as aux. trans. at present trans. location. 

WTWN St. Johnsbury, Vt.—Granted cp to 
install old main trans. (main trans. location) 
as alternate main trans. during nighttime 
hours of operation and aux. trans. during 
daytime hours of operation. 

WIKE Newport, Vt.—Granted cp to in- 
stall old main trans. (main trans. location) as 
alternate main trans. nighttime hours and 
as aux. trans. daytime hours of operation. 

KWHN Fort Smith, Ark.—Granted cp to 
install new trans. 

KVOZ Laredo, Tex.—Granted cp to change 
ant.-trans. location; make changes in ant. 
sys. (increase height); changes in ground 
system and specify remote control operation 
of trans. 

Actions of December 30 

WVLD Valdosta, Ga.—Granted extension 
of authority through April 1 to operate unl. 
time. 


Petitions for rulemaking 


Association of Federal Communication 
Consulting Engineers, Washington, D. C.— 
Requests amendment of rules so as to in- 
crease operating power permitted by sta- 
tions employing roof-top antennas from 500 
to 1000 w. 

Kentuckiana Tv Inc., Louisville, Ky.—Re- 
quests assignment of ch. 31 to Louisville, 
Ky. by making following changes: Present, 
3—, 114+, 15*, 21—, 41—, and 51—; Proposed, 
3—, 114+, 15*, 21—, 41—, and 31. 

WXTV (TV) Youngstown, Ohio—Requests 
amendment of rules so as to allocate uhf 
ch. 15 to Youngstown, Ohio by making fol- 
lowing proposed changes: Canton, Ohio, 
ch. 29, delete (channel unused); Ashtabula, 
Ohio ch. 15, delete (channel unused); Pitts- 
burgh, Pa. ch. 22, delete (channel unused). 

Pennsylvania State U., State College, Pa.— 
Request amendment of rules so as to allo- 
cate vhf ch. 3 to State College, Pa. and 
reserve it for educational use, at separation 
of 157 miles from WRCV-TV Philadelphia, 
Pa., and 163 miles from WSVA-TV Harrison- 
burg, Va. Ann. Jan. 6 


Channel change requests 


The FCC received approximately 100 
specific requests for channel changes 
and assignments in comments on the 
proposal to implement an interim policy 
of selected drop-ins of vhf channels in 
major markets (BROADCASTING, Jan. 9). 
The following requests for channel as- 
signments were compiled by the Assn. 
of Maximum Service Telecasters. Many 
involve drop-ins at reduced mileage 
separations or wholesale realignment of 
allocations in several cities. The follow- 
ing list gives the city, suggested chan- 
nel(s) and requesting parties (in par- 
entheses) in that order: 


Akron, Ohio—Unidentified vhf channel 
(Summit Radio Corp.). 

Albany, N.Y¥.—Ch. 10 (CBS, Capital Cities 
Bestg. Corp.); ch. 13 (CBS). 

Apopka, Fla. (near Orlando)—Ch. 11 
— Educational Television Commis- 
sion). 

Atlanta, Ga.—Unidentified vhf channel 
(Robert W. Rounsaville). 

Austin, Texas—Ch. 11 (Miss Scottie Gayle 
Stevenson, McHenry T. Tichenor, Storer 
Broadcasting Co.); ch. 13 (Storer Broad- 
casting Co.). 

Baton Rouge, La.—Ch .11 (ABC, Storer 
Broadcasting Co.). 
ean Neb.—Ch. 4 (MIA Enterprises 
ne.). 

Beaumont, Texas—Ch. 12 (CBS). 

Binghampton, N.Y.—Ch. 4 (Binghamton 
Press Co., Storer Broadcasting Co.); ch. 9. 

Birmingham, Ala—Ch. 4 (Birmingham 
Television Corp., Storer Broadcasting Co., 
ABC, CBS, NBC.); ch. 8. 


BROADCASTING, January 16, 1961 


Bridgeport, Conn.—Ch. 6 (Connecticut- 
New York Broadcasters). 

Champaign, Ill.— Unidentified 
(Plains Television Corp.). 

Charlotte, N.C.—Ch. 6 (ABC, CBS, Storer 
Broadcasting Co.); ch. 11 (Charlotte Tele- 
casters Inc.). 

Cincinnati, Ohio—Unidentified vhf chan- 
nel (Robert W. Rounsaville). 

Columbia, S.C.—Unidentified vhf channel 
(Palmetto Radio Corp.). 

Dayton, Ohio—Ch. 11 (Buckeye Broad- 
casting Corp., Greater Dayton Broadcasting 
Corp., Storer Broadcasting Co., ABC, NBC, 
CBS). 


Des Moines, Iowa—Ch. 5 (CBS). 

Erie, Pa.—Unidentified vhf channel (Great 
Lakes Television Co.); ch. 5 (Storer Broad- 
casting Co., NBC). 

Grand Rapids, Mich.—Ch. 13 (FCC Docket 
No. 13374 and Atlas Broadcasting Co., Pe- 
ninsular Broadcasting Co., NBC, ABC, CBS, 
NBC); ch. 11. 

Greensboro, N.C.—Ch. 8 (CBS). 

Hartford-New Haven, Conn.—Ch. 10 
(NBC); ch. 12; ch. 6 (Storer Broadcasting 
Co.). 

Houston, Texas—Ch. 5 (Lester Kamin). 

Jackson, Miss.—Ch. 5 (John McLendon). 

Jacksonville, Fla.—Ch. 10 (Post Times Co., 
WZOK Inc., Community First Corp.); add 
chs. 5 and 13, delete ch. 12 (Storer Broad- 
casting Co., ABC, CBS, NBC). 

Johnstown-Altoona, Pa.—Ch. 3 (Rivoli 
Realty Co., Penn Traffic Co., Storer Broad- 
casting Co., ABC, CBS, NBC). 

Knoxville, Tenn.—Ch. 8 (South Central 
Broadcasting Corp., ABC, CBS). 

Louisville, Ky.—Unspecified vhf channel 
(Robert W. Rounsaville, Mid America Broad- 
casting Corp.); ch. 5 (Storer Broadcasting 
Co.); ch. 6 (Douglas H. McDonald, Trustee; 
Kentuckiana Television Inc.; ABC); ch. 7 
(ABC, CBS, NBC). 

Macon, Ga.—Unidentified vhf channel 
(Peach State Broadcasting Co.); ch. 4 (Mid- 
dle South Broadcasting Co., Storer Broad- 
easting Co.); ch. 7 (Storer Broadcasting 
Co.); ch 10, switch ch. 6 Thomasville with 
ch. 10 Albany (Storer Broadcasting Co.). 

Mayaguez, P.R.—Ch. 8 (American Colo- 
nial Broadcasting Corp.); ch. 10. 

Milwaukee, Wis.——Ch. 8 (Beacon Elec- 
tronics Inc.). 

Mobile, Ala.—Ch. 3 (CBS). 


channel 


Montgomery, Ala—Ch. 8 (Birmingham 
Television Corp., Capitol Broadcasting Co., 
ABC, CBS). j 

Muncie, Ind.—Unidentified vhf channel 
(Tri City Radio Corp.). 

Norfolk, Va.—Ch. 13 (CBS). 

Oklahoma City, Okla—Ch. 5 (Cimarron 
Television Corp., CBS). 

Orlando, Fla.—Ch. 2 (CBS). 

Palm Springs, Calif—One or more uni- 
dentified channels (KCMJ Inc.). 

Pittsburgh, Pa.—Unidentified vhf channel 
(Telecasting Inc.) 

Portland, Maine—Ch. 3 (Leon P. Gorman). 

Poughkeepsie-Kingston, N.Y.—Ch. 3 
(Springfield Television Broadcasting Corp.) 

Providence, R.I.—Ch. 6 (FCC Docket No. 
13375 and Roger Williams Broadcasting Co.); 
ch. 3 (Springfield Television Broadcasting 
Corp.); ch. 9 (Storer Broadcasting Co.); 
ch. 11 (Storer Broadcasting Co.); add ch. 13, 
delete ch. 10 and ch. 12 (Storer Broadcast- 
ing Co.). 

Quincy, Ill.-Hannibal, Mo.—Ch. 12 (Storer 
Broadcasting Co.). 

Raleigh-Durham, N.C.—Ch. 13 (CBS); ch. 
9 (ABC). 

Rockford, Ill—Ch. 3 (Winnebago Tele- 
vision Corp.). 

Saginaw-Bay City-Flint, Mich.—Ch. 3 
(Lake Huron Broadcasting Corp.). 

San Antonio, Texas—Unspecified vhf chan- 
nel (KCOR Inc.). 

Selma, Ala.—Ch. 5 (Capitol Broadcasting 


0.). 

Shreveport, La.—Ch. 6 (CBS); ch. 4 (re- 
place ch. 3 with ch. 2 (Storer Broadcasting 
Co.). 

Springfield, Mo.—Ch. 4, replace ch. 3 with 
ch. 2 (Storer Broadcasting Co.). 

Tampa, Fla—Ch 10 (CBS). 

Terre Haute, Ind.—Ch. 6 (Storer Broad- 
casting Co.) 

oo Ohio—Ch. 5 (Storer Broadcasting 

0. 

Topeka, Kan.—Ch. 3 (Storer Broadcasting 
Co.); ch. 6 (Storer Broadcasting Co.). 
omar’ Texas—Ch. 12 (Waco Broadcasting 

orp.). 

Wheeling, W.Va.-Steubenville, Ohio—Ch. 3 
(West Virginia-Ohio Broadcasting Co.); 
ch. 12 (ABC). 

Wichita, Kan.—Ch. 12 (CBS). 

Worcester, Mass.—Ch. 13 (Springfield Tele- 
vision Broadcasting Corp.). 





You’re looking at an AM transmitter that has less 
down-time than any other. It’s a Collins transmitter, 
and its reliability was proven by a survey of 1,024 


stations. Remember: Collins transmitters are pre-tested 
on your frequency. They’re another example of Collins 
broadcast superiority — acclaimed throughout the world. 





COLLINS RADIO COMPANY * CEDAR RAPIDS, IOWA * DALLAS, TEXAS * BURBANK, CALIFORNIA 





outputs: 250; 500; 1,000; 5,000; 10,000 watts * stable crystals eliminate crystal ovens ° easily 
accessible, conservatively rated components * thermal time delay circuitry * automatic voltage 
sequencing * air filtered directly to components. For information contact your Collins sales 
engineer, or write direct. 
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CLASSIFIED ADVERTISEMENTS 


(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.) 
word—$2.00 minimum e HELP WANTED 25¢ per word—$2.00 minimum. 
“ DISPLAY ads $20.00 per inch—STA TIONS FOR SALE advertising require display space. 


@ SITUATIONS WANTED 20¢ per 


e All other classifications 
e for blind box number. 


Send 
transcriptions or bulk packages submited, ae 
etc., sent to box numbers are sent at owner's risk. 


30¢ per word—$4.00 minimum. 
replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D.C. 

charge for mailing (Forward remittance separately, please). All transcriptions, photes, 
BROADCASTING expressly repudiates any liability or responsibility for their custody or return. 








RADIO 


Help Wanted—(Cont’d) 





Help Wanted—(Cont’d) 





Help Wanted—Management 


Sales 





You may be an assistant, or a full-fledged 
sales manager, whe is ad fashioned enough 
to believe in loyalty oo ae Cyt but 
young enough to ha’ tiative and real tal- 
ent for selling yoursett? and your Gan One 
reason you would leave your present job is 
use you find little opportunity for ad- 
vancement. You have had some years of 
radio sales experience, and have a fair 
knowl of station operation. If this 
sounds you, there is a real copostuny 

here —_ = old, established 5000 watt, 
affiliate in eastern area. You would over- 
see local cules, and handle regional and na- 
— _— Bn ot If you 
uirements, give full particu- 


= slong with ena oot. in first letter. Box 
390D, BR 


General manager for the top station in a 
midwest city. Unequalled opportunity for 
experienced manager. Write qualifications 
Box 592D, BROADCASTING. (We will con- 
tact no one until you give your permission.) 








Combination manager, sales manager for 
new construction AM daylighter in N. 
metropolitan district. Permanent, pay well. 
Largest station in area. Box 622D, BROAD- 
CASTING 

Need country and western general or sales 
manager. Profit sharing. East coast. Box 
631D, BROADCASTING. 


Southern Group—see our ad under Help 
Wanted—Sales. 











Sales 


Southern group — Top-rated metropolitan 
stations—has opening salesman—30-40, mar- 
ried. Liberal guarantee—moving—rapid ad- 
vancement to management for producer. 
Area applicants preferred. Sen photo- 
resume Box 977C, BROADCASTING. 


r rated station in 
large midwestern market seeking two ag- 
ive salesmen. it ¥< you want to sell, write 

x 323D, BROADCASTING. 


At least 2 years full time radio sales experi- 
ence. Salesman we are looking for is stable, 
ma , conscientious and capable, but 
would like to move to south Florida so tha 
he and family can enjo oy warm, casual, year- 
round outdoor living. If you are the man we 
want you will write for further information 

owing that nothing ventured is nothing 
gained. All replies confidential. Box 554D, 
BROADCASTING. 


Baltimore—Good money and top future for 
salesman who is loking upward. Multiple 
chain. Box 576D, BROADCASTING. 


Midwest 50kw seeks young, aggressive sales- 
man. Prefer family man with minimum 
a Ne in midwest small or medi- 

Resume and references to Box 
60D. BROADCASTING 




















Salesman, experienced, aggressive, ‘ood 
references. Active accounts; liberal base 
plus commission. KRIC, Beaumont, Texas. 


Top nope Fs bd _ we idea salesmen. KSJB is 
offering esta’ accounts ‘oo territory 
we haven't a touched, to right men. 
Salaries scaled up per thousand for in- 
centive. Send resume, etc., to Don Mac- 
Tavish, General Manager, KSJB, Jamestown, 
North Dakota. 





Announcers 


Announcers 





Wanted immediately, experienced morning 
announcer, capable of operating own board. 
Adult programming. Send photo, tape and 
resume to Manager, P.O. Box 1489, Alexand- 
ria, Louisiana. 





Immediate opening for mature, experienced 
announcer CBS good music station. $80.00 for 
40 hour week, two weeks paid vacation. 
Group hospital plan. Send tape and resume 
o KBOW, Box 1932, Butte, Montana. 





Announcer with first class ticket wanted for 
quality radio station in east. Excellent fa- 
cility, good group, wonderful £93 for liv- 
ing. Send details first letter to Box 290D, 
BROADCASTING. 





Southwest Florida network station needs 
announcer. Must excellent a 
and production commercial announcer. No 
dj. and minimum of board work involved. 

open. Forward picture, resume, tape, 
and phone number for contact to Box 37 
BROADCASTING. 





Texas medium market station needs mature 
voiced announcer with production experi- 
ence. Box 462D, BROADCASTING. 





Announcer with 2 years Scorn reg experi- 
watts... start at 


necessary if we 
Send to: Box 500D, BROADCASTING. 


Northern Ohio station has immediate open- 
ing for experienced dj-newsman. Sal: de- 
penne on ability. Send photo, tape, back- 

and a to Box 510D, 
BROADCASTING 


Modern radio in Florida’s fastest growing 
area, central Florida’s east coast ... has 
immediate opening for announcer-engineer, 
emphasis on announcing. Box 529D, BROAD- 
CASTING. 











DJ _ with good mature voice and friendly, 
enthusiastic aproach. Must be able to sell. 
Good pay for right man. by ge man- 
datory. nd tape, resum re- 
quirements to Box 534D, SROADCASTING. 


South Florida 5 kw indie needs dj. Must be 
fast paced, tight production, experienced in 
modern radio format operation. Salary open 
but well above average. Box 553D, BROAD- 
CASTING. 








Number one area station needs fast pace 
swinging deejay. Opportunity to work into 
tv. Send resume, tape, picture, salary to 
Dick McDaniel, Program Director, KFEQ St. 
Joseph, Missouri. 





Opportunity married staff announcer. Out- 
line experience. KFRO, Longview, Texas. 


Three weeks vacation per year, insurance 
and hospitalization, and good salaries are 
some of the benefits “being offered for an- 
nouncers with first tickets. Strong on an- 
——s. no maintenance. Send resume, 
etc., to Don MacTavish, General Manager, 
KSJB, Jamestown, North Dakota. 








Hard working announcer/board operator, 
single, age 20 to 25, experienced, competent. 
Car necessary. Fast-moving, independent 
station operation, wide-area service from 
small-town location. Air mail phat. details, 
references KVWM, Show Low, Arizona. 


Experienced announcer wanted. First class 
ticket helpful but not necessary. Multiple 
operation with regional coverage in college 
town. Excellent benefits and advancement 
possibilities. Send resume and tape to Dur- 
wood Carn, WALM, Albany, Michigan. 








First phone announcer immediate opening 
60 — _ New York City. WBNR, Bea- 
con, N. Y. 


Immediate opening for combo with knowl- 
edge of directional operation. Good voice, 
middle of the road programming. WGAI- 
Elizabeth City, North Carolina. 


Ohio station looking for top rated dj now in 
smaller market and ready for move up. Rush 
tape and background to Jim Smith, WING, 
Dayton 2, Ohio. 


Immediate opening for good dj. Modern pro- 
duction minded station. Send tape. re resume, 
photo WIRE, West Palm Beach, Florida. 














News man with authoritative delivery, re- 
porter, writer, good opportunity in wages 
for midwestern full time station. Immediate 
opening. Send tape, resume, and references. 
Box 561D, BROADCASTING. 





Staff announcer — good opportunity with 
growing multiple operation. Salary good with 
fringe benefits such as hospitalization, life 
insurance, etc. Send complete resume with 
tape to Joe Carson, WOKK, Meridian, Miss. 





Major market independent good music oper- 
ation needs your staffer with real quality 
voice. Some experience preferable. Excellent 
opportunity. Send tape and resume to Box 
567D, BROADCASTING. 


Have immediate opening-announcer-central 
Pennsylvania daytimer. Pop and big band 
format. Send tape and resume to: Box 603D, 
BROADCASTING. 


with first class ticket wanted for 











om suburban Chi 
5 kw 


or al 
ownership. Advance with en ee 
Evanston, Iilinois. 
Opportunity 


radio 
commission. Good market. KFRO, - 
view, Texas. sated 





Michigan 5 kw. Send details first letter to 
Box 608D, BROADCASTING. 


Washington, D. C. swinging 40 dj. Pulse 
rated. Strong on personality. Tape, resume. 
Box 624D, BROADCASTING. 


Need country and western dj. If can do air 
work and can sell own program, will offer 
good percentage plan. East coast. Box 630D, 
BROADCASTING. 








Michigan independent needs experienced 
morning man immediately. WOAP, Owosso, 
Michigan. 





Ideal climate, lovely town, top station. 
WSTU, Stuart, Florida, needs good announcer 
with first phone. Start $350 month plus free 
housing. Send tape, photo, references. 





Announcers. Many immediate job qpenta® 
for good announcers throughout the S.E. 
Free registration. Confidential. Professional 
— 458 Peachtree Arcade, Atlanta, 
a. 





Technical 





Washington consulting engineer offers excel- 


lent opportunity to capable junior consulting 
engineer to become a senior. Staff knows of 


vacancy. Box 575D, BROADCASTING. 
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Help Wanted—({Cont’d) 





Help Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





Technical 





Combination man needed at once at Great 
Lakes area station. Take over engineerin, 
department and show of your own, on No. 
station in the area. Only an experienced 
combo man need reply. Chance for advance- 
ment for the right man. Box 345D, BROAD- 
CASTING. 





Texas kilowatter needs engineer with good 
announcing voice. Must be able to handle 
routine maintenance. Box 4683D, BROAD- 
CASTING. 





Engineer—first class for 5 kilowatt full time 
directional in Great Lakes area. Experience 
necessary and interview desirable. Send 
engineering resume in first letter to Box 
503D, BROADCASTING. 





Chief engineer or chief engineer-announcer, 
southeast New York state. Salary open. Box 
537D, BROADCASTING. 





Chief engineer, strong in maintenance, NYS. 
$125 weekly. Box 557D, BROADCASTING. 





ieneutitnds engineer wants experienced senior 
or staff engineer to become associate or 
partner, Washington area, staff knows of 
this ad. Box 574D, BROADCASTING. 





Experienced engineer-announcer capable of 
taking on responsibilities of chief engineer. 
Box 617D, BROADCASTING. 


Combo amen are needed for new posi- 
tions at KSJB the 5000 watt voice of the 
upper midwest. Strong on announcing, no 
maintenance, salary open. Send resume, 
etc., to Don MacTavish, General Manager, 
KSJB, Jamestown, North Dakota. 








Engineer-announcer with technical ability 
WAMD, Aberdeen, Maryland. 





Chief engineer, who can maintain all equip- 
ment. No floater or drinker. We'll check 
references. WCSS, Amsterdam, N. Y. 


Production-Programming, Others 





Immediate opening . Experienced news- 
man, strong on gathering, editing and pre- 
senting local news. Send audition tape, 
resume and salary requirements to ol 





Forrester, Operations Manager, WWOL 
Buffalo, New York. 
RADIO 





Situations Wanted—Management 





General manager/sales manager for small to 
medium market. Twelve years experience, 
ten management. Mature thorough knowl- 
edge all phases, heavy sales. Complete 
responsibility only. Top media, personal and 
business references. Available early spring. 
Bex 474D, BROADCASTING. 





Successful radio-television background, pres- 
ent commercial manager, licensed, married, 
sober. Box 572D, BROADCASTING. 


Manager — working type — excellent back- 
ground, programming, sales—local-regional- 
national. Progressive record, merchandising- 
promotion-community service. Full back- 
ground on request. Fourteen years experi- 
ence, all phases radio. East preferred. Box 
587D, BROADCASTING. 








Aggressive young executive available as 
general manager of small or medium market 
radio station. 11 years experience in sales, 
announcing, sports, programming and man- 
agement. Currently manager of 5 kw. Hon- 
est. Reliable. Anywhere but far west. Box 
605D, BROADCASTING. 





Experienced pro: Fifteen year manager/sales 
manager profitable operation, four stations, 
first fifty markets. Now so employed, but 
determinded to uncover better deal. Don’t 
hesitate about inquiring. I'll keep your con- 
fidence; you keep mine. Box 609D, BROAD- 
CASTING. 





Pennsylvania broadcasting executive would 
like to make change. Manager or sales man- 
ager. Presently employed. Box 628D, BROAD- 
CASTING. 





Suburban Chicago—First phone 180 kw FM- 
5 kw AM— multiplex, etc. Immediate-Per- 
manent. WEAW, Evanston, Ill. UN 4-7600. 





Need man with first phone interested in 
announcing or sales. Good opportunity foi 
right man. WGAI-Elizabeth City, North 
Carolina. 





Help wanted. Chief engineer-announcer, Joe 
Phillips, WSSO, Starkville, Miss. 





Immediate cpening combination first-class 
engineer-announcer. Top working condi- 
tions. Excellent pay. Contact Dean Finney, 
= Country Stations, St. Johnsbury, Ver- 
mont. 





Production-Programming, Others 





Copywriter-announcer in charge of copy de- 
partment and do regular air work. Experi- 
enced only. Box 487D, BROADCASTING. 





Newsman-announcer experienced reporter to 
assist news editor and do regular air shift. 
Box 486D, BROADCASTING. 





Immediate opening in production department 
on top-rated midwestern station for creative 
writer with good commercial voice. Send 
tape and resume immediately to Box 512D, 
BROADCASTING. 





News director wanted to supervise 3 man 
news staff, do some air work. No. 1 station 
in mid-west market of 300,000. Profitable 
opportunity for experienced, enthusastic 
newsman. Send full details on background 
and salary requirements to Box 591D, 
BROADCASTING. 





Newsman, experienced with creativity for 
5 kw fulltimer. Want expert all-around man 
to gather, write, air news and head-up in- 
tensive local. news operation. Excellent 
Salary. Personal interview necessary. WCOJ, 
Coatesville, Pennsylvania. 





Sales 


Salesman-announcer. Experienced, good 
record, reputation. Available February First. 
ee preferred. Box 562D, BROADCAST- 








#1 Star Station KOIL, Omaha sales manager 
annual sales over $500,000. 38—new accounts 
my specialty. Greater financial opportunity— 
South or west. Phone 391-7593-8115 Temple- 
ton Dr., Omaha, Nebraska. 





Announcers 





Announcer-salesman. Four years experience. 
Married. Desire position with small growing 
station. References. Box 514D, BROAD- 
CASTING. 


Announcers 





Is there any station left in a major market 
that wants an experienced air personality 
who delivers charming chatter instead of 
hysteria? Is there anyone left programming 
mature entertaining radio in this era of 
downgrading a wonderful medium? It seems 
I’m the only dj left with proven ratings who 
entertains with a mature approach. Can 
you use the last one of us? Box 577D, 
BROADCASTING. 


I project this image: ‘‘a friendly personality 
who's sold on his music and sponsors.” Eight 
years radio, tv. College graduate, married. 
Pleasant voice, keen production, idea man 
with showmanship. Permanent move for 
right offer. No top 40. Minimum $200. Box 
581D, BROADCASTING. 








New England or New York: Young dj, light 
experience but quick and ready to learn; 
evening or all-night work. Top 40, new ideas, 
good news. Box 582D, BROADCASTING. 





DJ, announcer, fast board-good sell. Avail- 
— immediately. Box 585D, BROADCAST- 





Have first phone—will travel. Fifteen years 
radio some television. DJ-PD-manager-farm 
director-strong news, sales and_ sports. 
Limited engineering. . Prefer country and 
western. Top references. Family man-no 
floater, prima donna or drunk. Want job, 
not position. with good station and chance to 
advance. Will ask for and earn top salary. 
References-tv clip-photo-tape and brochure 
on request. Box 586D, BROADCASTIN: G. 





First phone and eight years as deejay, an- 
nouncer, pd, sales. Good music and top 40 
experience. Good voice, good announcer, 
good tv appearance. Age 27, family. Reliable. 
Congenial. Box 588D, BROADCASTING. 





Announcer, disc jockey, experienced, fast 
board, good ad lib. wants to settle, not a 
drifter. Box 590D, BROADCASTING. 





Chief announcer at 5000 watt station desires 
to relocate. College. Experience. Desire sta- 
tion with comparatively low personnel turn- 
over. Tape—resume on request. Box 597D, 
BROADCASTING. 





Experienced, mature adult radio and tv an- 
nouncer and disc jockey with first phone, 
seven years broadcast background in ali 
Phases. Forced to leave present position 
(with regret) due to station’s financial situa- 
tion. Married, vet, college, sober and com- 
pletely reliable. Available after February 
1st. No top forty stations please. Box 599D, 
BROADCASTING. 


Employed at #1 station in Dayton, Ohio. Ex- 
perienced, personality. Box 601D, BROAD- 
CASTING. 


Announcer. Experienced. 27, married, college 
graduate; major in radio and tv. Announcer- 
copywriter-program director background. 
Alabama, Georgia, Mississippi preferred. Box 
602D, BROADCASTING. 











Rating need a lift? Present station lifted 
from 4 to #1. I can do it for you. Young, 
competent, experienced. Prefer New York 
area. Salary $135. Tape on request. Box 
550D, BROADCASTING. 


Major market personality seeks relocation. 
Young, professional, energetic. imaginative. 
$15,000. Box 551D, BROADCASTING. 


Top rated afternoon disc jockey. No scream- 
er—but can work all operations. Employed 
in top Pennsylvania operation. Married. Box 
552D, BROADCASTING. 











Top flight announcer with quality voice. 
Very light experience, but professional 
sound. Preferably east coast. Box 555D, 
BROADCASTING. 


Dise jockey currently with leading format 
chain, one of top 15 markets, wants no more 
top 40. Looking for morning show compar- 
able market. Prefer station believing ir 
individual expression. Can deliver suod 
swingin’ music—no rock. Happy «sound— 
without whistles, horns, etc. This could be 
the start of something big. Box 559D, 
BROADCASTING. 


Announcer/program director. Versatile. 
News. Adult music. Sports. Quality produc- 
tion. Box 564D, BROADCASTING. 











Play-by-play announcer. Basketball, football, 
and baseball. Married, ex GI. Part time 
salesman. Box 607D, BROADCASTING. 


Experienced, intelligent announcer wants 
permanent location in southeastern locale. 
3rd class ticket. Single. Reliable. Knows 
music. Box 610D, BROADCASTING. 








Announcer-Ist phone. College, 4 years com- 
mercial experience. Mature, convincing de- 
livery. Have car, will travel. JE 1-6320 
a City, Mo. Box 611D, BROADCAST- 





Experienced announcer. Bright sounding DJ. 
35. Family. Reliable, conscientious. Working 
part time NYC. Desire permanenc2. Green- 
leaf 6-5699, Yonkers. Box 612D, BROAD- 
CASTING. 





Professional; standard and formula radio. 
Nine years, solid references. Veteran with 
college. Music and news experience. Best of 
background. $105 weekly minimum. Box 
613D, BROADCASTING. 





Experienced country music dj. Professional 
entertainer and guitarist. 10 years back- 
ground radio and tv MC, live shows etc. 
Available immediately. Location unimpor- 
tant. Box 614D, BROADCASTING. 
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Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





Situations Wanted—(Cont’d) 





Announcers 





Swingin’ dj, college grad; experienced; 24; 
single; prefer top-40; good management po- 
tential; want appearances. Box 615D, 
BROADCASTING. 


Young dj-announcer, graduate of profes- 
sional announcing school, some experience, 
run tight board, ad-lib, no screamer, single, 
ready to move. Box 616D, BROADCASTING. 








Announcer, Ist phone, wants back into radio. 
$80 no maintenance, no car. Box 627D, 
BROADCASTING. 





Qualified staffer, news, special events man 
.. . Radio-tv major, BS degree. Experience- 
Chief announcer, program director, music 
librarian, production director. Also beeper 
Phone interview experience. Married, will 
move. Call Dexter 6-0882 or write 1830 Eliza- 
beth Avenue, North Chicago, Illinois. 


Announcers 





Major market veteran radio disc jockey-tele- 
vision MC currently with large operation. 
Desires personality spot with big potential. 
Specifically am looking for WNEW-type 
music and news sound. Am aggressive, alert, 
mature, married with family. College. Mid 
30’s. 12 years experience. Also active 
musician (piano). Do tight production show 
with occasional comedy drop-ins, program- 
ming adult pop music objectively. Was MC 
on local tv entertainment show. Also authori- 
tative newscaster but want dj spot primarily. 
Hard worker. Love the business. Tape, re- 
sume and picture available immediately. 
Personal interview desired. Box 629D, 
BROADCASTING. 





DJ-newsman first phone, 2 years experience. 
Prefer modern operation. WH 6-7428 Dallas, 
Texas, 211 No. Waverly Dr. 








ISSUE DATE(s) 
(0 TF (until forbid) 


RATES 


C0 Situations Wanted—20¢ per word—$2.00 minimum (Payment in advance) 
(0 Help Wanted—25¢ per word—$2.00 minimum 
(0 Display ads $20.00 per inch—STATIONS FOR SALE advertising require display space 





YOUR HANDY CLASSIFIED AD ORDER FORM 





(1 management 

C) sales 

( announcers 

CL) technical 

(C production-programming 


SITUATIONS WANTED 
[] management 

C) sales 

( announcers 

(C technical 

(C production-programming 


wd eg OD 2” LE) 2” oO 4” (0 other 
(C0 All other classifications 30¢ per word—$4.00 minimum 

(No charge for blind box number) 
Indicate whether Radio or TV O Radio 0 TV 
HELP WANTED FOR SALE 


C) equipment 

WANTED TO BUY 

D stations 

(0 equipment 

ADDITIONAL CATEGORIES 
C) Instructions 


(C) Business Opportunity 
(C0 Miscellaneous 





COPY 


(If larger space is needed, please attach separate copy) 





NAME 


BROADCASTING MAGAZINE, 1735 DeSales St., N.W., Washington 6, D. C. 





COMPANY 





ADDRESS 





Remittance enclosed $ 


D Bill 


Announcers 





Announcer, 23, announcing school grad. § 
months experience. Eager, sincere. James 
ee, North Ave., Norwalk, Ohio, Phone 





Competent announcer desires permanent 
affiliation with successful, discerning station 
—medium paced operation. No frantic for- 
mats. Send complete details position open. 
Will send you complete tape of my work. 
Prefer northern half of country. Greg 
Gregory, 312 Upson, El Paso, Texas or phone 
Keystone 2-0510. 








Announcer, experienced, 18, Navy discharge. 
All types of music, including western. Also 
news and operate board. Single, will locate 
anywhere. Call or write Hugh Matthias, 722 
Jennings, San Antonio, Texas. WAlnut 3- 
7604. Available now. Good references. 





Announcer-salesman 29, college grad. Ex- 
perienced. Mature with personality plus! Im- 
peccable taste in music. No R&R or C&W. 
Harry McVeety, 434 Park Place, Brooklyn, 
New York. Sterling 9-0110. 





Help! Want out of Dallas. Married. ist 
phone. Broadcasting school grad plus college. 
Mature plus experience. $100 minimum. Bob 
Sewell, 5735 Velasco, Dallas 6. 





Announcer-?24, light experience. Desires small 
southern station. Don Wilson, 104 W. Pied- 
mont, Keyser, W. Va. 





Technical 





Available immediately, engineer-announcer- 
salesman, in Texas, not less than $100 plus 
commission. 16 years experience. Box 481D, 
BROADCASTING. 





Mature, experienced chief engineer, top mar- 
ket, wishes to locate west coast AM, FM 
similar capacity. Thorough knowledge studio, 
transmitter, directional remote control. tv 
studio, vtr. Would consider position assis- 
tant chief combined operation. Box 492D, 
BROADCASTING. 











Radio engineer, 35 years broadcasting. De- 
gree. Prefer west coast or Hawaii. Box 566D, 
BROADCASTING. 





Chief engineer-announcer. Now employed. 
Box 568D, BROADCASTING. 





Engineer, first phone. Ten years experience 
radio. television. Need work now. Box 580D, 
BROADCASTING. 


First phone engineer 12 vears AM-FM-TV 
experience desires responsible position. Ref- 
— available. Box 589D, BROADCAST- 








First phone, employed prefers 12 ‘mid to 
8 a.m. trans shift capable maint. Box 618D, 
BROADCASTING. 





First phone. Experienced radio and tele- 
vision. Box 31393, Los Angeles 31, California. 





Production—Programming, Others 





Can promote your station to No. one. Major 
market disk-jockey desires P.D. experience 
in a medium market. For the station which 
will be satisfied with nothing but the very 
best. Available March 6th. Box 424D, BROAD- 
CASTING. 





PD desires N.Y.C. area. Storz type program- 
ming. Experienced, family, references. Box 
466D, BROADCASTING. 


Operations, or station manager: Program- 
ming expert. Operations manager west coast 
market. Consistent first Hooper, Pulse as 
proof. Program consultant. Sales background, 
sales and station manager. Prime references. 
Produce best ratings. Organize sales, if re- 
quired. 32, family. Desire re-location soon. 
Good, fair income required. Box 569D, 
BROADCASTING. 


Shirt-sleeved newsman. 31, vet., presently 
employed, 4 years experience gathering, 
writing and reporting in competitive local 
news market, seeks position with aggressive, 
expanding organization. Write Box 571D, 
BROADCASTING. 


Newsman-DJ, extensive radio-newspaper eX- 
perience, family man, east coast. Box 578D, 
BROADCASTING. 
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Situations Wanted—(Cont’d) 





TELEVISION 


FOR SALE 





~ Production—Programming, Others 


Situations Wanted—Management 


Equipment—(Cont’d) 





Pll talk $10,000 minimum for reliability, loy- 
alty, permanence, excellent references, 15 
years experience all phases radio; also tv 
sales. Present property sold. Box 604D, 
BROADCASTING. 


Young, successful general manager for 
southwest tv station or tv-radio combination. 
Good references from all previous employ- 
ers. Tell me where to send full story. Box 
465D, BROADCASTING. 





Newsman, now with Chicago weekly. Seven 
years news experience, three in radio. Seeks 
challenging spot with progressive radio, tele- 
vision station. Box 620D, BROADCASTING. 


Commercial manager, radio, administrative, 
programming, and engineering experience, 
— veteran. Box 573D, BROADCAST- 





Guarantee: Will not cost a cent. Will out- 
produce salary with results. Program direc- 
tor with 10 years in news, sports, promotion, 
budget. Box 632D, BROADCASTING. 


Young newspaper man—working, married— 
seeks immediate return to radio-tv news. 
Ability-background to develop local level. 
Ex-pgm.-news director; voice, board ex- 
perience. Relocate anywhere. C. Hooker, 
713 S. 18th St., Omaha, Nebraska. 

Copywriter seeks small station. Type, run 
board, announce, etc. Indefatigable. Alice 
Wireman, Gapville, Kentucky. 


TELEVISION 














Help Wanted—Management 





Experienced tv manager to manage two sta- 
tions same general area. Heavy responsibili- 
ty, corresponding salary. Replies confiden- 
tial. Box 593D, BROADCASTING. 





Sales 





VHF CBS affiliate wants aggressive young 
salesman with desire to get ahead with 
growing company. Excellent starting pay. 
Send resume and photograph to WABG-TV, 
Greenwood, Mississippi. 





Technical 





apes west coast market has opening for 
technician. Reply Box 843C, BROADCAST- 





Washington consulting engineer offers ex- 
cellent opportunity to capable junior con- 
sulting engineer to become a senior. Staff 
ee of vacancy. Box 575D, BROADCAST- 





Chief engineer for KMMT-TV-AM, Austin, 
Minnesota. Interested in man with proven 
ability in supervision who is now ready to 
assume responsibility of management. Write 
E. M. Tink, Director of Engineering, KWWL- 
TV, Waterloo, Iowa. No phone calls. 





Maintenance man for southern vhf station. 
Chance to advance. Experience on RCA 
equipment required. Send full resume to 
re E. Leach, WSPA-TV, Spartanburg, 





Television engineer. Immediate appting for 

ced neer with first one. 
rg, 1015 N. Sixth t, 
Milwaukee 3, Wisconsin. 





Production—Programming, Others 





Immediate opening for tv only. Traffic direc- 
tor, experience eo Contact Sq 
Director, WNEM-TV, Pleasant 5-8191, Sagi- 
naw, Michigan. 





Expanding radio-television news department 
now accepting applications from newsmen. 
Want experienc beat reporters use to 
heavy budgets of local news, familiar with 
mobile radio units and newsreel cameras. 
Need men who can dig, write, edit and 
broadcast. Contact Vern Jones, News Di- 
tector, WAVY AM-TV, Norfolk, Virginia. 





College instructor, emphasis on television 
production courses. Masters degree and live 
production for C.A. TV. Rush resume to Pro- 
fessor R. Colle, Television and Radio Depart- 
ment, Ithaca College, Ithaca, N. Y. 





Leading midwest vhf anticipates forthcom- 
ing need for experienced tv director and for 
thoroughly grounded tv announcer. Please 
submit complete resume, picture, tape and 
Salary requirements. Send to Station Man- 
ager, WNEW-TV, 5700 Becker Rd., Saginaw, 
Michigan. 





Announcers 


RCA BTF 3-B 3kw FM transmitter complete 
with tubes, set of spare tubes, 3 crystals and 
some spare parts. Transmitter is in good 
operating condition. Price: .00 cash, 
F.O.B. Des Moines, Iowa. Write or wire 
Frank McGivern, KSO Radio, Des Moines. 





Two Magnecord tape decks models PT6-A 
and PT6-AH and inter-connected custom 
built amplifier. Good condition. Complete 
with cabinet and ready to go. Make offer. 
Norm Gour, WBUT, Butler, Pa. 





Top baseball announcer, metropolitan mar- 
ket, now employed one of nations top tv 
stations. Require personal interview. Prefer 
major league or top minor league baseball, 
plus major college football and basketball. 
Also do industry’s most unique tv sports 
show. Tapes, film, references and brochure 
on request. Box 579D, BROADCASTING. 


G. E. console type BC-1-A used. In operating 
condition. Make offer. Contact Chief Engi- 
neer, WCUE, Akron 13, Ohio. 





FM-frequency and modulation monitor Doo- 
little type FD-11. Contact Radio Station 
WDOK-Cleveland, Ohio. . 





Mature announcer, 9 years experience, now 
in medium market, wishes to re-locate. A 
proven record of soft or hardsell on camera 
commercials. Ad lib ability and considerable 
— experience. Box 606D, BROADCAST- 





Technical 


Presently employed as electronics field en- 
gineer. Previous ten years of experience in- 
cludes broadcast, missile guidance, televi- 
sion cable system, and micro-wave television 
and multiplex system. First phone. Box 
625D, BROADCASTING. 


Production-Programming, Others 


ETV producer-director desires to relocate. 
Over 512 years present employer. Have pro- 
duced and directed all types of in-school and 
community television programs. Would pre- 
fer California area, but open to all inquiries. 
Box 563D, BROADCASTING. 


TV sports director and sportscaster looking 
for advancement. Do radio show too. Now 
working in market of million and a half. 
Married with three children. Excellent ref- 
erences. Have VTR ready to send. Be specific 
state salary. Box 565D, BROADCASTING. 


Recent top college graduate desires demand- 
ing position with radio and or television out- 
let. Not expensive now. Box 595D, BROAD- 
CASTING. 




















Writer-producer-director, ‘production assis- 
tant—eight years local and net experience in 
live, film and bien in San Francisco. 
Seeking New York or Hollywood opportunity 
with production group, network or station. 
Award-winning talents, creative, hard work- 
er. Write now for resume, photo, particu- 
lars on this versatile talent. Box 596D, 
BROADCASTING. 


Like new Gates nite watch equipment— 
Original cost $2800.00, our price $2000.00; 
PT6-J Magnecord tape recorder $300.00; Like 
new PT6 Magnecord $550.00; Presto model 
K-10 disc recorder with playback arm, 
speaker, carrying case, excellent condition 
$300.00. Will sell on first-come basis. Call 
Ernest Reynolds, WLBA, Gainesville, Ga. 





RCA TF-6AH 6 bay channel 13 antenna, 
280’ 6%” UHF transmission line, 3 90° 6%” 
elbows, GE PF-3-C projector, GE TC-22-A 
master control panel, GE TC-36-A television 
pre-set panel and relay chassis, GE TV-30- 
A television pre-set panel and relay chassis, 
GE -30. synclock and control panel,. 
2 GPL PA-100A 16mm projectors, 2 Presto 
64A turntables with GE pickups and equal- 
izers, RCA TP-10A portable projector, 2 40” 
x 30” projection television receivers. WQED, 
4337 Fifth Avenue, Pittsburgh, Penna. 





Two Magnecorders type PT-6-AH tape trans- 
port. One completely reconditioned with new 
record and playback heads. Complete set 
of new drives, the other in good operating 
condition. Best offer over $200 takes both. 
Call collect: Gene Baldridge, Chief Engineer, 
WSIP, Paintsville, Kentucky. 


1 General Electric BC1A dual channel con- 
sole. A real nice piece of equipment. Only 

00.00. Contact Radio Station WTRN, Tyrone, 
Penna. Mutual 43200. This creampuff just 
removed from service. 








Test equipment. Excellent condition—used 
once. Simpson sweep marker generator #479, 
Precise laboratory oscilloscope ES-500A 
VTVM #909. $360. Box 12, Flint, Michigan. 





Concertone 62FK tape recorder, used 35 hrs. 
—matching 260 amp/speaker unit, used 5 
hrs. First $225 takes both. William Blum, 552 
Hardin, Jacksonville, Illinois. 





TV news photographer. Experience on the 
spot cameraman and editor of motion pic- 
ture news for television, with commercial 
production and laboratory experience. Re- 
sume and film footage on request. Box 626D, 
BROADCASTING. 


FOR SALE 
Equipment 


Does your station use Class C lines? Have 
75 equalizer amplifier units for sale at $75.00 
each. Provides low and high frequency 
and overall gain adjustment in transistorised 
t, rack mounted. Description and sche- 
matic accompany each. Shipped C.O.D. your 
directions. Address inquiries Box 427D, 
BROADCASTING. 














One eight bay FM antenna for sale immedi- 
ately. Box 509D, BROADCASTING. 





Western Electric 25-B console. Complete with 
power supply, Junction boxes, desk, tubes. 
Completely reconditioned and refinished. 
Performance measured and exceeds original 
specs. $600. Box 598D, BROADCASTING. 





1500 C&W records. First check for $150.00 
- ‘em. Radio Station KBRZ, Freeport, 
exas. 


Three complete RCA TP35B Iconoscope pro- 
jectors. Seven complete RCA TK20 Icono- 
scope camera chains. Will sell all or part. 
Best offer. CBS Television Network, Pur, 
chasing Department. Television City, Holly 
wood, California. 





Anything in broadcasting sold or bought. 
Electro-Find, 440 Columbus Ave., N.Y.C. 


Thermometer, remote, electrical; enables 
announcer to read the correct outside tem- 
perature from mike position. Range 0-120 
deg. F. Installed in less than an hour. Send 
for brochure. Electra-Temp. Co., Box 6111, 
San Diego 6, California. 








Wil’ buy or sell broadcasting equipment. 
Gvu-vantee Radio & Broadcasting Supply 
Cc i314 Iturbide St., Laredo, Texas. 





T. video monitors. Metal cabinets, rack, 
Portable remote kine, educational, broad- 
cast, starting at $199.00. 50 different models, 
8” thru 24”, atel, Inc., Ist St. SE. & 
Richardson, New Brighton, St. Paul 12, 
Minnesota. 








Parabolic antennas—6 foot, spun aluminum- 
Andrews No. 2006, complete with pipe 
mounting, De-icer and radiator, new-un- 
used at discount prices. Write for descriptive 
literature. Sierra Western Electric Cable 
Company, 1401 Middle Harbor Road, Oakland 
20, California. 
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FOR SALE 





Equipment—(Cont’d) 





Field intensity meter RCA type 308-B. Com- 
plete with loop and vibrator supply. Best 
offer. Reply to Technical Director, Storz 
Broadcasting Company, Omaha, Nebraska. 





Complete remote television unit consisting 
of: Three DuMont I.0O. field chains #258, 
#260, #231 with all accessory equipment. 
RCA microwave system, TTR-1B transmitter 
and TRB-1B receiver with all accessory 
equipment and cables for immediate opera- 
tion. 2 DuMont field sync generators. 2 
DuMont LV supplies and dist. amps. 2 Du- 
Mont mixer-monitors. 1 Ford remote bus. 
40 used I.0. tubes. All equipment rebuilt 
December 1960. Make offer on all or part. 
Call or write C. H. Beal, University of Miami, 
Radio-TV Film Sg ty ag Gables, 
Florida. (Miami, HI 6-0801, 2). 





36-AM-FM towers. Uniform cross section 
Pat, is Heights 100° to 360’. Phone RE 
S. Tower, 249 Bartow Lane, Peters- 





WANTED TO BUY 





Equipment 





Wanted: one recording amplifier from GPL 
kine recorder; and an Altec limiter. Box 
485D, BROADCASTING. 





Opaque projection equipment to be used with 
RCA multiplexer. Write. Dave Ginaven, 
WTAP-TV, Parkersburg, West Virginia. 


INSTRUCTIONS 








FCC first phone license preparation by 
correspondence or in_ resident classes 
Grantham Schools are located in Hollywood, 
Seattle, Kansas City and Washington. Write 
for our free 40-page brochure. Grantham 
School of Electronics, 3123 Gillham Road, 
Kansas City 9, Missouri. 





Announcing, programming, etc. Twelve 
week intensive, practical training. Brand 
new console, turntables, and the works. 
Elkins School of Broadcasting, 2603 Inwood 
Road, Dallas 35, Texas. 





Since 1946. The original course for FCC ist 
phone license, 5 to 6 weeks. Reservations 
required. Enrolling now for classes starting 
March 1, April 26, June 21. For information, 
references and reservations write William B. 
Ogden. Radio Operational Engineering 
School, 1150 West Olive Avenue, Burbank, 
California. 





FCC first phone license in six weeks. Guar- 
anteed instruction by master teacher. G.I. 
approved. Request brochure. Elkins Radio 
Sag School, 2603 Inwcod Road, Dallas, 
‘exas. 





FCC license six-week resident class. Guaran- 

teed instruction. New classes eve seven 
weeks. Pathfinder, 5504 Hollywood Blvd., 
Hollywood. 





Be prepared. First phone in 6 weeks. Guar- 
anteed instruction. Elkins Radio License 
School of Atlanta, 1139 Spring St.. N.W.. 
Atlanta, Georgia. 





FCC first phone license preparation. High 
record of results from our proven ema 
Announcer Training Studio, 25 W. 43, N. Y. 
OX 5-9245. 





Elkins Radio License School of Chicago. 
Now serving the — —. Quality instruc- 
tion at its best. 14 East Jackson St., Chi- 
cago 4, Ill. 





MISCELLANEOUS 


Attention—Program Directors. Immediate 
sales for your station through our program. 
Low cost—high profit. Box 558D, BROAD- 
CASTING. 








Call letter items—Lapel buttons, mike plates, 
studio banners, car tags, bumper strips, etc. 
Bro-Tel, Box 592, Huntsville, Alabama. 


MISCELLANEOUS 





Comedy for deejays!—“Deejay Manual,” a 
complete gagfile containing bits, adlibs, 7 


Court, B 
Court, Brooklyn 35. 


letters, patter, etc. $5.00—Shi how-Biz 
Service E Pry DJ-4), 65 Parkway 





RADIO 





Help Wanted—Management 








COMMERCIAL MANAGER 


Wanted cial ag for leading 
tep independent station east coast. Must 
be experienced as a station manager or 
commercial manager. Top job salary plus 
bonus. Write complete details in con- 
fidence. Interviews New York City 


Box 461D, BROADCASTING 
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PROGRAM DIRECTOR 
WANTED 
For top station in one of the top ten 
markets. Must have independent sta- 
tion programming experience and a 
desire to grow with fast moving radio 
group. 
Box 619D, BROADCASTING 





Announcers 











MORNING MAN 


We are looking for a personality 
to go with a modern adult format. 
We prefer the humorous ad lib ap- 
proach. Midwest metro market. 
$7500. per year to start. Send tape, 
resume. 


Box 623D, BROADCASTING 








METROPOLITAN INDEPENDENT 


Full-time independent modern alive 
operation, enlarging, looking for top 
announcers and D-J's, tight on produc- 


tion, strong on commercials. Money to 
be made in this fast growing market of 
over a million. Send tape, resume, 
photo and salary requirements to: 


Box 560D, BROADCASTING 











RADIO 





Situations Wanted—Announcers 














WE HAVE NEW D.J.’s 


All sizes, all colors, all ages, all sexes. 
And all willing to work—eager to please. 
Ne prima donnas. Costs yeu nothing to 
get their tapes, Tell us what you want. 
Placement Dept., J. B. Johnson School, 
930 F St., N.W., Washington 4, D. C, 











Situations Wanted—(Cont’d) 








Production—Programming, Others 























NEWS DIRECTOR 


Multi-award-winner. More than 20 
years’ journalism experience, in- 
cluding newspaper, 50kw and net- 
work. Currently heard in one of 
nation’s largest markets. Seeks 
affiliation with public-service-con- 
scious midwest station. 


Box 621D, BROADCASTING 
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TELEVISION 





Help Wanted—Technical 











SALES ENGINEER 
MID-WEST 


Major mid-west broadcasting equipment 
manufacturer has openings for sales en- 
gineer to travel and call on radio 
stations in the mid-west area. Technical 
background essential. Candidate should 
have previous successful sales experi- 
ence or sales aptitude with a deep de- 
sire ¢0 make selling his career. 
Attractive salary, expenses, and incen- 
tive bonus systems provide high earn- 
ing potential. This is a permanent posi- 
tion with an excellent future with a 
growing company. Send complete re- 
sume with photo, if available to: 


Box 499D, BROADCASTING 
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TV 
FIELD ENGINEERS 


Leading manufacturer of closed circuit 
television systems needs qualified field 
engineers to provide installation and 
maintenance on professional and indus- 
trial TV systems throughout the country. 


Applications should be thoroughly ex- 
perienced in over-all TV station instal- 
lation and maintenance. Two years ac- 
credited technical school training and 
three years experience required. 


EXCELLENT OPPORTUNITY FOR 
TECHNICAL AND PROFESSIONAL 
ADVANCEMENT. 
Send resume to: 
J. W. Lewis 
Dage Television Division : 
THOMPSON RAMO 
WOOLDRIDGE INC. 
Michigan City, Indiana 
POSS SU? LULL PL 
BROADCASTING, January 16, 1961 

















| S'eCweCeeeeCCsSCCSCCSCSCCe | 

















. TELEVISION Employment Service MISCELLANEOUS 
























































































































































































































ituati 
Stuntions Wanted ate you JOB HUNTING? let ARTE help! BROADCAST: PRINTING 
: tae : ew rove 
Production-Programming, Others ARTE lists positions currently available STANDARD BILLING FORMS 
from all 50 states. Radio & TV announcers, FOR RADIO/TV SPOT . 
engineers, sales, copy, management, etc. as recommended by SPONSORS, Agency 
: * ; nage = | 
Experienced in All Phases Single ISSue $2.50; 1-year subscription $6. 1,000—$6.95, -2,000—$11.00, 5,000—$24.00. 
° American RADIO & TELEVISION Exchange ne apeag hageoe = within 3 days. | 
Radio and TV st Offic j : 
pesecros & Peontucee: Post Office Box 1500 Orlando, Florida FREEBERN PRESS, INC. 
College Graduate FCC 1st Class License Hudson Falls, N.Y. 
NEW YORK EXPERIENCE ‘ 
Box 570D, BROADCASTING he | 
= ATTENTION DJ‘S—PD'S @ 
JOBS . = i a have =. — —— om = 
a makes e Storz, clendon, an loug s 
ALL BROADCAST PERSONNEL PLACED m= jocks sound “clever” and “sharp.” Money “we 
ALL MAJOR U.S. MARKETS * back if t h sae terial itt 7 
J NEWS DIRECTOR MIDWEST SATURATION “ by professional format men for ‘professional 4 
Veteran of 20 years experience in Write for application now S om Peciein #1 (100 one-li . 
ss . 2 ine s 
* Radio and TV—with commercial WALKER EMPLOYMENT = fillers) = $1.00 % 
TV Network background—interested SERVICE “s Package #2 (50 swinging 2 
FY in building outstanding News De- BROADCAST DIVISION “ heclans 43 te tans * i 
partment in medium sized market. 83 So. 7th St. Minneapolis 2, Minn. = iroalad = $1.00 ‘a 4 
This nationally known personality FEderal 9-096! " All three packages = $2.50 2 
will lend capable direction and pres- " Masterminds, Inc. 2 | 
< tige to your news operation. Present na pet ge ia e oi , 
employer will recommend highly. Sa a asa Meee ease 
| cilatecncianta STATIONS FOR SA 
FOR SALE PUPIL SUT © LL 
Tenn Single Daytimer $100M terms = North Florida half million mar- 2 
Singl kw- 5M t = : : = 
BROADCASTING SCHOOL Cali single Daytime OM 25% = ket. Kilowatt-daytimer 95M. = 
In middle Atlantic major market. Fla Small Baste 47M Ped 3 Responsible replies only — No g 
Doing tremendous business. Great Calif Medium 250w 82M __ terms = brokers. = 
erpocmty ce over ane,coct | | Ae Menm ow GM Be | El : 
sts. Presen t time a 
available. Asking $110,000 with Central Metro Fulltime 1,515M Ri. = Box 556D, BROADCASTING 2 
$50,000 down. Principle. Fla Metro Regional 190M cash POTS Le ed 
Box 141D, BROADCASTING Central Large Devtimer 205M. ‘Yodn 
pcusitbin THE PIONEER FIRM OF TELE. 
ae , VISION AND RADIO MANAGE. 
uipment MENT CONSULTANTS 
~~ CHAPMAN COMPANY ESTABLISHED 1946 
1182 W. Peachtree St., Atlanta 9, Ca Negotiations Management 
Automatic Dehydrators — _— ——— 
Brand New, with spare parts kit site P IER, INC. 
isconsin Ave., N.W. 
a we) Washington 7, D.C. 
ode eee 
Andrew Model 1910 .. . $135 
P & O Sales, 1236 — 40th Avenue SS a 
. watts u mer 
Sacramento 20, California medium market. Price $250,000. Absentee 
—————— ownership. 
— PACIFIC NORTHWEST. ; Two station 
| MULTIPLEX with MOSELEY Texas single fulltime money-maker $160,- —— 98: : CONE RN: | SS 
S 000—Florida 5 kw Metro $290,000 highly ARIZONA. 250 watt fulltimer $8000 
| Ee cn profitable—Texas major regional $200,- —_ arnt tose ore : 65,000 
| way with the MOSELEY SCG-2  Subcarrier 000—Mid-West Major fulltime regional ee ae 
pon sag ty Pg m AUTOMATIC $1,575,000—Florida 5 kw semi-major full- WILT GUNZENDORFER 
| MUTING. Write for Bulletin #203. time $230,000—Texas single fulltime— AND ASSOCIATES 
$53,000—Florida Major d $120,- 8630 W. Ol ic, Los Angeles 35, Calif. 
MOSELEY ASSOCIATES Sitios. shia’. pabnabiottans. dae Licensed Brokers Financial Consultants 
| P.O. Box 3192 Santa Barbara, Calif. regional $60,000—Florida metro 5 kw 
—~ $225,000—Southern Major regional full- Seiad a 
time $350,000—Ark. single fulltime, big ch ib obasicne FOR “rr 
= Wanted to Buy profits. $65,000 for 80%—West Coast LIFORNIA. Fully automatic full time 
= ee id _ fulltime regional $367,500—Texas semi- ae a —— 280 rigentes 
= ion major fulltime regional $147,500—South- on current collections. $6,000 down. 
Stations 
west fulltime regional $200,000. Others. pine apes vg. * +i 900,000 eens in 
i t. i A r year. 
PATT McDONALD CO., BOX 9266, corer d pone be nm and enn build. 
on AUSTIN 17, TEXAS. GL. 3-8080— ing. $100,000 down. 
WANTED: Lease with option to 7 Paul Yates Jr. Box 1396, FA. 2-5488, JACK L. STOLL 
buy 250 to 1000 watt radio station ~ Sanford, Florida—Mrs. Gerry Switzer & ASSOCS. 
by responsible experienced manager 4 1620 W. 3rd., EL. 2-2163, Taylor, Tex. Suite 600-601 ] 
and former station owner with high —Jack Koste 60 E. 42nd., MU. 2-4813. 6381 Holl d Blvd | 
seceed of gecotmplishment. - NY 17, NY—Dick Watts 1300 Taylor, ” 28 c poo | 
Box 583D, BROADCASTING 7 DR. 4.2236, Amarillo, Tex. Les Angeles 28, Calit. | 
+ HO. 4-7279 
CSSCSECESES TO | 











961 BROADCASTING, January 16, 1961 97 














NOTICE TO EDITORS—For more than 30 years, Metropolitan 
Life has sponsored advertising messages on national health and 
safety. Because of public interest in the subject matter of these 
advertisements, Metropolitan offers all news editors (including 
radio news editors) free use of the text of each advertisement in 


this series. The text may be used in regular health features, 
health columns or health reports with or without credit to 
Metropolitan. The Company gladly makes this material availa- 
ble to editors as one phase of its public-service advertising in 
behalf of the nation’s health and safety. 














This is not a “do-it-yourself”’ kit! 


HINK back to the last time when you felt some- 

what less chipper than usual. Chances are some- 
one, wholly unqualified, but with the best of 
intentions, told you what to do or what to take 
for your “run-down condition” or “nervous state” 
or recurring aches and pains. 

Such advice makes it appear that the practice 
of medicine can be a sort of “do-it-yourself” ac- 
tivity. Actually, self-diagnosis and self-treatment 
can be extremely risky. 

Medicines, except for the usual household reme- 
dies, are safe only when prescribed by your family 
physician who knows their properties. 

For instance, even a “mild” cathartic, if taken 
for what seems to be a stomach-ache—but which 
is actually an unsuspected attack of appendicitis 
—may cause serious complications. 

One of the most wasteful and possibly dangerous 
forms of self-medication is the use of over-the- 
counter reducing remedies—‘“medicated”’ pills, 


capsules, wafers and chewing gum. 

Although such products are often “‘guaranteed”’ 
to reduce weight quickly and easily, don’t be 
taken in by the glowing promises. Leave it to your 
physician to decide if you need any medication. 

And never take left-over medicines prescribed for 
a previous illness. Even if your present symptoms 
seem the same, you may have an entirely different 
ailment requiring an entirely different medicine. 

When it comes to drugs or diagnosis or treat- 
ment, do the safe and sensible thing—rely on no 
one but your physician. 


Metropolitan 
Life 


INSURANCE COMPANY® 


A MUTUAL COMPANY 


1 MADISON AVENUE, NEW YORK 10, N.Y. 
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OUR RESPECTS to Joseph Carr Drilling, exec. vp-gen. mgr., KJEO (TV) Fresno 
It was love at first sight in Fresno 


Election of Joe Drilling as 1961 
president of the California Broadcasters 
Assn. after four years on the CBA 
board “was the best thing that could 
have happened to CBA,” a fellow officer 
enthusiastically declared. “Joe’s a tre- 
mendously capable man with a lot of 
drive and imagination and his ideas as 
to what CBA should be and do this year 
are the greatest.” 

Similar affectionately admiring senti- 
ments were heaped on Joe by those who 
have served with him on the board of 
governors of the ABC-TV Affiliates 
Assn. or the NAB television board. 
“He’s a good broadcaster and a great 
guy,” one of them summed it up. Asked 
why Joe is so popular with his fellow 
broadcasters, he thought a minute be- 
fore answering, “I guess it’s because 
he’s a reliable worker on any industry 
project and then great fun to relax with 
after hours.” 

Fresno’s His Town ® Yet, despite his 
coast-to-coast popularity, Joe Drilling 
has spent his entire broadcasting ca- 
reer in California’s San Joaquin Valley, 
never more than 100 miles from Fresno, 
where he got his start as an announcer 
at KARM and where he is now execu- 
tive vice president and general manager 
of KJEO(TV). Here he lives with his 
family and here, if a fine new home 
he has just built is any indication, he 
intends to stay. 

Another good indication of Joe’s feel- 
ing for Fresno is his consistent rejection 
of offers of top management posts in 
larger markets. But perhaps the best 
sign of affection for his home town is 
his active participation (and with Joe 
“active” is no idle word) in the city’s 
civic, social and religious life. He has 
been a member of both Kiwanis and 
Rotary, a board member of the Catho- 
lic Welfare Bureau, and a member of 
the University-Sequoia Sunnyside Club, 
the Fig Garden Golf & Country Club 
and the San Joaquin Country Ciub. 

A psychologist might attribute Joe’s 
romance with Fresno to the fact that 
it is not his native city, but a place he 
first came to during his college days, 
when he was just the right age to fall 
in love. Joe is not even a native son 
of California, but moved from Iowa, 
which to many residents of the Golden 
State makes him the best kind of Cali- 
fornian there is. 

Broadcasting’s His Business = Joseph 
Carr Drilling was born June 8, 1922, 
in Bancroft, Iowa. He spent his boy- 
hood there until 1936, when his phar- 
macist father moved his family (Joe, 
his three brothers and one sister) to 
Tulare, Calif. After Tulare High School 
(class of °39), Joe went to Fresno State 
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College, where he played baseball (a 
family attribute; his two younger broth- 
ers are both professional ball players) 
and was elected president of the sopho- 
more class. It was there that Joe got 
his start in broadcasting. 

“I'd been doing a college radio show,” 
he recalled, “and was heard by Jaime 
del Valle, who hired me as an an- 
nouncer at KARM. He’s the one who 
is chiefly responsible for making me 
want a career in broadcasting.” 

That was in June 1941. That fall, 
Joe transferred to Millsaps College at 
Jackson, Miss., where he received his 
BA degree in English, but before the 
school year had ended World War II 
had begun. In February 1942 Joe en- 
tered the Navy as an apprentice sea- 
man. He served in the North Atlantic 
and European Theatre of Operations as 
a fire controlman second class. In June 
1944 he was commissioned at Platts- 
burg and assigned to the South Pacific, 
where he served on patrol boats and 
as commanding officer of an air-sea 
rescue unit, participating in two major 
invasions. 

Year of Decision = Joe’s year of de- 
cision was 1946. In May, just a month 
before his 24th birthday, Lt. Drilling 
received his discharge from the Navy 
and went back to Tulare and into the 
lumber business. That was a mistake 
and was soon recognized as such. Be- 
fore summer Joe was back in radio as 
an announcer at KCOK Tulare. Now 
he was back where he belonged. By 
August he had been promoted to pro- 
gram director of KCOK and in No- 
vember he left that station to move to 
Visalia, Calif., as general manager of 





Joe Drilling 
Chose radio over lumber 


KKIN. During that summer, Joe met 
Barbara Joyce Ames of Tulare. The 
following January she became Mrs. Joe 
Drilling and subsequently the mother of 
the four Drilling children: Denise, 12; 
Richard, 10; Donald, 8, and Debra, 6. 

In July 1948 KKIN was sold and 
Joe left Visalia to go back to his college 
town of Fresno to do special events 
and sports broadcasts for KMJ. “I 
served as news editor and sports editor 
and, best of all, I got a chance to go 
to Helsinki, Finland, the summer of 
1952 to cover the Olympic games for 
the McClatchy Beeline Network.” (KMJ 
is a McClatchy station.) 

Into Television = When KMJ-TV be- 
gan broadcasting in June 1953, Joe was 
transferred to the tv station as produc- 
tion manager. But he had met J. E. 
O'Neill, who was interested in getting 
into television if Joe would go in with 
him, and in October 1953 “the old 
farmer and the kid,” as their competi- 
tors called them, put KJEO (TV) on 
the air. At the start Joe was general 
manager; today he is general manager 
and executive vice president and a 
minority stockholder of KJEO. 

Both KMJ-TV and KJEO are uhf 
stations, KMJ-TV operating on ch. 24 
and KJEO on ch. 47. In 1956 a third 
tv station came to Fresno, KFRE-TV, 
a vhf station on ch. 12. A year ago, 
KFRE-TV and its am and fm affili- 
ates were sold to Triangle Publications, 
which did not oppose the FCC move 
to make Fresno an all uhf market. 
Paul R. Bartlett, president and majority 
stockholder of the KFRE stations be- 
fore the sale to Triangle, did oppose it, 
however, as did various Fresno city and 
county school district officials. So Joe 
Drilling added the role of lobbyist to 
his other activities, speaking before any 
interested group to explain that the ef- 
fect of the change would be beneficial, 
not harmful, to Fresno and its tv view- 
ing citizens. 

A Helping Hand * Joe’s hobbies are 
sports, both as participant and spec- 
tator. Golf has taken the place of 
baseball as his major sporting activity; 
he has an eight handicap and tries to 
play at least once a week. 

“I like helping young men and women 
get started in broadcasting, the way 
Jaime del Valle helped me,” Mr. Drill- 
ing said. “Without his guidance, today 
I might be in the lumber business.” 

He dislikes people with short tempers 
or a lack of understanding. And he 
dislikes puns on his name, although he 
feels fortunate that as a broadcasting 
executive he doesn’t come in for the 
barrage of them received by his older 
brother, Tom, who is a dentist. 
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Slide-rule selling 


THE suggestion that broadcast advertising rates ought to 
vary with the size of the delivered audience is almost as 

old as broadcasting itself. In slightly new guise the sug- 

gestion is being discussed again with some seriousness. 

The revival of discussion was started by Fairfax Cone, 
who suggested that lower rates would attract more adver- 
tisers to information shows at night and thus stimulate that 
kind of programming. As described elsewhere in this issue, 
Mr. Cone suggested that the lowering of price could be 
achieved by either of two means: setting rates according to 
circulation or establishing package deals which, over a con- 
tract period, would include some information shows and 
some mass audience programs. 

Mr. Cone’s objectives are commendable. No one would 
argue against an increase in high-quality serious programs 
in prime hours. But we have misgivings about the means 
he suggests to reach the objectives. We are especially dis- 
turbed by the first of his two proposals. 

It would make no more sense for television to base its 
rates precisely on the size of the audience delivered to 
individual programs than for newspapers and magazines 
to vary their rates with the number of readers known to 
have read each ad or for outdoor advertising companies to 
set a new price per billboard each day or hour or minute 
measured by the number of pedestrians or vehicle passengers 
who not only passed the board but read its message. 

If media were priced that way, there would not be enough 
accountants in the country to make out and double-check 
the media’s statements of charges. And the pricing would 
be much less realistic than it is today. Nose-counting is only 
one, and perhaps among the least important, of all the 
measurements of advertising effectiveness. 

The kinds of people who constitute an audience can be as 
important to an advertiser as the number of people in it. 
This principle is widely recognized, and it explains why the 
New Yorker magazine sells more advertising pages at higher 
rates per unit of circulation than most other magazines with 
circulations many times the size of the New Yorker’s. 

We find it difficult to understand why the same advertiser 
who has bought magazine campaigns in the New Yorker, 
Life and the Saturday Evening Post is troubled by the 
thought that there may be differences in the size of audiences 
that tune to Harvest of Shame and to The Untouchables. 


Minow has a whale of a job 


THE Kennedy youth movement was never more apparent 

than in his surprising selection of the new chairman of 
the FCC. Newton N. Minow, who will be 35 tomorrow 
(Jan. 17) is described by one who knows him as a brilliant 
lawyer, an independent thinker and a fighter who doesn’t 
possess “a single bad instinct.” 

He will need all these qualities in taking on what is widely 
regarded as one of the roughest assignments in Washington’s 
sprawling bureaucracy. Justified or not, the FCC is associ- 
ated with everything wrong in federal regulation. It has 
been pilloried by the press and by Congress. The Landis 
Report, as the Kennedy administration’s opening salvo, did 
nothing to help the prestige of the maligned FCC. 

The Landis Report accused the FCC of numerous short- 
comings. Dean Landis, whatever Congress may do, will sit 
in judgment over the FCC and the other agencies as assistant 
to the President. He will be at the very least, the “overseer” 
of regulatory agencies and, in the extreme, their “czar.” 

Mr. Minow does not expect to assume his new post until 
March to enable him to wind up his Chicago law practice. 
He probably will be confronted with something more than 


a cursory examination by the Senate Commerce Committee, 
which must consider his confirmation. That is so because 
of the already apparent dispute over who shall control the 
regulatory agencies. 

On that score, we think neither Congress nor the White 
House should attempt to exercise the kind of control im- 
plicit in either the Landis Report or in the House Legislative 
Oversight Committee Report (BROADCASTING, Jan. 9) pro- 
posing a permanent oversight unit to ride herd continuously 
over these agencies. Both projects invite conflicts and en- 
courage the very kind of political mischief that both reports 
deplore. 

It is the task of Congress to write the laws. If Congress 
isn’t satisfied with the existing statutes, it has the power to 
rewrite them and, if it chooses, reorganize the commissions 
through ripper legislation. 

It is the function of the President to select the policy 
level members of these commissions. In nominating Mr. 
Minow as the new chairman, Mr. Kennedy has selected a 
man, who despite his youth and lack of experience in com- 
munications, appears to have the qualifications of zeal, vigor 
and unusual intelligence. 

Mr. Minow’s partnership in the law firm headed by 
Adlai Stevenson, who becomes ambassador to the United 
Nations, is causing consternation among conservatives. His 
firm’s representation of former Sen. William Benton’s En- 
cyclopaedia Britannica Films evokes concern in these same 
quarters. The concepts of these distinguished gentlemen in 
regard to broadcast service depart radically from the phil- 
osophies of practical broadcasters. 

Does Mr. Minow harbor their views? We are persuaded 
by those intimate with Mr. Minow that he has no extreme 
views and isn’t easily swayed. This is an appropriate area 
of inquiry by the Senate Commerce Committee. 


Come in, Jim, the water’s hot 


Now that the news is official we welcome Jim Hagerty to 

broadcasting. With him at the head of the ABC news 
operation the output of information on television and radio 
will be enriched. 

As everyone in journalism knows, Mr. Hagerty has already 
performed a measurable service to broadcasting. It was he 
who opened Presidential news conferences to tape and film. 
That pioneering is made no less significant by the decision 
of the successor of Mr. Hagerty’s boss to conduct his news 
conferences on live mikes and cameras. 
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CREATIVITY . .. wfimy-tv creates 


sales in the nation’s 44th market* 


Creativity . . . someone’s artistic ability Sell the nation’s 44th market* (44 counties, 
produced this handsome leather saddle. 17 cities) . . . where 2.3 million customers 
Creativity ... WFMY-TV’s proven ability have 3.2 billion dollars to spend .. . for 
to create greater sales and profits for you, complete details call your H-R-P rep today! 
in the Industrial Piedmont. * Source: Television Magazine, 1960 Data Book 





















In program planning, in daily operation and in 
creative public service, the high standards of 














Transcontinent Stations are earning an ever 








increasing loyalty and acceptance from their 
audiences. This service, integrity and coop- 








eration makes a lasting contribution to the 








constantly growing number of Transcontinent 





Stations’ advertisers and their products. 








WROC-TV, WROC-FM, Rochester, N. Y. * KERO-TV, Bakersfield, Calif. 


WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. * KFMB-TV, KFMB-AM, 


KFMB-FM, San Diego, Calif. * WNEP-TV, Scranton—Wilkes-Barre, Penn. 
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WDAF-TV, WDAF-AM, Kansas City, Mo. 
TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE., N.Y. 17 
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CBS-TV’s new rotating-minutes plan draws 
everything but praise from reps ....... 
The Metropclitan-Kluge story: How to build 
a multiple-station empire 
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CBS-TV cuts tape productio 
plans service only to clients 
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n by $5 million, 


RKO General plans Hartford pay tv by fall as 


FCC moves toward grant... 


RY DAY...BOUGHT IN MORE MARKETS! 


e New Power 
In TV Programs... 


THESE SPONSORS ACTED FAST TOO... 

NN BEER « INSTANT FELS-NAPTHA 
TEXAS STATE OPTICAL » LINCOLN-MERCURY in 
Chicago » RODENBERG’S SUPER M i 


ARKET in 





TOWN in Baton Rouge 
MIAMI STONE in Indianapolis « CHEERFUL 
CHARLEY’S PEOPLE FURNITURE in Davenport 







TINCH FURNITURE in Las Vegas « POLLY’S 


FOOD SERVICE in Jackson, 
in Hattiesburg. 


HARDWARE 


Mich. « GUNN 
Miss. and more. 
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Ziv-United Artists, Inc. 
488 Madison Avenue 
New York 22, N.Y. 

Produced by SCHENCK-KOCH 
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heeling 





£ ycculive 


Vick PeeSipent 


(we AbominaBle "KNow" Man/) 


#1 WTRethgy TV SERIES FROM WHEELING, W. VA. 


Scan Zoo Animals, Inc., Los Angeles, California 


Important ... WTRF-TV Wheeling Market . . . Dominant in Rich 
Booming Wheeling-Steubenville Industrial Ohio Valley . . . 24 Million 
People spending 1%4 Billion Dollars Annually . . . 7500 Retail Outlets. 


wirf-tw 


316,000 watts = nctwork color 


WHEELING 7, WEST VIRGINIA 


Tops in Sales .. . Service . . . Results! Better Sen 2 
WTRF-TV Wheeling! 








Represented Nationally by George P. Hollingbery Company 

















in 961 reach the 


in BALTIMORE with 














A CBS Radio Affiliate 


10,000 Watts on 680 KC and 106.5 FM 
BALTIMORE 13, MARYLAND 


PETERS, GRIFFIN, WOODWARD, we. 
Exclusive National Representatives. 
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You’ve seen housewives, 
young and old, who can 
whiz through a super- 
market in nothing flat. 
Their market lists are 
checked off 1-2-3 be- 
cause they know before- 
hand what they are 
going to buy. 


They are the DECI- 
SION MAKERS, typi- 
cal of the adult-level 
audience you reach 
when you tell your 


product story to WCBM 
listeners. 


Reach them in their 
homes where they. de- 
cide which products 
really rate! 














“catch” 
the 

biggest 

audience... 


in the great Dallas - Ft. Worth market with channel 4 


The November 20, 1960, Nielson Station Index shows KRLD-TV to be the most 
viewed station in the Dallas - Ft. Worth Market. 


Channel 4’s Homes Reached and Station Share per quarter-hour from 6 a.m. to 


Midnight, Sunday through Saturday, are greater than any other station in the 
Dallas - Ft. Worth area. 


Reach The Dallas - Ft. Worth Market EFFECTIVELY with Channel 4 






z represented nationally by the Branham Company 


THE DALLAS TIMES HERALD- STATIONS 
Channel G Dallas_-Ft Wouth Clyde W. Rembert, President 


MAXIMUM POWER WIVv-twin to KRLD radio 1080, CBS outlet with 50,000 watts. 
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Who hooked Minow? 


Who picked Newton N. Minow for 
FCC, It wasn’t Dean James M. Lan- 
dis or Sargent Shriver but John F. 
Kennedy himself. New President knew 
Mr. Minow through his activity at 
1956 convention in Chicago, when he 
was one of Adlai Stevenson’s chief 
lieutenants and at time Senator Ken- 
nedy was runner-up for vice presiden- 
tial nomination. Subsequently, Mr. 
Shriver, new President’s brother-in- 
law, did contact him on his possible 
availability and Mr. Minow ultimately 
said yes, if it was to be chairmanship. 


Lever reassures agencies 

Shudder ran up and down Madison 
Ave., last week in wake of report that 
Lever Bros. was setting up own house 
agency. Potential effects of such move 
by company like Lever, which current- 
ly uses six agencies to handle its prin- 
cipal advertising, were just too terrible 
to contemplate. But Lever officials as- 
sured that it wasn’t so, said they’d 
had to deny such reports before and 
probably would have to again. Rea- 
son: Parent Unilever does still retain 
house agencies (Lintas, for Lever In- 
ternational Advertising Service) in 
many parts of world (through trend is 
toward use of independent agencies 
everywhere), and visits by Lintas peo- 
ple to New York, as happened recent- 
ly, tend to touch off speculation about 
intentions here. 


Another factor: Lever recently com- 
pleted annual review of its agencies’ 
work—in itself enough to cause a 
shiver or two. But officials say that, 
with realignments announced earlier 
(BROADCASTING, Jan. 9), they have no 
further agency changes in mind. Their 
principal business is placed by BBDO; 
Sullivan, Stauffer, Colwell & Bayles; 
J. Walter Thompson; Kenyon & Eck- 
hardt; Foote, Cone & Belding «and 
Ogilvy, Benson & Mather. 


Rotating gyrations 


Despite loud and unquestionably 
earnest protests by station representa- 
tives and some CBS-TV affiliates (see 
page 19), any hard-nosed estimate of 
CBS-TV plan to sell minutes in its 
late-morning programs must include 
this basic fact: extent of real opposi- 
tion, and therefore final outcome, sim- 
ply cannot be accurately foretold now. 
History has shown repeatedly - that 
many stations will squawk loudly— 
and then sign up for very thing they 
are squawking about. 


Network officials say they’ve had 
“limited number” of skeptical reac- 
tions but don’t consider them final 
and, indeed, think they may have been 
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largely inspired by “frantic telephone 
campaign” by reps. Moreover they’re 
“surprised’ ’by vehement reaction even 
by reps, in view of “what other net- 
works are doing even more extensive- 
ly.” But real moment of truth is ap- 
proaching: Network queries asking 
affiliates whether they will or won't 
clear progress under new plan went 
out last Thursday. Stations’ responses 
will tell the tale. 


Hagerty peregrinations 


ABC’s new vice president in charge 
of news, James C. Hagerty, who has 
just completed eight-year tenure as 
White House news secretary to Presi- 
dent Eisenhower, will visit affiliated 
stations to discuss beefing up overall 
news and information services after he 
completes basic headquarters organiza- 
tion. Mr. Hagerty will first concen- 
trate on bolstering Washington’s man- 
power and coverage. 


Mr. Hagerty, who will be given all 
money he needs to make ABC’s news, 
special events and public affairs cov- 
erage competitive with older line net- 
works, also contemplates swing to for- 
eign bureaus and station affiliates of 
ABC after completing basic organiza- 
tion. International television, accord- 
ing to ABC-TV President Ollie Treyz, 
constitutes medium’s new frontier in 
sales and syndication of news and 
public affairs programming. 


Rating the ratings 


Impetus for expected House Com- 
merce Committee investigation of 
rating surveys will come at month-end 
when special study by American Sta- 
tistical Assn. is submitted. Dr. William 
Madow, chairman of three-man group 
completing study under mandate of 
Legislative Oversight Subcommittee, 
said findings will give Congress 
starting point for investigation. Ma- 
dow report will be approximately 100 
pages of double-spaced copy and deals 
with methods used by rating services. 


‘Split run’ radio 


New approach to national radio 
network selling, designed to give ad- 
vertisers greater flexibility in manner 
akin to regional editions of national 
magazines, is in work at ABC Radio. 
Officials are pulling together ABC 
Radio Pacific Coast Network and two 
regionals, Arizona and Intermountain 
networks, with which they already 
have affiliation arrangements, into 
package which can be sold “in any 
combination.” It’s called “ABC Radio 
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West” and approximately 105 stations 
are involved. Rate structures are cur- 
rently being developed, and there’s 
speculation that similar regional pat- 
terns may be evolved for other sec- 
tions of country. 


Home of its own 


FCC, which since its establishment 
in 1934 has been stepchild among in 
dependent agencies, occupying spac 
in Post Office and other governmen 
buildings, will have headquarters o 
its own if near campaign bears fruit. 
Federal Communications Bar Assn. i 
spearheading move for FCC’s ow 
building at outset of new Kenned 
administration, with Harold Mott 
newly elected first vp (and president 
elect) as committee chairman. 


This isn’t first time FCC has sough 
its own home. Several past chairme 
have campaigned for building wit 
General Services Administration, fed 
eral government's landlord, and wit 
Budget Bureau, but have made littl 
progress. FCC presently is occupyin 
what amounts to odd-lots space i 
Post Office Building and even in spac 
rented in three downtown building 
from private owners. FCC now occu 
pies 162,900 sq. ft. to house its 95 
Washington employees. 


Aid from State 


New Office of Special Projects, t 
assist all media in clearance and han 
dling of long-range programming an 
news, as distinguished from spot news 
has been set up in State Department 
Heading office is Luther Reid, forme 
CBS publicity director (1939-40). Of 
fice, operating under Assistant Secre 
tary for Public Affairs (Roger Tubb 
former news secretary to Presiden 
Truman is its new head) will arrang 
clearances for radio-tv newsmen a 
well as others, for special program 


USIA search continues 


There was still no inkling last wee 
as to who will become new directo 
of USIA. It wouldn’t be surprisin 
if man ultimately selected is som 
celebrated figure in print journalis 
rather than radio-tv, even thou 
Voice of America program is core o 
propaganda operation. Actively u 
der consideration, it’s learned is Sy 
vester (Pat) Weaver, currently boar 
chairman of McCann Erickson Inte 
national and former NBC preside 
and chairman. He has been membe 
of USIA Broadcast Advisory Boar 
for past two years. 
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tember, by Broapcasrine 
Washington, D. C., and additional offices. 













WKBH, 
5000 watts, NBC, 
and WKBT, Channel 8, 
CBS- ABC -NBC... 
...most effectively serving the 


ws should-buy99 market of LaCrosse 
and the Western Wisconsin Area 




























announce the appointment of 
AVERY-KNODEL 

as National Sales 

Representatives. 
4 Remember, 





you can’t sell the 
WKBH or WKBT Area 
using far-distant, “big-market”’ 
stations. LaCrosse is farther 
from Milwaukee than Chicago 
is from Indianapolis... 
almost as far as Boston 
is from New York. 
q Only WKBH and WKBT give you 
thorough, efficient 
and effective penetration 
of this diversified industrial 
and agricultural area — 
39th in the nation in retail sales 
per household. 
q Call your AVERY-KNODEL representative. 


\\\\ \ 
Uh aveRy. KNODEL Offices in: New York ¢ Atlanta * Dallas * Detroit * San Francisco « Los Angeles « Chicago 
J/ 1/1] 
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WEEK IN BRIEF 





Station reps are up in arms over what they feel is the 
latest, and worst, foray into their own sacred ground—the 
CBS-TV rotating-minutes plan for selling late-morning 
spots, which one called “spot-casting.” Last week they 
let fly their opinions in unequivocal language. See... 


REPS BRISTLE AT CBS-TV PLAN ...19 


It takes confidence, savvy and a good deal more just to 
mark time in the field of big league station ownership. 
Metropolitan Broadcasting Corp. and its head, John W. 
Kluge, show they have more than enough of all in putting 
together an empire of four vhfs, four ams and three fms 
in large and middle-sized markets. They haven’t stopped 
yet. See. 


MAKING A MASSIVE MEDIA COMBINE... 42 


CBS-TV makes sharp cutback in tv commercial and pro- 
gram production on tape—$5 million worth—in what was 
interpreted as a move to cut costs and increase profits. 
From now on production will be only for network clients. 
See . 


TAPE PRODUCTION CUT BY CBS-TV...20 


Over-the-air pay television, a controversial issue for 
years, will be a reality this fall wnen RKO General carries 
out its plans for a three-year, $10 million test on ch. 18 
in Hartford, Conn. All that’s needed is the final FCC 
stamp on tentative approval announced last week. See... 


FCC SET TO OK HARTFORD PAY TV... 54 


Congress will hold a post-mortem Jan. 31-Feb. 1 on a 
partial, temporary death: that of Sec. 315 in the 1960 
presidential campaign. And broadcasters will be hoping 
for the big kill as they testify before Pastore unit. See... 


SEC. 315 HEARING SCHEDULED... 58 


The FCC has, too, always considered programming— 
when it compares applicants for station licenses. And 





the agency ought to check again at renewal time to see 
if programming is up to promises. So said a man last 
week whose words will carry weight: James M. Landis, the 
President’s agency reorganization man. See... 


FCC MUST CONSIDER PROGRAMS... 56 


The FCC chairman-designate, Newton W. Minow, drops 
by to visit congressmen, FCC members, other Washington 
figures, acquaint himself with his new job. See... 


MINOW COMES TO WASHINGTON... 54 


Outgoing President Eisenhower asks Congress for $13.5 
million for the FCC for fiscal 1962, same as he asked for 
1961, but $900,000 less than the FCC got. Kennedy may 
revise figure. See . 


$13.5 MILLION ASKED FOR FCC... 61 


Ford Motors’ Ford four years ago okayed a 1957-58 sea- 
son plan outlining broadcast media plans and what results 
it hoped to achieve. As reviewed before RTES members 
last week, results were rewarding. See . 


FORD TV OBJECTIVES, RESULTS... 26 


Canada now boasts 85% tv saturation of households— 
or a total of nearly 3.8 million tv homes. See... 


TV COVERAGE 85% IN CANADA... 70 


Lockheed Aircraft proposes that one common-carrier 
firm serve all space telecommunications as ‘joint venture’ 
in recommendation to FCC. AT&T gets green light for 
overseas satellite tests. See... 


SINGLE SPACE CARRIER ASKED... 64 


CBS separates its sports departments from news so 
respective radio and tv networks can concentrate on 
building up sports, after similar move to beef up news 
and public affairs. See... 


CBS SPLITS SPORTS, NEWS... 36 
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Our Finest Hours 


in 1960 included Spring Into Color, for 

the first time in history 17-hours of 

color in one day; The Missile Story, de- 

veloped by KMT'V News and appearing 

in headlines from coast to coast; The 
Night They Shot Down St. Nicholas, a 
prime time original live drama; Play- 
house Awards, the first telecast of Oma- 
ha’s Henry Fonda — Dorothy McGuire 
awards; Your Doctor and You, the 
seventh annual KMTYV series of med- 
ical programs; Spring Music Festival in 
color, the first television appearance of 
the Omaha Symphony; Meet the Can- 
didates, a 13-week pre-election series 
pitting opposing candidates on the 
same program; Six White Crosses, dedi- 
cated to safety and to the memory of 
six Omaha crash victims; The Second 
Annual KMTV Awards Dinner, honor- 
ing civic leaders for effective use of tele- 
vision public service; Birth of a Decade, 
Omaha’s growth in the ’50’s and predic- 
tions for the ’60’s; Playground Cham- 
pions, the seventh annual KMTYV series 
of city Park competition; The Hidden 
City, Omaha’s first continuing series of 
in-depth specials; The Hunter and His 
Gun, safety in the field; ’Twas the Night 
Before Christmas, a live color drama- 
tization of Clement Moore’s poem; 
Jean’s Story Time, Omaha’s only live 
children’s religious program series; 
Cavalcade of ’60, the year’s top news 
stories; All Star Bowling, the nation’s 
only daily live television coverage of the 
1960 All Star Tournament; TV Class- 
room, now in the tenth year and one of 
the nation’s first programs to offer 
courses for college credit; First Luth- 
eran Service, Omaha’s only remote of 
local Christmas observances; The 
Amendments, pro’s and con’s of pro- 
posed Nebraska Constitutional 
changes; European Reports, featuring 
two KMTV News trips to Europe and 
Africa; and a virtual sweep of the Oma- 
ha Radio/TV Council “Gold Frame” 
Awards for public interest program- 
ming. We have even bigger plans 
for 1961. 


KMTV 3 Omaha and Lincoln 


Represented nationally by Edward Petry and Co. 
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Inaugural coverage 
overcomes storm 


Carefully laid plans of networks to 
provide coverage of Kennedy inaugural 
ceremonies proceeded in orderly man- 
ner Friday despite unexpected problems 
raised by Thursday snowstorm. Few 
improvised measures were taken during 
pickups that started in morning and 
continued to inaugural balls. 

NBC-TV had to knock out window 
in tv booth across from presidential re- 
viewing stand at White House to per- 
mit better pickup by color cameras. 
This was described as cause of loud 
public address commentary on tv. It 
also subjected Chet Huntley and David 
Brinkley to chilly winds along Pennsyl- 
vania Ave. Network carried fast com- 
mentary on Kennedy speech from Jo- 
seph C. Harsch, in London. 

Rehearsals for Friday coverage were 
conducted during snowstorm but bright 
sun was shining all day, augmented by 
reflections from snow. 

Networks had to make quick ar- 
rangements to house personnel night 
before inauguration, renting any space 
they could get. Some stayed at stations. 
NBC rented banquet hall atop Wood- 
ner Hotel, for use as dormitory. 


More informational radio 
advocated by retailer 


Local radio must move in direction 
of radio networks and provide more 
informational and educational program- 
ming to offset FCC trend towards 
greater regulation, Harry Spitzer, pub- 
licity and sales promotion director of 
Sattler’s department store, Buffalo, told 
ninth annual Retail Advertising Confer- 
ece Jan. 22 in Chicago. As jingle pio- 
neer and saturation user of radio for 
27 years, Sattler’s will follow trend and 
increase even further its heavy invest- 
ment in local newscasts, he said. 

“What would happen if FCC de- 
manded radio stations devote more 
time to education?” he asked. “What 
would happen if FCC decided too 
much rock-and-roll, not enough com- 
munity service were on the air?” An- 
swering his own questions, he said, “I 
am not speaking for more government 
regulation but I am saying that if radio 
itself does not wake up, it is not beyond 
the realm of possibility that the FCC 
will move in. The trend is there.” 

Mr. Spitzer said that as advertiser he 
has noted that “poor programming has 
driven a good part of the better market 
away from commercial radio into the 





Fireman Reinsch 


Besides serving Democratic par- 
ty candidate John F. Kennedy as 
communications advisor during 
campaign, J. Leonard Reinsch, 
executive director of Cox stations, 
served in emergency role during 
Friday inaugural ceremonies. 

When smoke began seeping out 
of lectern prior to invocation by 
Richard Cardinal Cushing, Mr. 
Reinsch, seated near lectern, came 
into camera range as he inspected 
electrical gear at its base. He tried 
to duck as he crossed in front of 
lectern but was caught by tv 
camera. 

David Brinkley, NBC observed, 
“Leonard Reinsch seems to be the 
chief fireman.” 











calm and noncommercial air of fm ra- 
dio—and merchants can’t deliver their 
messages and sell goods to people who 
are not listening.” 

Describing radio as “a marvelous me- 
dium, the most flexible mass medium 
ever devised,” he said radio “could do 
the most marvelous job of education for 
citizenship if it only tried. Radio is the 
only mass medium you don’t have to 
do anything about. To read a news- 
paper you must turn the pages. To 
watch television you must sit down and 
watch it. But radio is there and can 
be everywhere.” 

Citing NBC and CBS swing to more 
informational and service-type program- 
ming, Mr. Spitzer said that since most 
radio income is from local sources, this 
trend must spread to local level. “A 
better informed public will mean a 
better educated public and will mean 
a more prosperous nation,” he said. 
“We at Sattler’s feel this very strongly 
and are backing up our feeling. This 
is the direction in which Sattler’s has 
spent and is spending its radio money.” 


Dairy association leaving 
tv for print media drive 


American Dairy Assn. 1961 adver- 
tising will be concentrated in print me- 
dia instead of tv because of high cost of 
visual medium, it was learned Friday. 

ADA likes tv but claimed it’s getting 
too expensive to obtain full program 
identification. In past ADA has par- 
tially sponsored such network programs 
as Perry Como and currently is in final 
cycle of participations on NBC-TV 
Today. 


Nielsen, ARB checks show 
Inaugural ratings high | 


Total of 3,287,000 television house- 
holds in New York metropolitan area 
viewed presidential inauguration cere- 
monies during peak time of 12:30- 
12:45 p.m. Friday, according to A. C. 
Nielsen’s Instantaneous Audimeter. To- 
tal viewing audience on seven New 
York tv stations carrying event amount- 
ed to 79.1% of tv households, Nielsen 
spokesman said, with WNBC-TV New 
York garnering 54.7% share of tv au- 
dience. He added that snowstorm in 
New York area Friday probably was 
one factor that contributed to large 
audience. For 12:30-12:45 time peri- 
ods, Nielsen noted, average of 24.2% 
of New York households viewed tv pre- 
vious day (Jan. 19). 


Almost half of all television sets in 
use from 11 a.m. to 3 p.m., period of 
presidential inauguration ceremonies 
Friday (Jan. 20), were tuned to net- 
work coverage of those events, accord- 
ing to American Research Bureau’s 
seven-city Arbitron report. It showed 
60.9% of sets in those cities were in 
use during average segment of that 
period, with 48.3% of those tuned to 
network coverage. 

In network race, NBC-TV took first 
place with average rating of 23.4— 
higher than rating on any football bowl 
game or World Series contest, NBC 
said—as against 17.9 for CBS-TV and 
7.0 for ABC-TV. 


Talks planned Jan. 26 
on block-booking orders 


Conference to draw up block-book- 
ing injunction order, along lines of de- 
cision by Federal Judge Archie O. Daw- 
son (BROADCASTING, Dec. 12, 1960), is 
scheduled for Jan. 26 in chambers at 
New York federal courthouse. Meet- 
ing is for purpose of permitting Dept. 
of Justice attorneys to file proposed or- 
der, with attorneys for six tv film dis- 
tributors having chance to discuss and 
argue specific items. 

District Judge Dawson ruled. that six 
defendants violated block booking pro- 
hibitions in requiring purchase of fea- 
ture films by tv stations in package 
form. Opinion brought to close three- 
year-long government antitrust suit 
against following tv film distributors: 
Loew’s Inc. (MGM), Associated Art- 
ists Productions Inc. (Warner Bros.), 
C&C Super Corp. (RKO), National 
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Gordon Gray, 
formerly special 
assistant to the 
President for 
national secur- 
ity affairs in 
Eisenhower ad- 
ministration, 
elected = chair- 
man of boards 
of Piedmont 
Publishing Co. 
and Triangle 
Broadcasting Corp., Winston-Salem, 
N. C. Piedmont is licensee of WSJS- 
AM-FM, that city, and publishes Win- 
ston-Salem Journal and Twin City Sen- 
tinel. Triangle, Piedmont subsidiary, is 
licensee of WSJS-TV Winston-Salem. 


Clifford M. 
Kirtland, since 
1957 treasurer 
and__ controller 
of Transconti- 
nent Television 
Corp., elected 
vp of firm. Prior 
to joining TTC, 
Mr. Kirtland 
was business 
manager of 
WGR -AM-FM- 





Mr. Gray 





Mr. Kirtland 
TV Buffalo, N. Y. TTC stations are: 


WROC-FM-TV_ Rochester, N. _ Y., 
WNEP-TV Scranton-Wilkes-Barre, Pa., 
WGR-AM-FM-TV_ Buffalo, KFMB- 
AM-FM-TV San Diego, Calif., KERO- 
TV Bakersfield, Calif., and WDAF- 
AM-TV Kansas City. 


Ralph W. Nicholson, director, vp and 
manager of Fuller & Smith & Ross, 
New York, appointed assistant U. S. 
Postmaster General. Prior to joining 
F&S&R 15 years ago, Mr. Nicholson 





had served on president’s staff at U. of 
Chicago, and at General Electric Co., 
Schenectady, N. Y. T. L. Stromberger, 
F&S&R headquarters senior vp, has 
been named acting manager of agency’s 
New York office. Mr. Nicholson as- 
sumed full responsibilities in new Wash- 
ington assignment on Jan. 20. 


William P. Andrews named vp in 
charge of syndication for Independent 
Television Corp., N. Y. Mr. Andrews, 
who was formerly ITC’s general sales 
manager, joined company in July, 1958 
as western division manager. In June, 
1959, he was named northeastern divi- 
sion manager. Before coming to ITC, 
he was spot sales manager for Ziv-Tv, 
N. Y., and prior to that was account 
executive for KPTV (TV) Portland. 


Loyd Sigmon, 
vp and chief en- 
gineer of Gold- 
en West Broad- 
casters and as- 
sistant general 
manager of 
KMPC Los An- 
geles, promoted 
to general man- 
ager. Move was 
made to relieve 
Bob Reynolds, 
GWB president who has been manag- 
ing KMPC, to devote more time to 
GWB’s expanding activities, particular- 
ly Los Angeles Angels, American 
League baseball team for which fran- 
chise has been granted to Mr. Reynolds 
with Gene Autry, GWB board chair- 
man. Tom Crosnoe, KMPC transmitter 
engineer, becomes chief engineer of 
three Golden West stations: KSFO San 
Francisco, KVI Seattle, Wash., and 
KMPC. 


Mr. Sigmon 


For other personne! changes of the week see FATES & FORTUNES 


RIAL ARRAN EEE LE Se 


Telefilm Assoc. (20th Century-Fox), 
Screen Gems Inc. (Columbia) and 
United Artists Corp. (independents). 


NTA Telestudios to test 
commercial vtr technique 


NTA Telestudios will test what is de- 
scribed as significant development in 
video-tape commercial production field 
this week in New Orleans. Telestudios 
will tape footage for series of DuPont 
commercials using new single-camera 
technique. Tape footage will be inte- 
grated by intersync with other footage 
produced in New York. 

Test is called first attempt at location 
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production using single-camera shoot- 
ing and subsequent utilization of inter- 
sync. If successful, method is expected 
to place on-location video-tape on more 
competitive basis with film. In past one 
advantage of film has been claim that 
sequences could be easily integrated. 


Transocean tv within year 
AT&T said it hopes to have trans- 
oceanic satellite up “within year” and 
“will push vigorously toward this.” 
Statement issued after FCC approved 
frequencies for space use by AT&T (see 
page 64). Satellites will make possible 
international transmission of tv and 
other forms of communication not feasi- 
ble with today’s cable and radio circuits, 





company said. It pointed out that ca- 
bles and radio network carried nearly 
4 million overseas telephone calls last 
year. By 1980, statement said, it is ex- 
pected there will be 100 million calls 
per year, 25 times present load. 


Healy of McCann-Erickson 
defends integrity of ads 


Replying to critics who charge adver- 
tising “can foist anything on the Amer- 
ican public,” Robert E. Healy of Mc- 
Cann-Erickson, New York, said Friday 
this is not true and neither American 
people nor advertising industry would 
permit it. 

Mr. Healy told dinner meeting of 
Fort Worth (Tex.) Junior Chamber of 
Commerce there are some “real prob- 
lem ad men who push their product 
claims beyond bounds of integrity.” He 
indicated such admen are not typical 
of industry generally and pointed out 
that one of “greatest ethical acts” agen- 
cy can perform is to persuade client 
his product “is not quite that good.” 


Capt. Miles nominated 
to U. S. advisory panel 


Capt. Paul D. Miles, USN (ret.), ex- 
ecutive secretary of Interdepartment 
Radio Advisory Committee, has been 
nominated by U. S. to serve on interna- 
tional panel to meet in Geneva next 
September. Panel will consider world- 
wide aspects of telecommunications 
planning and allocations, including 
broadcasting techniques. 

Panel of seven experts was author- 
ized at 1959 International Telecommu- 
nications Conference in Geneva to ex- 
plore ways of relieving congestion in 
spectrum (between 4-27.5 mc) involv- 
ing, in addition to broadcasting tech- 
niques, space communications as well 
as scatter, radio relay, high frequency, 
and land and submarine cables. 


Gundy heads association 


Phillip L. Gundy, senior vice presi- 
dent of Ampex Corp., has been elected 
president of Western Electronic Mfg. 
Assn. for 1961. 


Business briefly.... 


Block Drug Co. (Polident denture 
cleansing kit), Jersey City, N. J., has 
earmarked $500,000 for network tv 
campaign in March and April to pro- 
mote sales of kits during retailers’ spe- 
cial offer. Similar promotion year ago, 
Block Drug said, doubled Polident’s 
sales during seven-week deal period. 
Commercials will be seen on This Is 
Your Life, Jack Paar Show, The Tall 
Man, all on NBC-TYV, and also in un- 
determined number of major daytime 
tv shows. Agency: Grey Adv., N. Y. 
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The Charlotte MARKET is . aii 
Tops in the Southeast with wiateaaeal inouhene —_. is 
a fair size city patch, but it’s sti// pea- 
642,500 TV Homes” nuts compared to the TV Homes in the 
elephantine Charlotte Television Market. 


Don’t forget! WBTV Delivers 55.3% more TV 
Homes than Charlotte Station “B’’!** 






*Television Magazine—1961 **ARB 1960 Coverage Study— 
Average Daily Total Homes Delivered 


Charlotte 


642 500 Atlanta Louisville New Orleans aiteile 
561,500 535,300 420 200 Risleiete) 267 200 
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YOU CAN 
QUOTE ME... 


“We are always confident that 

when we recommend the 

Crosley Stations, our clients will 

benefit from the traditional 

Crosley service that goes con- 
siderably above and beyond 

the call of media duty—from 
programs to promotions, be- 

hind-the-scenes to on- 
the-air.”” 


7. Parlan fu 


President 


Keelor & Stites, 
Cincinnati, 


Agency for 
Southwestern 
Ohio 
Blue 
Cross 








___ DATEBOOK ___ 


A calendar of important meetings and 
events in the field of communications 
*Indicates first or revised listing. 


Jan. 23—Joint luncheon meeting, Sales- 
Marketing Executives of Chicago, Chicago 
Federated Advertising Club and American 
Marketing Assn. Speaker: Marion Harper Jr., 
president, McCann-Erickson, Sheraton Tow- 
ers, Grand Ballroom, 12 noon. 


Jan. 23—Hollywood Ad Club luncheon meet- 
ing, Hollywood Roosevelt Hotel. Dr. Sydney 
Roslow, director, The Pulse Inc., will discuss 
the latest developments in media research. 
Jan. 23-24—Oklahoma Broadcasters Assn. 
Biltmore Hotel, Oklahoma City. Members of 
the Oklahoma Legislature will attend lun- 
cheon meeting at which FCC Commissioner 
John S. Cross will be featured speaker. 
Jan. 24—Washington Advertising Club and 
Sales Executives Club, 9th annual Business 
Outlook Conference. Statler Hilton Hotel, 
Washington, D. C. 


*Jan. 24—Academy of Television Arts & 
Sciences, Los Angeles Chapter, meeting on 
foreign films, with top pictures from Eng- 
land, France, Germany, Japan and Latin 
America being shown to demonstrate what 
our American product is up against in 
foreign markets. Hollywood Palladium, 
Hollywood, 8 p.m. 

Jan. 24—Radio & Television Executives So- 
ciety’s timebuying and selling luncheon- 
seminar. Hawaiian Room, Hotel Lexington, 
New York, 12:15 p.m. 

*Jan. 24-26—National Religious Broadcasters, 
Mayfiower Hotel, Washington, Cc. 

Jan. 24-26—Georgia Radio & Television In- 
stitute, sponsored by The Georgia Assn. of 
Broadcasters and Henry W. Grady School of 
Journalism, U. of Georgia, Athens. Maurice 
B. Mitchell, president of Encyclopedia Bri- 
tannica Films Inc.; Arthur Hull Hayes, 
president of CBS Radio, Harold R. Krelstein, 
president, Plough Broadcasting Co.; Robert 
F. Hurleigh, president of MBS, and Norman 
E. (Pete) Cash, president of TvB, will be 
among the featured speakers. 

Jan. 24-26—South Carolina Broadcasters 
Assn. annual winter convention. Tv and 
radio workshop sessions, conducted by Wil- 
liam Colvin, director of member services, 
TvB, are planned. NAB Vice President 
Charles H. Tower will speak. A luncheon for 
legislators will be held Jan. 25. Rep. William 
Jennings Bryan Dorn will speak at the ban- 
quet that evening. Hotel Columbia, Colum- 
bia, S. C. 

*Jan. 26—Chicago Agency Media Group, 
second annual Media Representatives Award 
luncheon. Speaker: Leon Morgan, president, 
Buchan Adv.; topic: “Are you getting the 
most out of media representatives?” Fritzel’s 
restaurant. 

*Jan. 26—Southern California Broadcasters 
Assn. monthly luncheon, noon at the Holly- 
wood Knickerbocker Hotel. Guild, Bascom 
& Bonfigli personnel will discuss the agency's 
attitude toward radio and how GB&B at- 
tempts to make it work for its clients. 


*Jan. 26—New deadline for comments on 
FCC rulemaking which would prohibit sale 
of a broadcast license, except in certain 
instances, where licensee has outlet less than 
three years. Reply comments due Feb. 6. 
Jan. 27--Educational Foundation of Ameri- 
can Women in Radio & Television, board 
of trustees meeting. Belmont Plaza Hotel, 
New York City. 


Jan. 27-29—American Women in Radio & 
Television, board of directors meeting. Bel- 
mont Plaza Hotel, New York City. 

Jan. 29-Feb. 3—American Institute of Elec- 
trical Engineers winter general meeting. 
Statler-Hilton Hetel, New York. 

Jan. 30-Feb. 4—National Retail Merchants 
Week sponsored by 11,500 stores of National 
Retail Merchants Assn. with slogan, “Re- 
tailing Serves America.” 

Jan. 31-Feb. 1—Advertising Federation of 





America, annual mid-winter conference for 
all advertising and congressional reception. 
Theme will be “Advertising Says: ‘Let’s 
Keep America Rolling Ahead’.”’ James M. 
Landis, special assistant to President John 
Kennedy on regulatory agencies, is among 
speakers. Congressional reception Feb. 1, 
5:30-8 p.m. Statler Hilton Hotel, Washington. 
Jan. 31—American Marketing Assn., New 
York chapter, marketing workshop: ques- 
tionnaire design in marketing research. 
Lever House auditorium, New York, 4 p.m. 


FEBRUARY 


*Feb. 1—Television Bureau of Advertising, 
showing of “The Progress of Discontent,” 
Statler Hilton Hotel, Washington, D. C.,, 
8 a.m, 

Feb. 1—New deadline for comments on 
FCC proposal to revise annual financial re- 
port (Form 324) due from all broadcast sta- 
tions, including condensed balance sheet, 
analysis of notes payable, a new income 
statement and a new breakdown of reve- 
nues. Docket 13,842. 

Feb. 1—Deadline for entries in National 
Safety Council’s non-competitive public in- 
terest awards to radio-tv and other public 
information media entries will be accepted 
for radio-tv stations and networks, adver- 
tisers, daily and weekly newspapers, ua- 
tional mews services and syndicates, and 
labor organizations; consumer and trade 
magazines and outdoor advertising com- 
panies. NSC also will administer Alfred P. 
Sloan Radio-Tv Awards for Highway Safety 
from among recipients of council’s public 
interest awards in radio-tv and advertiser 
categories. Two new awards of $1,000 each 
will be presented to producer and writer 
of radio or tv programs selected from Sloan 
Award winners. Official blanks may be ob- 
tained from the Council at 425 N. Michigan 
Ave., Chicago, Ill. 


Feb. 1-3—Winter Military Electronics con- 
vention, sponsored by National] Professional 
Group on Military Electronics and Los 
Angeles section, Institute of Radio Engi- 
neers. Biltmore Hotel, Los Angeles. 

Feb. 2—Minnesota AP Broadcasters Assn. 
Radisson Hotel, Minneapolis. 

Feb. 2-3—NAB Television Code Review 
Board. Beverly Hills Hotel, Hollywood. 


Feb. 4—United Press International Broad- 
casters of Minnesota, winter meeting. Leam- 
ington Hotel, Minneapolis. 

Feb. 4—Directors Guild of America, annual 
awards dinner dance. Beverly Hilton, Bever- 
ly Hills, Calif. Presentation of awards for 
outstanding directorial achievement in the- 
atrical motion pictures, live and film tv 
programs. 

Feb. 5-6—Texas Assn. of Broadcasters 
spring convention. Commodore Perry Hotel, 
Austin. 

Feb. 5-11—1961 Advertising Week. 

*Feb. 6—Hollywood Ad Club luncheon meet- 
ing, 12 noon at Hollywood Roosevelt Hotel. 
Kevin Sweeney, president, Radio Advertis- 
ing Bureau, will speak on “Radio 1961.” 
*Feb. 6-7—U. of Texas Journalism Seminar, 
“The Role of the Mass Media in a Demo- 
cratic Society.” Union Bldg., U. of Texas, 
Austin. 





Advertising Federation of America 
1961 Conventions 
Jan. 27-29—Eastern inter-city confer- 
ence of Women’s Advertising Clubs. 
Warwick Hotel, Philadelphia. 
Feb. 1—AFA annual mid-winter con- 
ference and congressional reception. 
Statler-Hilton Hotel, Washington, D.C. 
April 6-7—AFA Ist district conven- 
tion. Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 
April 13-16—AFA 4th district conven- 
tion. Dupont Plaza Hotel, 
April 21-22—AFA 9th district conven- 
tion. Savery Hotel, Des Moines, Iowa. 
May 27-31—AFA 5th annual conven- 
tion. Sheraton Park Hotel, Washing- 
ton, D. C 
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INTERNATIONAL 
SUNDAY SHOW 


! 


day or t ar as desired. May be programmed for solid 
hour of aif time or much longer with ae be or commercial 
inserts. individual sections cover human interest, foreign 
affairs, gi ent, politics, personalities, science, news 

review an@ preview, in-depth documentary, background, his- 
torical material and women’s news. Also ng Sundays: 
Deejay Digcourse-—-700 words of record patter for station 


music de ol the Sports Preview, sizing up the week 
in sports and paownns the week ahead; and the Sunday 
Music newsfea 








oe sai 
Mit (WIT {FF iS iS |SENT 
FARMING The Farm Show Rik |X |X |X EX Overnight 
Market Sufmmary MX ix REM IK EK Overnight. 
FOR WOMEN The Woman's Beat SIAR TSE Overnight 
in - Woman's Mainly for Women RX |X |X ik EX Qvernight = - 
World Women in the News KX IX IX |X [Xx Overnight 
HUMAN INTEREST The Calendar*s* xX |X |X |X [1X |X |X [Evening 
& ENTERTAINMENT The Almanac #** XIX [IX |X 1X |X |X | Overnight 
On The Lighter Fiashback) A108. 08 ERA oe vernight 
Side in.Your Neighborhood XIX |X |X 1x |x i 
Time Gut | x x x xX ix x x verry h' 
On the Re X iM REX EK EX EX h 
Calling Ait: Givers x x x Overnigh 
in Moviel x x x Overnigh 
Deejay Digcourse a 
COMMENTARY AND Today's Commentary X UX |X ER EX Late Evening 
REVIEW Names in thé News X UX |X] REX Late Evening 
Under the Capitol. Dome XiX |X ER IUX Late Evening 
BUSINESS, RELIGION, Business td XTX XTX IX Daytime 
SCIENCE Weekly almeets Review x Overnight 
Religious News x Overnight | 
The Week im Science X Late Evening 
NEWS OF THE Along Broadcast Row © XIX EXE REX Daytime & Night 
BROADCAST WORLD Station to Station As pvailable Pande 
a8 ee 
SPORTS Speaking of Sports* XIK EXT RKEX X | Overnight 
Great Moments in Sports** MIX IXET XIX 
The Scoragag ard XiXEX| KEKE KE X | Overnight 
UNITED PRESS Moves Saturda night and — Sunday for use the same X | Overnight 








UNITED PRESS 

INTERNATIONAL 
ASONAL 

SPECIALS 


" 
m 


Each yeat United Press international Radio carries timely 
news shows in series. Topics include income tax, elections, 
spring faghions, home gardening, June brides, fall fashions 
and Christmas shopping. Also: Broadway, the New York 
theatrical season. 

At the eng ef each year feature specials include 15 minute 
news sho#s, cover’ gy year on the lighter side, farming, 
women’s news and the year’s news highlights. 

Other yearend news shows are Man of the Year, Woman 
of the Yeat, Story of the Year, and Top Records of the Year. 





UNITED PRESS 
INTERNATIONAL 


SEASONAL 
SPORTS SPECIALS 








Special sdorts news shows in series include Along the Base- 
ball Traii, {18 seri og Sizing Up the Majors (18 scripts); 
Sizing Up. Series (3 scri a Sone Up the Ken- 


tucky De < script) sizin lege Football (12 
scripts); ing up Professional Football (22 scripts); Sizing 


Up the B cy seript ge the Olympics (7 scripts, 
eve i years); Football Prophet (every Thursday during 
football seasen). 








*Speakia » of —_ is tones to a 15-minute newscast 
2 Sui ewing the week in sports and outlining 
e Grier 


**Great Moments in Sports is moved during the weekend 
for release during the following week. 


*** Moved. during the weekend on a hold-for-release basis. 


Talk about newcfeaturec! 


No other service has a lineup 
of salable features like this. 


Stations like them because 
they get sponsors. 


Sponsors like them because 
they get an audience. 


Unitea 


Press 


[ternational 








What’s this got to do with 
your time buy in this mar- 
ket? Just this: We’ve always 
felt advertisers on this sta- 
tion deserve expert technical 
handling of commercial 
material, on film, live or 
film in combination with 
local-live tags. That’s why 
KJEO-TV. is famous in 
Central California for its 
engineering skills, top an- 
nouncers, its overall cam- 
paign for an “Air Time 
Corporate Image”—and this 
means confidence your time 
buys on KJEO-TV get sell- 
ing attention from experts. 


ratings? A Weve. (lot Thon! 


Check with your nearest HR representative 


le Of Course! 
TRreJ JI 


CHANNEL 47 
Fresno, California 
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Successful surgery 


Epitor: I felt as if I had been dissected 
when I first saw the write-up you gave 
me [REsPECTs, Dec. 19, 1960], but I 
have had so many pleasant remarks 
about it from your readers that I am 
now moving around again without em- 
barrassment . . .—William E. Matthews, 
Vice President and Director of Media 
Relations and Planning, Young & Rubi- 
cam Inc., New York. 


Younger set 


EDITOR: YOU CERTAINLY CAN GET THE 
NEWS FAST; ACTUALLY, SOME INFORMA- 
TION IN YOUR ARTICLE [CLOSED CIRCUIT, 
Jan. 9] EVEN I DIDN’T HAVE. CONGRATU- 
LATIONS! TWO ITEMS YOU MAY WISH TO 
CORRECT. FIRST, DISTRIBUTION OF 
STOCK AMONG BUYERS SEEMS INCOR- 
RECT; SECONDLY, I AM 58 AND MRS. 
MACK Is 56. I AM OLD ENOUGH, PLEASE 
DON’T MAKE IT ANY WORSE. ALSO 
PLEASE AIR MAIL NEW YEARBOOK TO ME. 
—GERRY MCDERMOTT, PRESIDENT, KBUR 
BURLINGTON AND KMCD FAIRFIELD, 
IOWA. 


[Broapcastinc is near. to add five more 
years to Mr. McDermott’s lifetime and four 
more to Mrs. McDermott’s during which 
ey ll receive consultancy fee as part of 

in their sale of two stations, refers him 
to attorney for sellers and buyers, who cor- 
—T ownership figures used in the 
item. 


Terminological error 


Eprror: Your item [AT DEADLINE, Jan. 
9] contained an error in terminology. 
The last sentence referred to a gift of 
magnetic tape as “$10,000 worth of 
WO Siete, 

Actually, the term VTR is an abbre- 
viation of Videotape Television Re- 
corder and scarcely can be construed 
as an abbreviation of “tape.” 

You know, of course, who manufac- 
tures the Videotape Television Record- 
er.—Ellis Walker, Public Information 
Director, Ampex Professional Products 
Co., Redwood City, Calif. 


[Broapcastinc also knows, when not over- 
looking typces, that $10,000 worth of vtr 
would be roughly about a fourth of one 
machine.] 


‘No sale’ sign’s up 

EDITOR: It was indicated [CLOSED Cir- 
culT, Jan. 16] that the broadcast sta- 
tions owned and operated by the Nafi 
Corp. were available for purchase since 
its recent change in administration. I 
would like to call to your attention the 
true facts of the matter. No Nafi tele- 
vision station is for sale. Those who 
have approached us with a purchase 
proposal have been so informed. 

In fact, our situation has been 
strengthened to the point that seri- 
ous consideration is being given to ex- 
panded activities in television —Alvin 
G. Flanagan, President, Nafi Broad- 
cast Division. 
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Station programmers looking for 
real home-hitting quality—BROKEN 
ARROW’s now available locally for 
the first time, direct from its striking 
success on the network. Nationally, 
BROKEN ARROW hits bull’s-eyes 
both on Tuesday nights at 9 pm and 
on Sunday afternoons at 4:30 pm, 
repeatedly lifting the ABC-TV net- 
work into a top challenging position 
in ratings and share. Adult viewers truly enjoy BROKEN ARROW— 
67% worth for smart program-renewing sponsors General Electric 
and Miles Labs! And ail-family audiences yum-yummied their candy 
and cereals from sponsors Mars Inc. and Ralston Purina. Michael 
Ansara and John Lupton star in this 20th Century-Fox produced 
series. You'll star in your market when you're first with BROKEN 
ARROW-— in any time period. Better wire collect now. 
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INDEPENDENT TELEVISION CORPORATIO 

















MON DAY MEMO from W. P. WHITEHORN, marketing dir., American Sponge & Chamois Co. 


How a sponge absorbed tv’s marketing magic 


To make a woman's face up— 
there are formulas of every kind. 

But no man yet has found the way 

to make her make up her mind! 

But we still try every day, in every 
way. 

The American Sponge & Chamois 
Co. was founded in 1869. Unlike the 
natural ocean sponge, whose evolution 
through the ages has been slight, Amsco 
grew and changed with the same vigor 
characteristic of young America. 

Today Amsco has a large, diversified 
family of related products geared to 
the contemporary way of life. 

A policy of keeping pace with the 
present and planning for the future is 
reflected in the many new products in- 
troduced by Amsco in recent years. 
Still new and better products are now 
in the development and testing stages 
in our new products department. 

Tv Trial = Four years ago, American 
Sponge & Chamois tried something new 
for a 92-year-old company —tv. Its 
president, A. J. Sloss (now chairman of 
the board), faced a problem in con- 
nection with one of our newest prod- 
ucts, Amsco sponge cloth. This thin 
cellulose sponge in “cloth” form—one 
of many products in the American 
Sponge lineup—had been launched in 
New York after three years of test 
marketing. 

Sponge cloth was perfected in Sweden 
and was introduced to the American 
market by Amsco. A sponge cloth 
when wet is about % of an inch thick 
and about 70 inches square. It has a 
waffle-like texture and an amazing ca- 
pacity for absorbing water. Several 
characteristics of this unique sponge 
cloth have endeared it to the home- 
maker. In addition to its capacity to 
absorb twice as much water as conven- 
tional dishcloths, sponge cloth does not 
lint, can be boiled to sterilize and does 
not retain odors or soil. 

It didn’t take long for Amsco sponge 
cloth to gain entree to all kinds of hard- 
ware, houseware and grocery stores and 
supermarkets in the New York area. 
‘It was an exciting new product in a 
well-designed package. In fact, almost 
every major supermarket chain in the 
metropolitan area bought it. 

Then the sales bottom fell out. Buyers 
at the top level had liked the product, 
but it was failing at the point-of-sale. 
Why? 

It was a classic problem—but the 
solution was new to a company that 
had never invested a nickel in tv. We 
: had to stimulate the consumer demand 
__ that would bring Amsco sponge cloth 


package displays out from behind the 
five-ton detergent boxes and the check- 
out chewing gum racks to a place in 
the sun where the housewife would see 
and recognize it. 

Recognize it—and start unloading the 
throttled chain of distribution. 

Big Decision = The problem was 
tossed to Jim Schatz, American Sponge’s 
ad manager (now executive vice presi- 
dent). “Here’s a brand new $70,000 
Amsco sponge cloth advertising budget. 
Where shall we spend it?” He drew a 
deep breath and replied, “Put it all in 
tv and see if the housewives come 
alive.” 

Amsco immediately launched an im- 
pressive tv schedule in the New York 
area, buying time with such tv-selling 
personalities as Josie McCarthy, Rich- 
ard Willis, Herb Sheldon, Tex and Jinx 
and others. Then we sat back and 
waited. 

We didn’t wait long. Response on 
all levels was enormous. Best of all, 
our salesmen had merely to mention, 
“We're on tv,” and pens miraculously 
appeared in buyers’ hands and orders 
were signed. Before long, Amsco sponge 
cloth was on the front shelves of super- 
markets all over the New York metro- 
politan area. 

But, like everyone else, we’re never 
satisfied with doing something good— 
it always has to be better! So four 
months after the first live program com- 
mercial had been aired, we sat down 
to explore further tv-selling possibilities 
of filmed spots. Using minutes, 20- 
seconds and IDs, we started a full 
spot schedule in the fall of 1957 that 
brought even more Amsco sponge cloth 
orders rolling in. As sales increased. 
store buyers and managers became 
more cooperative. Display improved; 
spot tv had proved itself. And Jim 
Schatz could breathe easier. 


Bill Whitehorn joined American Sponge & 
Chamois, Long Island City, N. Y., three 
years ago to preside over the substantial 
marketing success scored by its products 
on tv. He was formerly marketing vp for 
Sani Speed Manufacturing Co. (ball point 


pens), Cleveland; general sales manager 
of Cadie Chemical Products (polishing 
cloths), New York, and merchandising 
division account executive with Reuben 
H, Donnelley Corp., N. Y. He is a 1949 


graduate ‘of Pace College, N. Y. 





Building = The following spring, the 
Amsco sponge cloth ad budget was 
boosted, with better point-of-purchase 
displays created to take full advantage 
of the tv effort. Our salesmen were 
glad-handed in every buying office in 
town. The tv stations cooperated in 
establishing mass displays all over the 
marketing area, with special mailings 
sent to all levels of the retail trade. 

By 1959, we were ready for more 
marketing expansion. The product had 
scored an amazing success in the New 
York area, and the marketing formula 
—using spot tv—had been proved out. 
First target was Pittsburgh. Results 
were tremendous, with Amsco scoring 
its first million-dollar sales increase 
period. By now, we were being guided 
by a new advertising agency, Daniel & 
Charles Inc., New York. Their tv and 
radio people suggested the use of video 
tape to hold down costs of continuing 
our New York and Pittsburgh spot 
program while opening up further cities 
—supported now by 800-line news- 
paper ads. Tests were made through- 
out Connecticut and upstate New York. 

Status = We’ve planned a spring tv 
spot program in 27 U.S. marketing 
areas, backed up by newspaper and 
magazine ads with all kinds of point- 
of-purchase display and tie-in material. 
We're currently using half a million 
mailing pieces to the trade to announce 
this program alone! 


We still find remarkably useful this 
simple set of eight selling rules: 


1. Select a sales target. 

2. Build a selling program. 

3. Invest in good advertising. 

4. Sell your advertising program. 
5. Be consistent. 

6. Be patient. 

7. Do what others fear to do. 
8. Do it well. 
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LOVES THAT GIANT @A\\ 
BEST OF ALL! 


caroline 
*THE NOVEMBER 1960 A.R.B. shows Tennesse® North 


i 


that WFBC-TV leads in its 4-state market LT VILLE 

in nearly every important category. Rank- ‘ ASHE 

ed 42nd in the U.S. by TELEVISION BURS 
MAGAZINE for Dec. 1960 “The Giant's SPARTAN ee 
Market” includes the metropolitan area M ° =) } 

Ge. CREENVILLE es) en 
Greenville-Spartanburg-Asheville , Sorotine ON RAY = 


h 
... the hub of a region which has Amer- Sout 


ica’s greatest concentration of textile man- 
ufacturing, and has also the fabulous 
Smoky Mountains—Blue Ridge resort and 
tourist mecca for millions. Here are the 
figures from A.R.B., November 1960: 
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3 erect Avg. 4 -Hour ‘ 
% of Homes % of 
Metro Share Leadership Reached Leadership 
of Audience over- 9AM-Midnight over- 
Tei 380 27,800 W 
eV) meme 8631.0 22.6% 24,700 12.5% 












EVE) gee 21.1 80.0% 13,400 107.5% 


WFBC-TV also leads with: 
4 Shows of the Top 5; 7 Shows of the Top 10; 11 Shows of the Top 15 


He RE See 





THE GIANT’S MARKET HAS 2 MILLION PEOPLE... 


$2-BILLIONS IN INCOMES . . . $11/2-BILLIONS IN RETAIL SALES! 
(Population, Incomes & Retail Sales data from SALES MANAGEMENT, July 10, 1960) 





For complete details of the latest A.R.B., for informa- 
tion about “The Giant’s Market,” for rates and availabili- 
ties, contact the Station or our National Representatives. 


CHANNEL 4 


old b 
. ~434)\ $$ WFBC-TV 
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On The Gulf Coast 
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>» Takes the Measure 
“Set 


CHANNEL 5 MOBILE, ALA. 


Call Avery-Knodel, Representative, 
or C. P. Persons, Jr., General Manager 
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Tv reps bristle at CBS-TV spot plan 


ANGER, DISMAY, HOPE FOR AFFILIATES REVOLT AMONG REACTIONS 


CBS-TV appeared to have the hottest 
hornets’ nest in all broadcasting on its 
hands last week as word of its rotating- 
minutes plan for selling late-morning 
programs spread among sellers of sta- 
tion time. 

Station representatives mingled talk 
of Justice Dept. and FCC investigation 
with their old charges that networks 
once again were invading the spot 
field. Feelings of resentment and pro- 
test also were reported rising among 
CBS-TV affiliates, although they had 
not approached the decibel level of 
station representatives late in the week. 

A revolt by CBS-TV affiliates was 
the obvious hope if not always the 
specifically stated wish of most leading 
reps who spoke up. CBS-TV authori- 
ties acknowledged that they had re- 
ceived some criticisms along with some 
queries from affiliates, but indicated 
the number had not been unusually 
significant. 

Station reps were far more out- 
spoken. One claimed that “this, on 
top of what ABC-TV and NBC-TV 
have been doing, is worse than the 
worst deals in radio in the old days.” 

The main criticisms of the represen- 
tatives boiled down to these charges: 

» CBS-TV has now joined and in- 


deed has taken the lead from ABC-TV 
and NBC-TV in “raiding the spot sales 
field” by deciding to sell minutes in- 
stead of sponsorships in its late-morn- 
ing block of programs. 

# In addition CBS-TV has committed 
an even more universally damaging 
sin by pegging the prices of these min- 
utes so low as to devalue the worth of 
all television time. Said one promi- 
nent rep official: “At these prices you 
can buy the whole CBS Television Net- 
work for approximately what it costs 
you to buy the first ten U.S. markets 
on a spot basis.” 

What Started It = The plan that 
touched off the uproar, announced by 
CBS-TV 10 days ago and slated to 
become effective Feb. 13, calls for the 
sale of one-minute commercial mes- 
sages at a gross price of $3,200 apiece 
($2,800 in summer) in the 10 a.m. to 
12 noon (EST) block of CBS-TV pro- 
grams Monday through Friday (Broap- 
CASTING, Jan. 16). Advertisers would 
be required to rotate their minutes 
among the various programs involved, 
currently being sold in_ traditional 
quarter-hour segments but not attract- 
ing many buyers on that basis. The 
programs are December Bride re-runs, 
Video Village, I Love Lucy re-runs 


and Clear Horizon, and they currently 
are running from one-half to nine- 
tenths sustaining. 

The minute prices under the new 
plan, which would accommodate a 
maximum of six messages per half- 
hour, figure out to a top gross of 
$19,000 per half-hour ($16,800 in 
the summer) as compared to $52,000 
gross per half-hour under the current 
plan. In announcing the new sales 
format CBS-TV authorities indicated 
they were forced into it by the com- 
petitive practices of ABC-TV and 
NBC-TV. 

The CBS plan looks most akin to 
ABC-TV’s “Operation Daybreak” sales 
system, which also permits advertisers 
to rotate messages among various day- 
time programs. ABC-TV authorities 
say “Daybreak’s” average gross price 
per minute is $2,852 but that is reduced 
to $2,282 by ABC’s practice of giving 
a free minute for every four bought. 
They also say most “Daybreak” selling 
is done on the basis of seven quarter- 
hours over a 13-week period. 

NBC-TV contends it is not now 
selling daytime in minutes and that 
sales are rising so satisfactorily under 
the traditional sponsorship system that 
it has no intention of introducing such 








bear 


Present members of the FCC held a special meeting 
last week with the man President Kennedy has named 
to be their new chairman—Newton W. Minow (fifth 
from left). Briefing Mr. Minow on commission activities 
and problems are (I to r) Commissioners Charles H. 


The opening of new frontier in broadcast regulation 





King, Robert E. Lee, Rosel H. Hyde, Frederick W. Ford 
(present chairman), Robert T. Bartley, John S. Cross 
and T. A. M. Craven. Mr. Minow said he hopes to have 
until mid-March before taking office, replacing Com- 
missioner King as a member. (Story on page 54). 
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a plan. Under one name or another 
all three networks have for some time 
been selling minutes in certain night- 
time shows. 

Reaction = Reps’ reaction to the CBS 
plan embraced a wide range of critic- 


ism, including fear that if the plan to: 


sell “spots” within programs is allowed 
to go unchallenged, the next network 
step might be to start selling commer- 
cials between programs—the highly 
cherished “adjacencies” upon which 
affiliates (and reps) depend so heavily. 

In general the most charitable re- 
action was an occasional expression of 
resignation, or the attitude that “it’s 
up to the stations to decide.” 

Here are the highlights of a spot 
check conducted by BROADCASTING: 

Ed Shurick, executive vice president 
of Blair-Tv and a former CBS-TV 
man himself, indicated that CBS-TV 
stations will have to reach their own 
decisions, after weighing all considera- 
tions, as to whether they want to carry 
network service at “a great loss of 
potential revenue, which could influence 
the station’s overall price structure.” 
On the other hand, he said, stations 
could come to the conclusion that it 
might be more beneficial to invest in 
locally-produced tv programs with “the 
confidence they will be sold on a na- 
tional spot basis.” He added: “Per- 
haps the time has come for the Justice 
Dept. to give the networks the opportu- 
nity to work out their differences, 
particularly with respect to pricing.” 


REPS BRISTLE AT CBS SPOT PLAN continued 


Another major rep official said he 
had visited a CBS affiliated station last 
week and reported that the station 
manager was “very unhappy” about 
that network’s latest selling plan. 

Another leading rep who asked not 
to be identified said he had had a great 
deal of reaction from his stations and 
they are “damned upset.” He continued: 

“This sort of thing cuts the legs out 
of local revenue. When the leader in- 
dulges in it things are getting pretty 
bad and this plan is bound to be fol- 
lowed right down the line. God knows 
where it will end. They must have 
pushed the panic button at CBS. Sure 
their revenues are falling off, so they 
hope to reverse the trend and recoup 
by cutting their rates. It doesn’t make 
sense.” 

Leapfrogging = The networks have 
been playing leapfrog in their en- 
croachment into spot and “it’s a most 
unfortunate development” in the view 
of Frank E. Pellegrin, executive vice 
president of H-R Television. He said 
ABC started the game on the ground 
that “they had to do it for their eco- 
nomic livelihood—so bear with us, 
boys!” NBC followed suit, he con- 
tinued, and didn’t just match it but 
“went one better. CBS held off, saying 
it was contrary to the best interests 
of the industry. Now CBS finds itself 
pressured into it by competitive fac- 
tors, so instead of matching it, CBS 
exceeds the others, playing leapfrog.” 

Another executive said: “It’s an 





outrage and in contravention of the 
spirit if not the letter of the FCC reg. 
ulation which told the networks to 
get out of spot. This works to the 
detriment of spot by taking spot and 
paying stations on the basis of net- 
work revenue—33'%3%. Any affiliate 
that accepts it is out of his mind. Sta- 
tions are opposed—many of them vio- 
lently. Many of them have go: to be 
cozy because of competitive conditions 
and possibility of jeopardizing their 
affiliations. But some of them are 
positively apoplectic. They go right 
through the skylight.” 

Fred Brokaw, executive vice presi- 
dent, Paul H. Raymer Co., described 
the CBS-TV move as “a further exten- 
sion of the network spot-carrier prac- 
tice of selling that has been going on 
in television for more than two years.” 
Mr. Brokaw added “Naturally enough, 
I'm 1,000% against it. It’s not good 
business for us, and it isn’t good busi- 
ness for stations. On this type of 
transaction, a station gets maybe 20% 
to 30% of what an advertiser invests. 
On a regular spot buy, through a na- 
tional representative, the station will 
receive three to four times as much. 
Certainly, this is not going to help the 
station’s financial position.” 

‘Blow the Whistle’ = The official of 
another leading representative firm, 
who declined to be identified, was even 
more critical. He said stations should 
“blow the whistle” on what he called 
“these incursions into the spot busi- 
ness.” He acknowledged that he did 


not know whether there could be any 
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Tape production sharply cut by CBS-TV 


SERVICE RESTRICTED TO NETWORK CLIENTS IN MOVE TO TRIM COSTS 


More than $5 million worth of tele- 
vision commercial and program tape 
production work—the biggest single 
chunk in the business—went up for 
grabs last week. 

This surprising windfall developed 
when C3S-TV unexpectedly abandoned 
its No. 1 position in tape production 
by dropping, for all practical purposes, 
most of. its taping activities for non- 
CBS-TV network clients. 

The move, which mystified as well 
as shocked most tape experts, was seen 
in some quarters as part of a broader 
overall cost-consciousness dictated by 
CBS corporate leaders sensitive to a 
situation in which overall profits have 
declined despite rising sales. For the 
first nine months of 1959, CBS Inc. 
total sales rose $18 million but net in- 
come dropped by more than $2 million 
(BROADCASTING, Nov. 14, 1960), and 


the full-year report scheduled to be 
issued in February, is not expected to 
reverse that trend. 

CBS-TV’s tape work, which is han- 
dled by CBS Television Production 
Sales, was reported authoritatively to 
have yielded close to $1.5 million profit 
in 1960 on gross business which was 
pegged unofficially at about $5 million 
and which had been expected to go to 
$8 million or so in 1961. 

Credit Bookkeeping = Though some 
detractors speculated that the $1.5 mil- 
lion profit figure could have resulted 
to some extent from “bookkeeping tech- 
niques”—for example, not charging 
Production Sales for items such as 
rental of facilities and wages of tech- 
nical crews, engaged from CBS-TV— 
this theory was denied by other net- 
work sources. “Production Sales is 
billed for charges like everybody else,” 


a source said. “And it always has paid 
its way.” 

The net result of CBS-TV’s decision 
is that Production Sales will cease to 
operate as a separate unit. Business on 
its books still to be completed—con- 
sisting of tape commercials, tv pro- 
grams and special-interest taped tele- 
casts for outside organizations—will be 
turned over for production by the net- 
work’s live operations department. 

CBS-TV issued no statement on its 
action. But a spokesman said that as 
part of a move to reduce overhead, 
three facilities—studios 62, 63, 64 (used 
in part by Production Sales )—are being 
closed, and the functions and personnel 
of the tape unit will be transferred to 
live operations. He claimed that the 


maintenance of these facilities was no 


longer warranted. 
It was acknowledged that only “some 
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legal basis for a protest to the FCC 
but felt that such action might per- 
suade the networks to “go more slowly” 
in the spot-carrier. direction. 

Young Television Corp., according 
to James O’Grady, executive vice presi- 
dent, views the CBS-TV spot plan as 
another “encroachment in the realm of 
a station’s profit margin.” He pointed 
out that the rotation plan also creates 
an additional workload on the stations, 
because they will have to rotate local 
spots to maintain product protection. 
He did not expect the affiliates to ap- 
proach the network directly, but 
thought they might appeal to their state 
or regional affiliate boards—which he 
thought are not apt to take any action. 

Tom White, vice president for tv, 
Avery-Knodel, felt stations have re- 
signed themselves to participation plans 
since they have been forewarned by all 
networks’ use of similar approaches in 
nighttime periods. The CBS plan, in 
his view, is a “disservice to the sta- 
tion,” which will get less money than 
they would receive for regular spot 
sales. He acknowledged, however, that 
he “can’t tell a man how to sell his 
product—I’m not going to tell CBS 
that they’re wrong.” He also reasoned 
that if an affiliate “feels that it is in its 
best interest to accept this plan, that’s 
its prerogative.” 

“If all networks do this, it will make 
networks ‘spot-casting’ companies,” 
according to Lloyd George Venard, 
president of Venard, Rintoul & Mc- 
Connell. The added competition makes 
it tough for spot, and may affect cer- 


personnel” out of the 20-odd producer- 
directors, writers, salesmen and promo- 
tion employes and a dozen secretaries 
and clerks would be retained, but these 
sources could not specify the number. 
They admitted that outside clients would 
be accommodated only at times when 
network facilities and personnel were 
not committed to CBS-TV, but indi- 
cated that the network would not make 
a strong effort—as Production Sales had 
done—for outside work. 

Pruning Denied = CBS-TV officials 
would not confirm reports that it had 
adopted a long-range plan of overhead- 
pruning, except for a general tightening 
up over the past few years, but one 
executive pointed out the network re- 
cently divulged plans to spend at least 
$10 million to build a centralized pro- 
duction center in Manhattan (Broap- 
CASTING, Jan. 9). This project is aimed 
at erecting nine studios only at the out- 
set, and would relieve the network of 
a total of 14 lease arrangements, some 
of which are said to be burdensome. 
It is believed that as leases expire, as 
is happening with studios 63 and 64 
(used in the past by CBS Television 
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tain accounts, he thinks, but he felt 
that not enough accounts are truly na- 
tional for it to affect all spot directly. 
He explained that network “spot-cast- 
ing” does not allow for concentrated 
drives in certain cities or states. Net- 
works are going to find that facilities 
in two-station markets will not be 
available for “spot-casting,” Mr. Ven- 
ard predicted. 

Scott Donahue, vice president in 
charge of tv sales for The Katz Agency, 
offered this observation in behalf of 
the sales firm and the stations it repre- 
sents: 

“This further network invasion of 
the spot field has very serious implica- 
tions for the future of national spot 
revenues. It now seems apparent that 
all three tv networks have dedicated 
themselves to a course of commercial 
action that places them increasingly in 
direct competition with their affiliates. 
It would be a mistake to expect that 
national spot volume could long be 
maintained at present levels in the face 
of continued expansion of this network 
practice. Station management should 
consider carefully the ultimate effect 
of these network developments upon the 
individual station rate structure.” 

Swift Kick = G. Richard Swift, presi- 
dent of the tv division of Bolling Co., 
attacked the CBS plan without equivo- 
cation. “CBS’ 64% rate cut in the 10- 
12 a.m. segment and its participation 
plan reach right into the affiliates’ poc- 
kets for spot dollars,” he asserted. “It 
tortures the basic concept of all success- 
ful broadcasting: namely, improve the 


Production Sales), the network will not 
renew all of them. 

Another vital cost factor tied in with 
the studios is the maintenance of tech- 
nical crews. As studios are eliminated, 
the need for crews to man them is less- 
ened. CBS currently is negotiating for 
a new contract with the International 
Brotherhood of Electrical Workers and 
is expected to press for a reduction in 
the number of staff technicians in view 
of its facilities-elimination move. Its 
projected cutback, at the least, places 
the network in a strong bargaining 
position. 

According to well-placed sources, 
CBS brass, discomfited by its financial 
picture, ordered an extensive survey 
into the cost factor late last fall and 
came to the conclusion that the road 
to greater profits lay through either 
(a) increased investment and expansion 
of facilities and associated personnel or 
(b) a curtailment of its facilities and 
associated personnel. After consider- 
able thought, network authorities re- 
portedly concluded that. “overhead can 
kill you” and decided on “operation 
cutback.” 


product until you can get your price, 
rather than keep cutting the rate until 
you sell the beast.” 

Mr. Swift said he had had immediate 
reactions from his stations, some of 
which he quoted as calling the plan 
“an abomination,” “incredibly vicious” 
and “when they’ll sell the whole network 
for less than one prime announcement 
in New York, it’s unbelievable.” 

Jack Mohler, eastern sales manager, 
Television Adv. Representatives Inc., 
said, “We’re certainly not enthusiastic, 
and I’m sure we're in complete agree- 
ment with other reps . . . We can’t be 
in favor of this development.” He said 
reps cannot do anything to stop this 
trend at networks but that stations can 
do something about it through their 
affiliate associations. 

One station rep said he was “aston- 
ished” that apparently neither the CBS 
stations nor the CBS-TV Affiliates 
Advisory Board was consulted by the 
network before it took its “unilateral” 
action. Though he felt there were “no 
doubt economic reasons” for CBS-TV’s 
move, he thought it would have been 
“gracious and thoughtful” if the net- 
work had kent affiliates apprised. 

George Castleman, vp and director 
of sales development, Peters, Griffin, 
Woodward, thought it a little early for 
an oficial analysis, but said, “We are 
opposed to the plan, as I’m sure all 
reps are.” He said that “several of 
our stations have indicated their dis- 
‘approval, and they intend to discuss 
the whole matter with CBS at the 
earliest opportunity.” 


Agencies Surprised = The first casu- 
alty of the blueprint was CBS Tele- 
vision Production Sales. The move was 
greeted with consternation by adver- 
tising agency executives and by officials 
of competing tape companies. The net- 
work itself made no announcement, and 
for the most part authorities replied to 
inquiries about it in discreet and often 
vague terms. The tape unit was re- 
garded by agencies and even by envious 
competitors as the “number one” or- 
ganization of its kind, with agencies, 
particularly, characterizing it as “a high 
quality shop.” In terms of sales, even 
competitors grudgingly admitted it was 
“on top,” with sales from its New York 
and Hollywood operation grossing more 
than $5 million and earning net rev- 
enues of about $1.5 million. 

The network apparently felt that the 
move, if announced directly and with 
no amplification, would have the effect 
of a bombshell. One spokesman who 
answered questions would not acknowl- 
edge that outside clients would not be 
served in the future. He conceded that 
CBS Television Production Sales no 
longer would operate as a separate en- 
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tity but said its functions and personnel 
would be transferred to CBS-TV’s live 
operations department. He said the 
reason for this “reorganization” was to 
reduce overhead. He reported that the 
network has decided to close studios 
62, 63, and 64 because the maintenance 
of these facilities was no longer war- 
ranted. 

Under questioning, he acknowledged 
that only “some personnel” out of the 
20-odd producer-directors, salesmen and 
promotion employes would be retained, 
but could not specify the number. He 
also acknowledged that outside clients 
could be accommodated only if net- 
work facilities and personnel were free 
of CBS-TV network commitments and 
indicated that the network would not 
make a strong bid for outside business. 

Two Years Old = The unit was formed 
almost two years ago. Thomas Judge 
has been its director for about a year 
and a half. Mr. Judge himself declined 
to comment on the network’s action, 
referring inquirors to CBS-TV’s press 
information department. Efforts to dis- 
cuss the situation with other members 
of the unit proved equally fruitless, 
although some said they were “disap- 
pointed” and “bewildered” by the net- 
work’s action. 

CBS-TV also was attempting to find 
positions for about a dozen secretarial 
and clerical employes in New York and 
Hollywood: that were attached to Pro- 
duction Sales. 

Agency executives and other tape 
producers believed there were several 
factors (outside of the cost-cutting mo- 
tive) that contributed to the decision 
to abandon CBS Television Production 
sales and they were strong in the belief 
that the network would discourage out- 
side business in the future. They cited 
these other factors: 
= There was a constant tug-of-war be- 
tween CBS Television Production Sales 
and the network’s program department 
over the use of studios and technical 
crews. For example, thé program de- 
partment would ask for a studio and 
find out that Production Sales was do- 
ing a hurry-up job for a client. Again, 
a particular network client (or a spot 
client) specifically asked for a certain 
technical crew and learned it was other- 
wise engaged. These incidents, which 
cropped up fairly frequently, report- 
edly created a tense atmosphere and 
a feeling of ill-will between network 
programming and production sales 
personnel. 
= The possibility was raised that CBS- 
TV might fear an investigation by the 
government on antitrust questions if it 
continued in “free lance” tape work. 
The Film Producers Assn. of New 
York, which represents film commer- 
cial makers, asked the Small Business 
Committee of the House about two 
years ago to explore the possibility that 


In happier days CBS Production Sales 
taped commercials for most leading 
television advertisers and their adver- 


there might be some infringement of 
the antitrust laws when a network pro- 
duces commercials for spot advertisers. 
FPA’s point was that networks active 
in many areas of telecasting, could 
conceivably give network customers a 
price concession on spot business and 
thus restrict competition. As far as is 
known, FPA has not pursued the sub- 
ject, because its member producers, 
enthusiastic about tape at that time, 
have dropped plans for becoming ac- 
tive in video-tape. 

# There was evidence compiled by the 
network that, despite production sales- 
network program department’s occa- 
sional skirmishes over the use of facili- 
ties, there were occasions when the 
three studios in question were not uti- 
lized at all. On an overall cost basis, 
the network questioned whether the 
overhead expenses justified the reten- 
tion of even a profitable operation un- 
der the circumstances. 

CBS Television Production Sales, in 
addition to making taped commercials 
for advertisers, was active in producing 
taped programs for use on other net- 
works and stations and in producing 
tape and television recordings for U. S. 
government agencies and  business- 
medical-religious organizations. 

Among the taped programs produced 
there have been the Dow Hour of 
Great Mysteries (NBC-TV); The Play 
of the Week and The Concert of the 
Week (both National Telefilm Assoc.) ; 
American Heritage (NBC-TV) and 
Phil Silvers special programs and the 
Leonard Bernstein-Philharmonic series 
on CBS-TV, which were ordered, not 








tising agencies. Here, a Hanes Ho- 


siery commercial 
Studio 72. 


is taped in CBS 


by the network, but the outside pro- 
ducing organizations. It was said the 
unit produced “very little” for CBS-TV 
itself. 

Of its estimated $5 million in sales 
in 1960, approximately $2 million were 
for taped commercials and the remain- 
der for tv programs and special in- 
terest (government-scientific-religious) 
programs. A survey by Videotape Pro- 
ductions of New York some time ago 
indicated that gross sales in the video- 
tape commeicial field throughout the 
country in 1960 were “just under” $10 
million. 

Competitors in New York last week 
were justifiably delighted that a for- 
midable competitor had erased itself. 
Leading companies in the field there 
are NTA Telestudios, Videotape Pro- 
ductions of New York and National 
Video Tape Productions Inc. A host 
of smaller companies also are active 
in the field and Reeves Soundcraft 
Corp. recently revealed plans to launch 
an ambitious video-tape operation. 


Rep appointments... 


= WKAB Mobile, Ala., and WNVY 
Pensacola, Fla. (Gulf Network sta- 
tions): Venard, Rintoul & McConnell, 
WY. 

= WFMB-FM Nashville, Tenn.; WKTL 
Sheboygan, Wis.: Walker-Rewalt Co., 
N. Y. 

» KDB-AM-FM Santa Barbara, Calif.: 
Sandeberg/ Gates Inc. 

s WHAV Haverhill, Mass.; Foster & 
Creed Inc., Boston, as New England 
representative. 
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Ohio’s tallest TV (1104 ft.) and FM 
Antenna at (1000 ft.), plus new hi-power 
FM, boosted to 35 KW., November, 1960. 


WIDE! 


Associated with 
WSB, WSB-TV, Atlanta, Georgia and 
WSOC, WSOC-TV, Charlotte, North Carolina 


New maximum power TV thrust reaches 
out to cover almost 3 million people in the 
Dayton area (Ohio’s 3rd market). New hi- 
power FM bDiankets a 22,000 sq. mile area. 


and WHOLESOME! 


Sensible programming variety — from good 
music, news and sports to thoughtful 
public service, local interest, and then some. 


Check with George P. Hollingbery for data 
on WHIO-TV and WHIO-FM, Dayton’s 
High, Wide and Wholesome power and 
programming pair. 


Channel 
AM— 1290 KC 
FM—99.1 MC | 


Dayton 
Ohio 
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American League 
baseball and National 
League Pro Football 
have come to 
Minneapolis, St. Paul. 


Yes, the Twin Cities are major league. This spring the 
MINNESOTA TWINS baseball team will be very much 
in the race for the pennant while later in the fall the 
MINNESOTA VIKINGS will battle the best the NFL has 
to offer. 





BS a 
Now more than ever, the Twin Cities are a MAJOR 

market...in population, 1,410,200; in income, 

$2,878,895,000; in community enterprise. 


The Twin Cities are major league because we THINK 
major league. It is this thinking that built beautiful 
Metropolitan Stadium, the home of both clubs. It is this 
thinking that started one of the biggest building and city 
redevelopment programs in the nation. 


It is this type of thinking that has 
made WCCO Television the dom- 
inant station in this area. Call 
Peters, Griffin and Woodward to 
find out why WCCO Television 
is the DIFFERENCE BETWEEN 
GOOD AND GREAT in the 
Minneapolis, St. Paul, MAJOR 


LEAGUE market. 











FORD’S TV OBJECTIVES AND RESULTS 


RTES told about how plans four years ago brought results 


The Ford Div. of Ford Motor Co. 
had a good year on the networks four 
seasons ago. 

A rundown on 1957-58 broadcast 
strategy was offered members of the 
Radio & Television Executives Society 
in New York last week by a program- 
ming vice president of Ford’s agency, 
Robert E. Buchanan of J. Walter 
Thompson. In retrospect it looked im- 
pressive. At the same time it served 
to dramatize the changes tv can make 
in the planning of a giant advertising 
firm over only a few years. 

Mr. Buchanan brought out the media 
plans four years later just as submitted 
in Dearborn, Mich., to Ford people in 
February 1957 and approved the fol- 
lowing April. Then he entered actual 
audience scores on the ledger for com- 
parison with goals. Virtual balance of 
the columns doubtless helped agency 
and client decide to open the historic 
record, billed by RTES as a first-time 
disclosure of a JWT presentation as 
made to a client. 

The presentation, summary of an 80- 
page, 43-exhibit original reduced to 
luncheon-speech proportions, was of- 
fered as proof that “sponsors can make 
things happen in broadcasting.” 

With a four-show television lineup 
for 1957-58 (The [Tennessee Ernie] 
Ford Show on NBC-TV; Richard Pow- 
ell-Zane Grey Theatre, NBC; Suspicion, 
NBC, and special Desi-Lucy hours on 
CBS), the Ford Div. set out to com- 
municate an image of youthfulness, 
prestige and fun to its product. All 
shows were on within the 8-11 p.m. 
peak viewing periods. Coverage had to 
be 95% per program. Audiences were 
picked to supplement each other cover- 
ing a wide national spread in income, 
age and size of family (Tennessee 
Ernie, older, rural; Zane Grey, younger; 
Suspicion, metropolitan, high-income; 
Desi-Lucy, mass circulation). Mr. Bu- 
chanan filled in other considerations 
show by show, star salesmanship, con- 
trasting formats, strategic network posi- 
tioning for subsequent seasons, etc. 

Statistically, these are some of the 
things Ford aimed for and what it 
achieved: 
Objective 
Commercial time: 

9 minutes per week, reaching 12 

85% of tv homes in a 83 

four-week period, delivering 

10 commercial minutes per 9 

average home reached 
Share of audiences: 
40% per program Ford show 45.1 
Zane Grey: 43.4 
*Desi-Lucy: 57.2 
*Suspicion: 35.9 
*Both short-term schedules 


’ 


Result 


Cost efficiency: Better than average for 
all evening shows. $3.53 cpm 


Today a 40 share is “just beyond 
reach,” Mr. Buchanan noted in assess- 
ing the ’57-’58 campaign and gave 37.5 
as a more up-to-date possibility. 

Backgrounding the decision to shoot 
for a 40 share four seasons ago, Mr. 
Buchanan showed that in 1956-57, three 
of the four leading tv users had six or 
more programs, enabling them to re- 
place weaker ones, edging program risk 
and providing greater opportunity to 
achieve a good share. General Electric 
(with four programs) scored 43, Proc- 
ter & Gamble (nine) 41.9, R. J. Rey- 
nolds (six) 40.2 and General Foods 
(seven) 39. In the automotive field: 
Chrysler Corp. (six) 34, General Mo- 
tors (four) 33 and Ford Div. (three) 
38.5. During November-December 
1956, the program executive said, 43 
of 131 evening programs had shares 
of 40 or better, 88 fell below that mark 
and the average was 33.7. 


Radio’s Role = With CBS Radio 
added to the national broadcast picture, 
the Ford Div. was on the air every day 
of the week four seasons ago. Setting 
out to make a “new use” of radio, Ford 
got help from CBS in lining up choice 
segments of “station option” time for 
star features throughout the day. It 
added up to 51 radio commercial min- 
utes a week and 17.8 minutes of com- 


mercials per radio home or car reached 
The lineup included World New, 
Roundup in the morning, Arthur God 
frey in the late afternoon, Edward & 
Murrow at the 6:45 p.m. quarter-houl 
and Bing Crosby-Rosemary Clooney if 
a daily 6:30 or 7 p.m. half-hour. 
While intervening seasons since fal 
1957 have changed the tv picture, on 
question put to Mr. Buchanan from th 
floor after his RTES presentation adde 
a contemporary note. Asked about 
ability to move big-ticket products, th 
JWT executive observed that Ford 
Falcon was “far and away” the best 
selling new compact last year. By lag 
season Ford was down to two tv show 
The Ford Show and Wagon Train, thé 
same two that continue to carry the dp 
visional banner this year. For the Fak 
con record last year, Mr. Buchana 
gives much of the credit to creative us 
of tv and the “Peanuts” cartoon char 
acters both in tv commercials and pri 
advertising. 
One of the client’s proudest progra 
achievements has been The Ford Show 
which the JWT programmer offered § 
illustrate how an unknown evenif 
quantity from the daytime period o¢ 
cupied by Tennessee Ernie in the 193 
57 season, became with some darifj 
and experimentation, an asset—iht 
most successful new show of [that] se 
son,” successfully bucked Playhouse 96 
on CBS, offered a favorable cost-per 
thousand because of contractual term 
gave Ford a live commercial showcai 
with a “tremendous personal salesmany 
provided ideal sponsor identification 





How much “profit” does an agen- 
cy make? 

Not many agencies will tell you. It 
isn’t the nature of the business. But 
it isn’t much: the net income col- 
umn is just as skinny as other busi- 
nesses, taxes, wages and other ex- 
penses being what they are today. 

Take Needham, Louis & Brorby 
Inc. for example. This good-sized, 
Chicago-based agency is one of the 
few that discloses its annual finan- 
cial situation. Board Chairman 
Maurice H. Needham and President 
Paul C. Harper Jr. last week told 
the agency’s 149 stockholding em- 
ployees (41% of the personnel are 
share owners) that billings in 1960 
were $45,576,626, an increase of 
$7,146,582 or 18% over 1959. Com- 
missions and fees totaled $6,617,692. 
Net income amounted to $382,533 
or 84/100ths of 1% of billings (or 
5.78% of commissions and fees). 

Total billings were the highest in 
the agency’s 36 year history and have 
increased 400% in the past decade. 





Agencies don’t have much left after taxes, etc. 


NL&B’s combined radio-tv billing 7 
was $26.2 million in 1960, with $22.67 
million in tv and the other $3.6 mil-~ 
lion in radio (BROADCASTING, Nov. ~ 
21, 1960). 4 

How did 1960 compare with the | 
two previous years? Total 1959 bil- | 
ing: $38.4 million; commissions and” 
fees, $5.62 million; net income, 
$248,538 (0.65% of billing, 4.42%% 
of commissions and fees). Total) 
1958 billing: $37.8 miilion; commis- 9 
sions and fees, $5.67 million; net in-> 
come, $203,403, (0.54% of billing,” 
3.58% of commissions and fees),/ 
Net worth in 1960: $1.79 ae 
1959-58, $1.6 million. 7 

Where did NL&B’s gross income: 
dollar (commissions and fees) get; 
spent last year? Of each dollar: sale 
aries, 55.3 cents; profit sharing, es 
cents; dividends, 1.3 cents; earnings 
retained, 4.5 cents; rent, 7.6 cents; 
Office expense, 2 cents; all other, 
17.8 cents. => 

NL&B’s total billing in first yet 
1925: $300,000. 
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BURT LANCASTER 
VIRGINIA MAYO 


A NORMA-F.R. PRODUCTION 


THE 


FLAME 


AND THE 


ARROW 
NOW FOR T.V. 


ANOTHER OF THE GREAT 


WARNER BROTHERS 
“FILMS OF THE 50’s” 


SEVEN ARTS 
ASSOCIATED 
CORP. 


NEW YORK: 270 Park Avenue + YUkon 6-1717 
CHICAGO: 8922-D LaCrosse, Skokie, Ill. « ORchard 4-5105 
DALLAS: 6710 Bradbury Lane + ADams 9-2855 
LOS ANGELES: 11358 Elderwood St. + GRanite 6-1564 


For list of TV stations programming Warner's Films of 
the 50's see Page One SRDS (Spot TV Rates and Data). 
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and made a hit with company and 
dealers. 

Although Mr. Buchanan didn’t bring 
it u> last week, Ernie Ford has been 
reported—although unofficially—to be 
retiring. That will leave the Ford Div. 
with Wagon Train as its only obvious 
leasehold in regular network tv, presag- 
ing probable new broadcast moves by 
JWT and the client at Dearborn. 


Tv commercials fete 
set May 4 in New York 


The second American tv commercials 
festival will be held May 4 at an all- 
day screening and award program at 
New York’s Hotel Roosevelt, Wallace 
A. Ross, festival director and initiator, 
announced. Deadline for entries is 
March 1. Film or video tape commer- 
cials shown between March 31 last 
year and March 1, 1961, here and in 


Canada are eligible. 

More than 5,000 advertisers, agen- 
cies, producers and tv stations last 
week received announcement brochures 
containing details on the competition 
of 30 “best of product category” awards 
and 10 or more “craftsmanship and 
advertising achievement” citations. Last 
year’s roster of 25 “commercials clas- 
sics” of all-time standouts will be aug- 
mented by 25 more. Entries totaled 
1,327 last year. 

A statement encouraging participa- 
tion was issued by John P. Cunningham, 
chairman of Cunningham & Walsh, New 
York, and chairman of the “tv com- 
mercials council,” jury of the American 
festival, who said that as vice chair- 
man of the Advertising Federation of 
America he is aware that screenings of 
last year’s prizewinning reels by in- 
dustry groups are serving to showcase 
talent and taste and improve tv adver- 





In its first use of television, Eldon 
Industries Inc., Hawthorne, Calif., is 
advertising a new toy, called “Jump- 
ing Jack,” with an approach that is 
humorous and relaxed, in contrast 
with. the hard sell of much of the 
toy industry’s tv advertising. The in- 
troductory campaign was scheduled 
to begin Jan. 15 and will run through 
Feb. 19 over KRCA-TV and KTLA 
(TV), both Los Angeles. 

The one-minute filmed commercial 
features an overgrown boy-inventor, 
mamed Eldon, and his hag-type 
mother. The setting for the com- 
mercial is a misshapen house deep in 
a sinister forest. The commercial 
opens with Mother calling down to 





Eldon, the great toy inventor 


the basement to Eldon, who replies 
he has just completed his latest in- 
vention—a Jumping Jack. He dem- 
onstrates it for her and the dialogue 
establishes that the toy is “strong,” 
“goes for four minutes” and can be 
set to rotate “fast or slow.” The 
scene ends with Eldon and his moth- 
er jumping like the toy and Mother 
exclaiming with maternal pride: 
“Made by Eldon!” 

The commercial was created by 
Eldon Industries’ agency, Guild, Bas- 
com & Bonfigli, San Francisco, with 
Richard K. Arnold writing the copy 
and David Fulmer acting as pro- 
ducer. It was filmed at MPO Pro- 
ductions Inc., New York. 
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tising. Serving with Mr. Cunningham 
on the agency and advertiser advisory 
boards: Barton A. Cummings, presi- 
dent, Compton Adv.; Bryan Houston, 
president, Fletcher Richards, Calkins 
& Holden; Charles Feldman, senior vice 
president and creative director, Young & 
Rubicam; Margot Sherman, vice presi- 
dent and creative plans chairman, Mc- 
Cann-Erickson; J. E. Burke, vice presi- 
dent and merchandising director, John- 
son & Johnson; Richard E. Dube, man- 
ager of broadcast production, Lever 
Bros.; James S. Fish, advertising vice 
president, General Mills; E. P. Genock, 
television manager, Eastman Kodak; 
M. M. Masterpool, advertising mana- 
ger, GE Housewares Div. 

Jack W. Minor, marketing director, 
Plymouth-Valiant Div. of Chrysler 
Corp.; Ralph P. Olmstead, advertising 
vice president, Kellogg Co.; Julius Ru- 
dominer, vice president for sales and 
advertising, Rayco Corp.; Harry F, 
Schroeter, general advertising director, 
National Biscuit Co.; Douglas L. Smith, 
advertising and merchandising director, 
S. C. Johnson & Son; Alfred Whittaker, 
advertising director, Bristol-Myers; Rob- 
ert W. Young Jr., vice president and 
director of marketing, household prod- 
ucts, Colgate-Palmolive Co. 

There are some 60 more agency, 
station and publication representatives 
on an executive board of judges, which 
with the other two groups makes up 
the entire council for judging the tv 
commercials. 


Ad budget set for new 
Johnson & Johnson push 


Johnson & Johnson, New Brunswick, 


‘N. J., is allocating an estimated $5 mil- 


lion in television, newspaper and maga- 
zine advertising, starting in late Janu- 
ary, to promote Micrin, its new oral 
antiseptic. The campaign is said to be 
“the biggest in J&J history.” 

This is the mouthwash product that 
Johnson & Johnson kept under wraps 
(and under lock and key) for some 
time in a program of maximum secur- 
ity (BROADCASTING, June 13, 1960; 
CLosEp Circuit, April 18, 1960). It 
was test marketed on tv in Columbus, 
Ohio, Portland, Ore., and Eureka-Red- 
ding and Sacramento, all California, for 
nearly a year, and is intended as a com- 
petitor of Listerine. 

Through Young & Rubicam, New 
York, the introductory advertising pro- 
gram will include commercials on ABC- 
TV daytime and ABC-TV and NBC- 
TV nighttime shows. The nighttime 
schedule will be on NBC-TV’s Laramie 
and ABC-TV’s Donna Reed Show and 
Surfside 6. The daytime business will 
be ABC-TV’s “Operation Daybreak,” 
in which a Micrin spot announcement 
will be used at least once each weekday. 
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Good ™ 
reason to 
cheer! 


Today, in seven-station New York, Channel 2 reaches 53% more audience 
eadership, better than 


than the second station. This gigantic margin of | 
twice that of a year ago, is an all-time Arbitron high! WCBS-TV 


CBS Owned « Represented by CBS Television Spot Sales — 
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. are on reports of booming business in the 










thriving Northeast Florida-South Georgia region. 
Only WJXT in Jacksonville puts television 
advertisers in the swim of things in the entire market! 
With 65 vs. 39 county coverage in all rating 
reports, WJXT consistently delivers more homes, 


more people, more opportunities to 


WIJIXAT ©. 


JACKSONVILLE, FLORIDA 


dominate a prime market! 







Represented by CBS Television Spot Sales 







C ed by The Washitcgion Post Broadcast Division: 
a SXT channel 4, Jacksonville, Florida WTOP RADIO Washington, D.C. WTOP-TV channel 9, Washington, D. C3 
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THERE'S 
NO 
MYSTERY 
ABOUT 


IN NASHVILLE... 


WSIX-TV8 


... located in the 
NATION'S 47th 
TV MARKET** 


*BOTH NIELSEN & ARB REPORT 
WSIX-TV rated Number One 6 to Midnight 
SEVEN DAYS A WEEK. TY-8 with 15 of top 
16 Net shows; 20 of top 25 Net shows; lead- 
ing other Nashville stations by 21% with 
minimum 8,000 more homes in 6 to Midnight 
time periods. (Nov. 13 Nielsen 1960) 


Again Number One in prime time. Top 5 
Net shows, TV-8 has 3; top 10 Net shows, 
TV-8 with 7. In 6 to 10 P.M. Sunday thru 
Saturday, WSIX-TV again leads with 6,800 
more total homes reached. (Nov. ARB 1960) 


* TELEVISION MAGAZINE 
DEC. 1960 

now credits NASHVILLE, TENNESSEE MAR- 
KET with 372,000 television homes. This makes 
NASHVILLE a greater market than New 
Orleans, Denver, Tulsa, Richmond, Tampa-St. 
Petersburg, Norfolk-Portsmouth and Jackson- 
ville . . . to name just a few. 


wo ff NOW... TWO 1001-A 
VIDEOTAPE RECORDERS 


oy sarin Come, 






W SIX 


TV 


NASHVILLE 


Affiliated with WSIX AM-FM Radio 


VARI 
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Business briefly... 


Top Value Enterprises Inc., Top Value 
Stamps, Dayton Ohio, will sponsor 


Highlights of the 1961 Circus, with ‘ 


Arthur Godfrey as ringmaster, on CBS- 
TV April 20 (Thurs. 7:30-8:30 p.m. 
EST). The Advertiser also sponsored 
last year’s program of highlights from 
the Ringling Bros. Barnum & Bailey 
Circus, which will again be video taped 
in the Greensboro, N. C., Coliseum. 
Agency: Campbell-Mithun, St. Paul, 
Minn. 


Whirlpool Corp., St. Joseph, Mich., will 
sponsor NBC-TV’s coverage in color of 
the Grande Parade of the St. Paul Win- 
ter Carnival (Sat. 3:30-4:30 p.m., 





EST). NBC commentator Roy Neal 
will emcee the program which Ed 
Pierce will produce. Agency: Kenyon 
& Eckhardt, N. Y. 


Wynn Oil Co., Azusa, Calif., has pur- 
chased half sponsorship of college bas- 
ketball’s National Invitation Tourna- 
ment. NBC-TV will cover two con- 
tests, an early-round game on Saturday 
(March 18) and the championship 
battle one week later. Tv time for both 
games, originating from New York’s 
Madison Square Garden, will be 4 p.m., 
EST. Agency: Erwin Wasey, Ruthrauff 
& Ryan, Los Angeles. 


Parker Pen Co., Janesville, Wis., and 
Vick Chemical Co., N. Y., purchased 








To re-inspire public faith in the 
appliance retailer, Westinghouse 
Electric Corp. is producing 12 net- 
work tv commercials which, together 
with related advertising, will cost al- 
most $1 million. This is believed to 
represent the first expenditure of 
such magnitude by a manufacturer 
aimed at promoting and publicizing 
dealers, rather than advertising goods 
and services. The campaign is being 
built around a “partnership pledge” 
made to the public by Westinghouse 
and its dealers. The pledge assures 
the consumer of the intention to 


Jack Rook Jr. (left), a Westing- 
house dealer in Boulder, Colo., and 
his father Jack Rook Sr. (right), 
show typical customer Mrs. Helen 
Perry and her three children, some 


of Westinghouse’s latest appli- 
ances. The scene is being filmed 





Dealers subject of new Westinghouse campaign 





offer not only quality products and 
dependable service, but also fairness 
and honesty in all business relations. 

The commercials, the first of 
which will be presented on the Feb. 
3, Westinghouse Playhouse-Nanette 
Fabray Show (NBC-TV, Friday, 
8:30-9:00 p.m., EST), will feature 
actual Westinghouse dealers speak- 
ing and doing business from their 
own stores. 

Westinghouse has undertaken the 
campaign to defend the applicance 
industry against critical attacks of 
recent years. 


for presentation on “Westinghouse 
Playhouse-Nanette Fabray Show.” 
Completed film will be one of 21 
network tv commercials Westing- 
house will use to help restore con- 
sumer confidence in the appliance 
dealer. 
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SOUNDSMANSHIP 











= DEFINITION: Today’s radio business. The business of creat- 

ing that different, can't-be-copied sound-image for your 
a radio station. The sound-image that produces peak sales. 
mas SOUNDSMANSHIP = RADIO SALESMANSHIP 
day How do you get SOUNDSMANSHIP? 
_ ; EASY. Call your Uliman-Man. He’ll tell you the facts about 
0) 
rk’s \ HE, the program and 
‘m., Bee ol (a production service 
Be | { ||| | S6GND . 

gies | ERS &.,. that digs more 

sal & oem Neate: dollar$ for you 
sed 








— IMN JINGLES and TARGET JINGLES 
the station jingles with the most ear appeal for every format 








SPOTMASTER tape cartridge equipment 
: the complete hi-fi, low-cost recorder-playback unit 
Eo RE eae 


to put SOUNDSMANSHIP 
to work for you now, 





RICHARD @ ULLMAN, INC. 


1271 Avenue of the Americas, New York 20, N.Y. PLaza 7-2197 


ES ae et 
2 ee a ae 
2 


THE BIG SOUND is produced - SVE ET ELC WER a 
by Stars International, Inc. oes e 
and sold exclusively in the U.S.A. _ THE PETER FRANK ORGANIZATION, INC, 

by Richard H. Uliman, Inc., i Raeay cg 
both Divisionsof  —__ Hollywood, Calif. New York, N.Y, 
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“Special Events” 
on KTTV, Los Angeles 


GUNMAN’S LAST STAND — Bill Welsh describes the action as KTTV camera 
focuses on Los Angeles patrolman in house-to-house chase after bank-robber. 


Prime example of the programming through 


which creative talent and community leadership 


are continually building new vision into Tele- 


vision on stations represented by Bl Al R TV 





“In our role as a source of information, 
entertainment and inspiration, we in 
television must think first about the 
needs of our own community. In pre- 
senting the finest entertainment pro- 
grams, KTTV pays close attention to 
the tastes and convenience of all South- 
ern California. In covering news and 
special events, KTTV has taken its cam- 
eras out among the people nearly 5,000 
times—believing that television is most 
virile and valuable when reporting com- 
munity events first-hand.” 


ROBERT BRECKNER 
Vice President & General Manager 
Station KTTV 





Giving the community 
action at first-hand 


| “To cover an event of community im- 

| portance, the best way is to put the entire 

' community in an eye-witness position. In 

brief, let people see History as it is hap- 
ning.” 

All its life, KTTV has believed and 
f acted upon this policy. No wonder a 
cross-section of Southern California, 
polled recently by Facts Consolidated, 
} quickly named KTTV as Number One 
© news and special events station. 
Through the eyes of KTTV cameras, 
‘millions of Californians have watched 
| officers pursue and capture gunmen... 
| ... have so much enjoyed the Rose 

Parade that KTTV’s audience is almost 

' as large as that of all other Rose Parade 
» stations combined... 
' ... have cheered and cursed their be- 
| loved Dodgers . . . followed fire-fighters 
through forest hells . . . experienced the 
tranquil joy of Easter Sunrise services at 
Hollywood Bowl. 

In consequence, throughout Southern 
California, the word is: Jf ifs going on, 
it's on KTTV. 

_ To Blair-TV, creative community- 
| interest programming by great stations 
| like KTTV is a constant source of inspi- 
ration. We are proud to serve more thana 
' score of such stations in national sales. 


- BLAIR-TV 


Televisions’s first exclusive 
national representative, serving: 


WABC-TV —New York 
W-TEN—Albany-Schenectady-Troy 
WFBG-TV—Altoona-Johnstown 
WNBF-TV—Binghamton 
WHDH-TV-—Boston 
WBKB—Chicago 
WCPO-TV—Cincinnati 
WEWS-—Cleveland 
WBNS-TV—Columbus 

KTVT —Dallas-Ft. Worth 
WXYZ-TV—Detroit 
KFRE-TV—Fresno 
WNHC-TV-—Hartford-New Haven 
WJIM-TV—Lansing 

KTTV—Los Angeles 
WMCT—Memphis 
WDSU-TV—New Orleans 
WOW-TV—Omaha 
WFIL-TV—Philadelphia 
WwliC—Pittsburgh 
KGW-TV—Portland 
WPRO-TV—Providence 
KGO-TV-—San Francisco 
KING-TV—Seattle-Tacoma 
KTVI—St. Louis 
WFLA-TV—Tamna-St. Petersburg 
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weekly co-sponsorship of The Ida Lu- 
pino Show on the five-station Central 
American Television Network (in which 
ABC International has an interest), be- 
ginning in March. 


Cartier Inc., jewelers and silversmiths, 
N. Y., in its first radio campaign, pur- 
chased participation on the Casper 
Citron interview program on WRFM 
(FM) New York (Mon.-Fri. 11 p.m.- 
midnight). Agency: Albert Frank- 
Guenther Law, N. Y. 


Outboard Marine International, Evin- 
rude, Johnson and Gale outboard mo- 
tors, Waukegan, IIl., sponsored global 
broadcasts of the 51st Motor Boat Show 
from New York’s Coliseum over 
WRUL New York, key station of the 
Worldwide division of Metropolitan 
Broadcasting Corp. A half-hour Span- 
ish program also was beamed through- 
out Latin America on Jan. 18 and a 
half-hour English broadcast for audi- 
ences in Europe and Africa was aired 
Jan. 19. Agency: Erwin Wasey, Ruth- 
rauff & Ryan, N. Y. 


Falstaff Brewing Corp., St. Louis, 
through Dancer - Fitzgerald - Sample, 
N. Y. will sponsor play-by-play broad- 
casts of the Los Angeles Angels’ base- 
ball games for 1961 on a special sports 
radio network with KMPC Los Angeles 
as key station. 


Bymart-Tintair Inc., N.Y., creme color 
shampoo, home hair-coloring and creme 
hair-lightener, started a heavy year-long 
network and spot tv campaign Jan. 16 
with an ad budget much larger than last 
year and emphasis this year on tv in- 
stead of print. Included are a 52-week 
participation in several daytime shows 
on ABC-TV and saturation spot cam- 
paigns in all major markets. Agency: 
Kastor Hilton Chesley Clifford & Ather- 
ton, New York. 


Beltone Hearing Aid Co., Chicago 
has announced an increase in total ad 
budget from under $1.25 million in 
1960 to more than $1.5 million in 1961. 
Firm this week begins participations 
in CBS Radio and ABC-TV programs 
with emphasis on name personality tie- 
ins. Drive also includes enlarged co-op 
radio-tv spot budget for dealers. Spot 
materials are being supplied through 
distributors. Agency: Olian & Bronner, 
Chicago. 


Agency appointments... 


= Laddie Boy Dog Food, Atlas Canine 
Products, both Glendale, N.Y., and 
Tippie Dog Food, Philadelphia, appoint 
Richard K. Manoff, N.Y. Heavy spot 
tv is planned. 


= Sands, Taylor & Wood Co., exclu- 
sive distributor of King Arthur Flour, 
appoints Charles F. Hutchinson Inc., 
Boston, to handle its advertising. 


= A.S.R. Products, a division of Philip 
Morris Inc., N.Y., appoints Benton & 
Bowles, N. Y., to handle the advertising 
for all its razor and blade products. 
These include Gem Safety Razors and 
Blades, Pal Injector and Personna 
Blades. The client, which plans to in- 
crease tv-radio expenditures, has been 
handled by Kenyon & Eckhardt, with 
billings of about $1.6 million last year. 


KKIS advertisers 
sign ‘truth pledge’ 


KKIS Pittsburg, Calif., to win the 
faith of its listeners in its commercials, 
demands of advertisers that they sign 
an affidavit certifying truthfulness of 
copy submitted. 

The advertisers’ pledge has been in- 
corporated into all the station’s com- 
mercial contracts. The conditions are 
announced on KKIS’ announcements, 
informing the public that they can have 
faith and confidence in its advertising. 
The spots also invite any listener who 
discovers a fradulent claim or dishonest 
statement to so inform the station (by 
long distance collect, if need be). 

The policy has paid off in an aver- 
age of more than 200 letters per week 
from listeners congratulating the sta- 
tion and.discussing its music and edi- 
torials, KKIS reports. 


Educating the customer 
termed agency function 


“Education of corporate directors to 
the needs and effectiveness of sales pro- 
motion and advertising programs is a 
vital function of advertising agency and 
sales department personnel,’ H. E. 
Cassidy, president, The McCarty Co., 
Los Angeles agency, said Monday (Jan. 
16). 

Addressing more than 30 sales execu- 
tives of Products Research Co. at its 
annual western sales conference in Bur- 
bank, Calif., Mr. Cassidy pointed out 
that corporate directors “are generally 
men who arrived at their positions 
through experience in finance, law, pro- 
duction, engineering or administration.” 
A survey conducted by the McCarty Co. 
“proved that less than 15% of top man- 
agement rose from the ranks of the 
advertising and sales departments,” he 
said, commenting that “this statistic cer- 
tainly indicates the need for manage- 
ment education.” 

Education about advertising should 
not stop with top management, Mr. Cas- 
sidy stated. “It is similarly important 
that sales departments regard advertis- 
ing efforts as a weapon of attack rather 
than as a crutch to support regional ac- 
tivities. Advertising, to be effective, 
must be a cooperative effort. Contribu- 
tions of individual salesmen are vital if 
product exposure, acceptance and de- 
mand is to be increased.” 
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Listed below are the highest-ranking 
television shows for each day of the 
week Jan. 12-18 as rated by the 
multi-city Arbitron instant ratings of 


Copyright 1961 American Research Bureau 





ARBITRON’S DAILY CHOICES 


Date Program and Time Network Rating 
Thur., Jan. 12 Untouchables (9:30 p.m.) ABC-TV 32.4 
Fri., Jan .13 Flintstones (8:30 p.m.) ABC-TV 30.6 
Sat., Jan. 14 Gunsmoke (10 p.m.) CBS-TV 24.1 
Sun., Jan. 15 Candid Camera (10 p.m.) CBS-TV 34.2 
Mon., Jan. 16 Danny Thomas (9 p.m.) CBS-TV 21.5 
Tue., Jan. 17 Thriller (9 p.m.) NBC-TV 22.9 
Wed., Jan. 18 Perry Como (9 p.m.) NBC-TV 25.2 


the American Research Bureau. These 
ratings are taken in Baltimore, Chi- 
cago, Cleveland, Detroit, New York, 
Philadelphia and Washington, D. C. 








WOQXR is test station 
for India air accounts 


East is meeting west at the radio 
crossroads. Two new accounts have 
landed from India with WQXR New 
York: the Government of India Tourist 
Office in New York and Air India, both 
new to radio. The sponsors are watch- 
ing results for possible expansion to 
other stations. 


The official Indian tourist office is 
sponsoring a Monday 7:30-8 p.m. pro- 
gram, Reflections of India, featuring 
Indian performer Saeed Jaffrey with 
music and narrated vignettes. James C. 
Seix Co., New York, placed the con- 
tract for 13 weeks. 


While this is the first radio for the 
New York office, India’s San Francisco 
tourist office has been buying announce- 
ments direct, spending its own small 
budget entirely on radio. All national 
advertising is handled by Seix, which 
has been placing schedules in magazines 
and newspapers and regards the WOXR 
show as a test. 

Air India, making its broadcast debut, 
is cO-sponsoring WQXR’s Sunday after- 
noon broadcasts of the Boston Sym- 
phony Orchestra, 3:05 p.m. to around 
5 p.m. Van Brunt & Co., New York, 
placed this business for the entire 1961 
Boston Symphony season. Air India’s 
co-sponsor, underwriting alternate 
halves of the show each week, is Rover 
Motor Co. 


THE MEDIA 








Air India’s agency says that further 
broadcasting is a possibility but no de- 
cisions have been made beyond WQXR. 


WMTW-TV, druggists plan 
tv; RAB makes drug pitch 


That venerable American institution 
—the corner drugstore—has been the 
object of two recent advertising explora- 
tions, including a tv campaign. 


WMTW-TV Poland Springs, Me., has 
initiated a co-op advertising plan to en- 
able Rexall Drug Stores in its tri-state 
area to get ad exposure with relatively 
small budgets The plan, originated by 
a Rexall district salesman, calls for a 
13-week co-op schedule consisting of 
12 one-minute spots a week A total of 
38 Rexall stores in the general coverage 
area are participating, each store pre- 
senting various sale items on a rotating 
basis. 


Radio made its bid for the burgeon- 
ing $7.5 billion retail drug trade busi- 
ness via a Radio Advertising Bureau 
study of the industry which suggests 
that radio is the druggists’ best adver- 
tising buy. RAB observes that almost 
85% of the family’s drugs are bought 
by women and that nearly 94% of 
housewives listen to the radio every 
week an average 1634 hours. The bu- 
reau concludes this proves that “only 
radio provides the kind of sweeping 
coverage druggists demand.” 





CBS-TV SPLITS SPORTS AND NEWS 


Move dictated by increase in sports programming in ’60 


CBS Sports has come out from under 
the aegis of CBS News and will stand as 
separate radio and tv network depart- 
ments, Frank Stanton, president of 


CBS Inc., announced last week. 
To head the tv operation, now called 
CBS Television Sports, William C. Mac- 


£ “ * a 
ie 
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Phail, director of 
sports, CBS News, 
becomes vice 
president of CBS 
Tv Sports, report- 
ing directly to 
James T. Aubrey 
Jr., president of 
CBS-TV. Arthur 
Hull Hayes, pres- 
ident of CBS Ra- 
dio, has appoint- 
ed James M. 
Dolan, executive 
producer of 
sports, to the new job of director of 
sports for CBS Radio. 

The sports separation follows in- 
creased programming in that area in 





Mr. MacPhail 


1960, Dr. Stanton said. With sports 
assuming increasing importance, he ex- 
pects the transfer to effect closer co- 
ordination of programming, sales, pro- 
duction and scheduling. 

The move comes a month after an 
operational change in CBS News which 
transferred control to a committee of 
CBS Inc. divisional presidents chaired 
by Richard S. Salant, corporate vice 
president of the parent firm (BROoaAD- 
CASTING, Dec. 19). With sports out of 
the CBS News Division, the latter can 
concentrate on news and public af- 
fairs, Dr. Stanton said in his announce- 
ment last wek. 

Mr. McPhail had been director of 
sports of CBS News since November 
1955. Before joining CBS he was pro- 
motion director of the Kansas City Ath- 
letics and earlier was connected with 
several other professional teams, includ- 
ing a stint as traveling secretary for the 
New York Yankees. He is the son of 
Col. Larry MacPhail, former major- 
league executive, and is a brother of 


Lee MacPhail, president of the Balti- 
more Orioles. 

Radio Sports Director Dolan has 
been in the field since 1936 when he 
worked with Ted Husing on CBS. He 
left to become sports director of the old 
Dumont Television Network and later 
assistant director of sports for NBC. 
Mr. Dolan returnd to CBS in 1957 and 
since then has supervised football cov- 
erage, bowl games, auto racing, golf, 
horse racing and programs of sports 
personalities. 


ABC Radio says ’60 good, 
sees ’61 as even better 


Progress in 1960 and optimism for 
1961 were expressed in a yearend re- 
port released last week by the ABC 
Radio Network. 

Last year, the report said, ABC at- 
tracted more than 61 million people, 
the largest audience in the history of 
advertising, with its coverage of the 
second Patterson-Johansson champion- 
ship fight; added 44 affiliate stations, the 
largest number ever added in any year 
in its history; increased the number of 
clearances for its news programs by 17 
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Initial accomplishments are most significant when 
they serve as stepping stones for the future. And so it was with Madame Marie Curie. All the 

accolades for her discovery of radium would have been meaningless if it were not for her continuing 
efforts which, in later years, led to development of the element's practical radiological uses. Today in the 
business world of radio and television, you will also find that those who possess the ‘‘Know-How”’ 

to achieve better things are never content to rest on their laurels, but continually strive 

to better serve public and advertiser alike. 





























, dallas e radio & television 
sige ed The Stations With The “Quality Touch’! 


SERVING THE GREATER DALLAS-FORT WORTH MARKET 





The Original Station Representative 


BROADCAST SERVICES OF THE DALLAS MORNING NEWS 
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Tenting in D.C., 
or 
In One Era 
and Out the Other 


Finding a roof for five Corinthian tv station 
news-and-camera teams in Washington, as the 
Kennedy era began, was much more difficult 
than finding reason for their presence. They had 
no intention of duplicating CBS’s superb net- 
work coverage; they sought to duplicate only 
Corinthian’s success, as evidenced by coverage 
of last year’s conventions, in relating major 
political events to their own communities. 


Local news doesn’t come to us. We go to it, 
even if it’s in D.C.—and even if our definition 
of local is non-traditional. Without a legacy to 
stand on, our individual station news teams 
tackled Project Washington with mike and cam- 
era. The Houston group was after, among other 
things, a Ladybird’s eye view; Tulsa hoped to 
strike oil by spending a day with Senators Kerr 
and Monroney; our gentlemen from Indiana got 
on the bandwagon with the state’s Drum and 
Bugle Corps; the young men from Sacramento, 
reversing Greeley’s advice, came east to cover 
the Inauguration’s pomp—and to examine plans 
for legislation affecting their tele-urban com- 
munity. 


Different regions find different meanings in 
Washington, 1961. Those differences are best 
explored by local tv reporting crews and public 
affairs programming, focusing on political faces 
and issues of special interest to the folks back 
home. This is the kind of journalistic initiative, 
under group organization, that results in high 
identification with regional audiences, cement- 


ing stations to communities and communities to 
stations. fH CORINTH 
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KOTV 
TULSA 


KHOU-TV 
HousTON 


KXTV 
SACRAMENTO 


WANE-TV 
Fort WAYNE 


WISH-TV 
INDIANAPOLIS 


WANE-AM 
ForT WAYNE 


WISH-AM 
INDIANAPOLIS 


OR OR ORO 


Represented by H-R 





STATIOMS 
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per cent, and raised its overall billings. 

The report asserted that while the 
radio network continued to operate at 
a loss, gains during the year cut the 
debit figures considerably. ABC based 
its optimism for the new year on the 
premise that its increased programming 
efforts and services would combine to 
bring better service to the public and 
better income for the network. 

Among programming highlights in 
1960, ABC Radio cited the introduction 
of Flair, a daily, 55-minute, afternoon 
program currently carried on 268 sta- 
tions. The report said impressive sales 
gains are expected from Flair in 1961. 


Stations note coverage 
of state legislatures 


Extensive coverage of legislative op- 
ening sessions around the nation was 
provided by radio-tv stations, both on 
a live on-the-scene and on delayed or 
specially reported bases. 

An example of intensive coverage 
occurred in Oklahoma, according to 
WKY-TV Oklahoma City. The station 
reported its mobile unit and cameras 
picked up the proceedings live from 
the Capitol and fed the signal to KWTV 
(TV) and KETA-TV Oklahoma City, 
KOTV (TV) and KVOO-TV Tulsa, 
and KXII (TV) Ardmore. 

KPHO-TV Phoenix reported telecast- 
ing the entire opening session of the 
Arizona Legislature Jan. 9, describing 
this as the first live coverage in the 
legislature’s history. 

WIBW-TV Topeka carried live tv 
coverage of Gov. John Anderson Jr.’s 
legislative message, the first live tv cov- 
erage permitted by the Kansas Legis- 
lature. It also arranged live coverage 
of the governor’s budget message. 


Court coverage sought 


In the belief that they will be record- 
ing legal history in the making, the 
Metropolitan Broadcasting Corp. last 
week requested permission to film and 
tape for broadcast court proceedings 
in the Deerfield housing case which 
comes to trial in the State Supreme 
Court of Illinois on Jan. 20. The re- 
quest was made in a telegram sent last 
week to Chief Justice Walter V. Schae- 
fer in behalf of the five Metropolitan 
stations which would broadcast all or 
part of the proceedings as a public ser- 
vice. The case stems from the plans 
of a builder to sell private homes to 
both Negroes and whites in the segre- 
gated community of Deerfield, a Chic- 
ago suburb. The community condemned 
the sites for the homes and the builder, 
Modern Community Developers and 
Progress Development Corp., brought 
suit claiming violation of the 14th 
Amendment to the U.S. Constitution 
and the U.S. Civil Rights Act. If 
broadcast permission is granted to 


Metropolitan, it will mark the first time 
cameras and tape recorders have been 
allowed in the Illinois Supreme Court. 


CBS Radio notes shift 
to information programs 


The scope of CBS Radio’s late-1960 
shift in daytime program emphasis from 
entertainment to information broadcasts 
was pointed up in a year-end review the 
network released last week. 

The shift included introduction of 
19 specially developed informational 
programs embracing 43 _ individual 
broadcasts a week under the general 
designation of CBS Radio Features, and 
expansion of 77 on-the-hour news and 
analysis broadcasts each week from 5 
minutes to 10 minutes. 

The report also called attention to 
development of the CBS Radio: Net- 
Alert. This technical device provides 
around-the-clock and _ instantaneous 
communication between the network 
and local stations and can activate tape 
machines to record and rebroadcast 
transmissions from the network. 

The review also claimed, on the basis 
of Nielsen reports for the first 10 
months of 1960, that CBS Radio drew 
31% higher audiences than the next 
network, and that altogether the net- 
work had 412 affiliates last year, 195 of 
them in the continental U. S., 


Grand jury indicts ‘City 
of Hate’ for slander 


The grand jury of Riverside County, 
Calif., has indicted James Schulke, for- 
mer vice president of Paramount Tele- 
vision Productions and general manager 
of KTLA(TV) Los Angeles; Pat Mi- 
chaels, newscaster formerly with KTLA 
and now at KABC Los Angeles, and 
seven others, comprising the police 
chief and city attorney of Elsinore, 
Calif., and five members of the city 
council, for conspiracy to commit slan- 
der on a tv program, City of Hate, 
broadcast by KTLA on Dec. 11, 1959. 

In a 16-page report accompaning the 
indictment, the Riverside grand jury 
says that “in essence the program 
charged that anti-Semitic conspiracies 
existed in the city of Elsinore; that said 
conspiracies could lead to bloodshed or 
even death . . . that the state board of 
public health was aiding the anti- 
Semitic conspiracies through alleged 
discriminatory rulings that the fluoride 
count in Elsinore’s drinking water was 
too high . . . [and] broadly implied that 
law enforcement at all levels, federal, 
state, county and city, had broken down 
and that nothing was being done to cor- 
rect an allegedly intolerable situation.” 

The attorney general's office investi- 
gated, the grand jury says, and found 
“that the telecast was highly distorted.” 
The grand jury also reached that con- 
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clusion, following hearings, during 
which Mr. Michaels was cited for con- 
tempt for refusing to testify on what 
the jury calls “unwarranted” grounds 
that he would be forced to reveal news 
sources. After he finally did testify, in 
November, the jury assessed the evi- 
dence and found that on point after 
point the telecast was distorted, mis- 
taken, factually wrong or “guilty of ir- 
responsible reporting.” 

The Riverside grand jury also drafted 
a recommendation to the FCC, urging 
the commission “not only study the in- 
stant situation involving the City of 
Hate telecast but take all possible steps 
to prevent repetition of such irresponsi- 
ble and damaging newscasting.” 

Mr. Schulke resigned from KTLA 
the end of last year and is now engaged 
in negotiations to purchase the station 
and PTP from Paramount Pictures for 
a syndicate he heads. 


Broadcasters Foundation 


New York Chapter of The Broad- 
cast Pioneers has set up Broadcasters 
Foundation Inc. to assist people work- 
ing in radio-tv who are in need, and 
for presentation of annual “Mike 
Awards” to outstanding pioneer ra- 
dio and tv stations. First “Mike” goes 
to WLW Cincinnati. Both awards and 
welfare programs will be marked at re- 
ception and dinner Feb. 26. 














WGN Inc. takes over KDAL-AM-TV 


First expansion of Chicago Trib- 
une in station ownership was con- 
summated Jan. 16 in Washington 
when final payment was made in 
WGN Inc.’s $3.3 million purchase of 
KDAL-AM-TV Duluth, approved by 
FCC last month (BROADCASTING, 
Dec. 12, 1960). Formal closing was 
made by Ward L. Quaal (seated, 


right), vice president-general man- 
ager of WGN Inc., and Odin S. 
Ramsland (seated, left), vice presi- 
dent of KDAL stations. Standing 
(1 to r): Robert A. Dettman, vice 
president, KDAL stations; William 
B. Ryan, Blackburn & Co. broker- 
age firm; James A. Cotey, WGN Inc. 
treasurer. 











When you sell thru 
Blackburn, you are 
revealed only to 

serious, financially 


responsible buyers! 


We do not send out lists. Every sale is handled on an individual 
basis. A deep knowledge of the market, combined with a strong 
feeling that our reputation is too valuable to risk for any commission, 
provide a professional service of the greatest reliability. 


BLACKBURN &€ Company, Inc. 


RADIO « TV * NEWSPAPER BROKERS 
NEGOTIATIONS ¢ FINANCING « APPRAISALS 


WASHINGTON, D.C. MIDWEST 


James W. Blackburn H. W. Cassill 

Jack V. Harvey William B. Ryan 
Joseph M. Sitrick 333 N. Michigan Ave. 
Washington Building Chicago, Illinois 
STerling 3-4341 Financial 6-6460 


ATLANTA 


Clifford 8B. Marshall 
Stanley Whitaker 
Robert M. Baird 
Healey Building 
JAckson 5-1576 


WEST COAST 


Colin M. Selph 
Calif. Bank Bidg. 
9441 Wilshire Blvd. 
Beverly Hills, Calif. 
CRestview 4-2770 
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Changing hands 


ANNOUNCED = The following sales of 
Station interests were reported last week, 
subject to FCC approval: 


=" WSAI-AM-FM_ Cincinnati, Ohio: 
Sold by Consolidated Sun Ray to Jupi- 
ter Broadcasting Co. for $1.2 million, 
including Musicast Co., Muzak fran- 
chise in Cincinnati. Jupiter is jointly 
owned by Fox, Wells & Rogers and 
Payson & Trask, both New York invest- 
ment firms. Fox, Wells & Rogers has 
42.5% interest in KFSD-AM-TV San 
Diego, Calif., and minority interest in 
Springfield Television Corp. (WWLP 
[TV] Springfield, WRLP [TV] Green- 
field, and WWOR [TV] Worcester, all 
Massachusetts). Payson & Trask has 
no broadcast interests. Ernie Tannen, 
former Kluge stations managing direc- 
tor headquartered in Washington, is 
president of Jupiter. James G. Rogers, 
Fox, Wells & Rogers partner, is chair- 
man of Jupiter. Mr. Tannen now owns 
WDMV Pocomoke City, Md. Present 
personnel of WSAI stations will be re- 
tained, it was reported. Stations, 5 kw 
on 1360 ke and 102.7 me with 14.7 kw, 
were bought by Consolidated Sun Ray 
in 1959 for $1.9 million. Application 
for FCC approval was filed Thursday. 


= KWG Stockton, Calif.: Sold by Carl 
and Dexter Haymond to Greater Stock- 
ton Radio Inc. for $200,000. Greater 
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Stockton group is headed by Riley R. 
Gibson and includes Marc Hanan, man- 
ager of KXO El Centro and Howard 
Haman, manager of KXOA _ Sacra- 
mento, Riley stations include KXOA 
and KLIV San Jose, both California. 
Pending FCC approval is purchase of 
KMAK Fresno, Calif., for $185,000 
Gary Willson, currently at KXOA, will 
become vice president-general manager 
of KWG. The Haymonds own KIT 
Yakima, Wash., and KGEE Bakersfield, 
Calif. KWG operates on 1230 ke with 
250 w and is affiliated with ABC. 
Broker was Edwin Tornberg & Co. 


» WREB Holyoke, Mass.: Sold by Ed- 
mund F. Wakelin and associates to 
Don Hancock for $200,000. Mr. Han- 
cock is veteran radio-tv announcer. 
Burton M. Wanetik, former sales man- 
ager of WVOX New Rochelle, N. Y., 
will be WREB commercial manager. 
Station is 500 w daytimer on 930 kc. 


APPROVED = The following transfers 
of station interests were among those 
approved by the FCC last week (for 
other commission activities see For 
THE RECORD, page 77). 


=» KXLF-AM-TV Butte and KXLJ-AM- 
TV Helena, both Mont.: Sold by E. 
B. Craney and associates to Joseph S. 
Sample for $1,575,000. Mr. Sample 
is son of John G. Sample, former presi- 
dent of Blackett-Sample-Hummert Inc. 
(now Dancer-Fitzgerald-Sample), and 
owns KOOK-AM-TV Billings, Mont., 
and 50% of KUEN Wenatchee, Wash. 
Transaction includes resale of KXLJ- 
AM-TV to Helena T.V. Inc., for $400,- 
000. Helena T.V. is principally owned 
by W. L. Piehl, and operates a catv 
system in Helena. 


# WJWL Georgetown, Del.: Sold by 
Rollins Broadcasting Co. to Scott 
Broadcasting Corp. for $365,000. Scott 
Broadcasting is principally owned by 
Herbert Scott, who has an interest in 
WPAZ Pottstown, Pa. Rollins owns 
WAMS Wilmington, Del.; WEAR-TV 
Pensacola, Fla.; WPTZ (TV) Platts- 
burgh, N. Y.; WNJR Newark, N. J.; 
WBEE Harvey, Ill.; WRAP Norfolk, 
Va.; WGEE Indianapolis, Ind., and 
WCHS-AM-TV_ Charleston, W. Va. 
The FCC’s action also included re- 
newal of the WJWL license. 


PRSA, APRA in merger 


The Public Relations Society of 
America (3,400 members) and the 
American Public Relations Assn. (1,000 
members) have voted to merge, they 
announced Jan. 12, and will become the 
Public Relations Society of America 
Inc., operating from the former PRSA 
offices in New York. Admiral Harold B. 
Miller, public relations director, Pan 
American World Airways, and PRSA 
president, will head the new group. 
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WWLP (TV) head charges 
city payroll ‘padded’ 


William L. Putnam, president and 
general manager of WWLP (TV) 
Springfield, Mass., appeared before the 
City Council last week to place on 
record various charges he has made 
over the tv station that the city ad- 
ministration payroll is “padded.” 

Mr. Putnam’s appearance before the 
council on Monday (Jan. 16) followed 
editorial criticism in the Springfield 
Daily News which called his charges 
made on WWLP (TV) “reckless.” 
The City Council voted 14-11 against 
Mr. Putnam, saying he had not proved 
his “payroll padding” accusation. The 
next day, the Springfield city auditor 
announced that Mr. Putnam’s accusa- 
tions were “accurate.” 

A station spokesman reported last 
Thursday (Jan. 19) that the superin- 
tendent of streets and roads, whose 
department came under strong fire on 
the telecast, has requested and will 
receive “equal time” to reply to Mr. 
Putnam’s charges. 


Millar forms management firm 


Announcement has been made of 
the formation of Hudson Millar & 
Assoc., Cullman, Ala., a new radio 


man and WARF Jasper, both Alabama. 

The firm will engage only in man- 
agement but does plan a limited engi- 
neering service. According to Mr. Mil- 
lar the company was founded to aid 
many stations operating in thé red or 
at a low profit margin and as a service 
to absentee owners. 

Affiliated with Mr. Millar are Jerdan 
Bullard, manager of WARF, as vp; 
Arthur Bachmann, engineer; and 
Dortha Bland, secretary-treasurer. 


N. Y. etv fund request 


Television’s importance in teaching is 
emphasized by the New York Board 
of Regents in a report asking the state 
legislature for more than a $2 million 
appropriation for educational tv in 
1961. The budget request includes 
$577,000 to continue etv projects in 
New York City, where WPIX (TV) 
carries programs for schools, and in 
Cortland, N. Y., where a closed-circuit 
system is in operation. The board said 
its experience over almost 10 years 
showed “for certain subjects, learning 
via television can be as effective, or 
even better, than that taking place un- 
der conventional classroom conditions.” 
The board said grants held by the state 
for 10 uhf stations for educational pur- 
poses, still unused, represent “a valu- 








management consulting firm headed by able . potential for educational 
Hudson Millar, owner of WKUL Cull- good.” 
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DAYTIMER—$400,000.00 
Major market-—New York State—good 
frequency, making money. Can be 
purchased on excellent terms down 
and long period of time. 


WASHINGTON D. C. 

1737 DE SALES STREET, N.W. 
EXECUTIVE 3-3456 

RAY V. HAMILTON 

JOHN D. STEBBINS 








MIDWEST 
Midwest daytime station. Profitable 
operation owns real estate needs an 


owner-manager. Price $120,000.00; 
$30,000.00 down payment. 
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WEST TEXAS—DAYTIMER $90,000.00 


This is a single station market, billing 
better than $60,000.00 per year. 
$30,000.00 down, very generous terms 
on the balance. Ideal for owner- 


operator. 
DALLAS 
1511 BRYAN STREET 
RIVERSIDE 8-1175 
H. DEWITT ‘JUDGE’ LANDIS 
JOE A. OSWALD 





WEST COAST 


Profitable Pacific northwest regional 
fulltime radio station. Grossing $10,- 
000.00 monthly and capable of doing 
better. Heavy fixed assets. Total price 
is $160,000.00 on basis of 29% down 
and long terms to responsible buyer. 
SAN FRANCISCO 

111 SUTTER STREET 

EXBROOK 2-5671 

JOHN F. HARDESTY 
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The making of a massive media combine 


HOW METROPOLITAN IS USING THE FORMULA: BUY, BUILD, BORROW 


“Yesterday's accomplishments,” says 
John Kluge, “belong to yesterday. What 
makes us alive is that we’re looking 
ahead to today and tomorrow.” 

As far as Metropolitan Broadcasting 
Corp. is concerned—that’s what Board 
Chairman and President Kluge was 
talking about above—today and tomor- 
row will have to go some to match the 
yesterdays Mr. Kluge and his associates 
have put in over the past two years. 
That period has seen Metropolitan grow 
from four stations (only one making 
money worth mentioning) to a media 
combine that grossed over $40 million 
in 1960, expects to top $52 million this 
year and to double that to over $100 
million by 1965. The projections can be 
taken seriously: John Kluge’s track 
record in meeting his projections has 
been within 1% accuracy. 

The route Metropolitan has taken to 
this new eminence in the media field 
has been marked by two signs: “buy” 
and “build.” In the past two years the 
company has committed over $34 mil- 
lion in acquiring nine properties, the 
latest a proposed purchase of KMBC- 
AM-TV Kansas City (subject to FCC 
approval). In addition it has built its 
initial string of primarily red-ink prop- 
erties into black-ink operations, to the 
point that all Metropolitan divisions ac- 
quired before November 1960 are mak- 
ing money. At the moment only one of 
the company’s arms—the growing 
Worldwide Broadcasting System—has 
yet to turn the profit corner. 

If a third sign were added to those 
first two it would be “borrow.” Mr. 
Kluge and his associates have managed 
all these acquisitions almost totally on 
borrowed money, and have built the 
company’s line of credit to the point 
that there’s no imediate horizon on the 
money Metropolitan can obtain if it 
needs it. The current debt: $31 million. 

It was not always thus at Metropoli- 
tan. 
The company got off to a limping 
start late in 1955 as the DuMont Broad- 
casting Corp., a spin-off from the par- 
ent DuMont Labs. At the time it con- 
sisted of two tv stations, both loss op- 
erations: WABD (TV), now WNEW- 
TV, New York and WITG (TV) Wash- 
ington. In that year and 1956 the com- 
pany lost over $1.5 million. 

In May 1957 the company acquired 
its first black-ink asset: the highly- 
successful WNEW New York, whose 
annual $7 million billing makes it the 
top revenue-producing radio station in 
the country. The deal was at that time 
the record for a radio transaction: $7.5 
million. It was also the turning point 
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for DuMont Broadcasting, which began 
then to show some _ profit—$213,000 
that year vs. a $900,000 loss in 1956. 

The next year it acquired WHK-AM- 
FM Cleveland for $700,000 and changed 
the corporate name to Metropolitan. 

The next year it acquired John Kluge. 

Onward and Upward = Mr. Kluge 
and several associates came into the 
company by purchasing 22% of the 
stock (the largest block) from Para- 
mount Pictures. Revenues during that 
year, with no change in assets, jumped 
from $12 million to $16.5 million, and 
the net jumped from $249,000 to $1.5 
million. 

By the beginning of 1960 Mr. Kluge 
and Metropolitan had the ground firm- 
ly under their feet—and were ready to 
leave it. In rapid succession Metropoli- 
tan took over WIP-AM-FM Philadel- 


station, three more ams and four more 
fms. It’s a virtual certainty that the 
company will acquire this number—the 
limit under FCC regulations—as soon 
as the right properties are found. And 
Metropolitan moves fast. 

Quick to a Handshake # For example, 
when Mr. Kluge decided to buy KOVR 
from the Gannett interests, it took him 
exactly 12 minutes to negotiate the deal 
to the handshake stage. As he describes 
his purchasing philosophy, “It finally 
resolves to a yes or no. You can clown 
around, but why? You know yourself 
whether an extra $100,000 is going to 
make you say no.” 

Not all the deals go this fast, of 
course. The KMBC negotiations were 
in work for a year, and even now are 
not finally done, involving such things 
as the additional purchase and imme- 





John Kluge 
Target for 1965: $100 million a year 


phia ($4.5 million), 
Stockton-Sacramento ($3.5 million), 
WTVH (TV) Peoria ($610,000). 
WTVP (TV) Decatur ($550,000) and 
the Worldwide Broadcasting System 
($800,000). It also acquired the Foster 
& Kleiser outdoor advertising company 
($14 million), its first media expan- 
sion outside the broadcasting area. It 
capped the year with announcement of 
the proposed acquisition of the Kansas 
City KMBC stations (BROADCASTING, 
Dec. 26, 1960). 

There is still room in the Metropoli- 
tan complex for one more vhf television 


KOVR (TV) 


diate sell-off of subsidiary tv properties 
in Sedalia and Jefferson City, Mo. 

So far Metropolitan has been in the 
buying business, not the selling. At the 
moment, at least, it has no plans to 
dispose of any present properties to 
make room for others. 

It’s a virtual certainty, too, that the 
company will expand into new fields 
in the fairly near future. Those prop- 
erties now in the house are expected to 
appreciate in earning power, but not 
enough to reach the $100 million-plus 
level Metropolitan has in mind for 
1965. Mr. Kluge already has his sights 
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EXCITE 
IN 


CINCIN. 


Whoever it is. 
be a_ talk-of-the-’ 


doy Ou Ra hou Relal- hal 
WCKY took the 


program ideas | 


who said that Radio can’t 
town any more hasn’t been 
lately. At least not since 
Wig-] o\-Melsm-melelaleli-me)mal-14 
that have whipped up 


more excitement than Cincinnati has heard. 


in many a moon! You talk about talk! 


WCKY’s triple-play of “Compass,” “Back- 


ground” and ‘‘Documentaries,”’ back- 


dropped by a depth-in-news, good music 


and promotion fireworks, is the talk of the 


market. All this—plus a Nielsen audi- 


ence in seven figures makes that WCKY 


some buy! Now is the time to talk to 


AM Radio Sales. 


WCKY-RADIO IS SOME BUY! 
90,000 WATTS —-CINCINNATI 
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on a major new business acquisition, 
which he will describe only as a “serv- 
ice” business. 

Whatever it turns out to be, Metro- 
politan will likely have the financial 
standing to accomplish it. Not only has 
Mr. Kluge been able to borrow large 
sums to finance his ventures, but he’s 
also been able to attract capital from 
sources not accustomed to dealing with 
the broadcasting industry. The $10.25 
million Kansas City deal, for example, 
was financed primarily by insurance 


THE METROPOLITAN STORY continued 


company money, not bank money. In- 
surance money comes slightly higher 
than bank money, but it comes for 
longer terms (15 years compared to 
5 years). This is a valuable plus for a 
company which has as many plans for 
its money as Metropolitan does. 
People-Minded = Although the many 
physical assets in the Metropolitan or- 
ganization rate high with lenders, the 
asset that rates highest with John Kluge 
is people. He exercises the same care in 
selecting the personnel to run Metro- 





politan as he does in picking the prop- 
erties that make it up. In a way, this 
search for people is one reason behind 
the search for properties: As Mr. Kluge 
sees it, “Growth is an enabling factor 
in attracting the best people, and the 
best people are essential to the organiza- 
tion. There’s nothing worse than having 
a ceiling on top of young, creative 
people.” 

This emphasis on people has led to 
the assembling of an executive roster of 
impressive depth and experience (see 
below). It is a stable roster, too— 
although new personnel are added fre- 
quently, rarely does anyone leave. This 
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Metropolitan’s management team 


People are important in the Met- 
ropolitan scheme of things. In John 
Kluge’s opinion, “growth is an en- 
abling factor in attracting the best 
people, and the best people are es- 
sential to the organization.” These 
are the people on Metropolitan’s ex- 
ecutive team: 

Richard Geismar, treasurer: He 
went from guest-relations page with 
the former DuMont Television Net- 
work in 1948 on up in the finan- 
cial department ranks of that net- 
work, becoming in 1955 assistant 
treasurer of DuMont Broadcasting 
Corp. In the interval he held various 
budgetary and administrative offices. 
He was elected treasurer in 1958. 

Robert Dreyer, secretary and gen- 
eral counsel: He’s the man chiefly 
responsible for getting into contracts 
the deals Mr. Kluge negotiates to the 
handshake stage. He was counsel to 
the DuMont network before the 
evolution of Metropolitan. 

Bennet H. Korn, executive vice 
president in charge of television: 
Aside from general supervision of 
Metropolitan’s tv stations, Mr. Korn 
runs the WNEW-TV New York op- 
eration. From a losing-money sta- 
tion two years back it is now grossing 
around $7 million a year as an in- 
dependent in the 7-station New York 
market. 


Mr. Brent Mr. Sullivan 





Joseph Madden, comptroller: Mr. 
Madden holds policy reins on 
accounting procedures both of the 
corporation and of the stations. The 
routine flow of accounting data 
passes through his office. Mr. Mad- 
den had assisted the controller at 
the DuMont network, was controller 
of DuMont Broadcasting. 

Mark Evans, vice president, pub- 
lic affairs: Mr. Evans’ role is 
unique in a broadcasting company. 
After years as a top radio and tv 
personality (he was the Housewives 
Protective League representative in 
Washington, D. C.). He joined Met- 
ropolitan to serve primarily as chief 
spokesman for the company before 
advertising groups, marketing asso- 
ciations and the like. He also makes 
some on-air appearances. 

Mary L. McKenna, vice pres- 
ident and director of sales develop- 
ment: Mrs. McKenna heads Metro- 
politan’s extensive research opera- 
tion, whose annual budget runs well 
into the six figures. She came to the 
parent company after service since 
1953 with WNEW radio. 

Benedict Gimbel Jr., vice presi- 
dent: Mr. Gimbel joined Metro- 
politan after WIP Philadelphia, of 
which he was president, general man- 
ager and a major owner, was ac- 
quired last year. 






Mr. Glascock Mr. McArdle 











Mr. Geismar Mr. Dreyer 


Laurence H. Odell, vice presi- 
dent of the Foster & Kleiser Div.: 
Mr. Odell heads Metropolitan’s out- 
door advertising venture, which now 
contributes about half of the com- 
pany’s annual revenues. 

Ralf Brent, vice president and 
president of the Worldwide Broad- 
casting Div.: Mr. Brent is charged 
with developing Metropolitan’s in- 
ternational shortwave operations into 
a profitable commercial venture. He 
had been director of sales, vice pres- 
ident and a part owner of WIP be- 
fore the sale to Metropolitan. 

John V. B. Sullivan, vice presi- 
dent and general manager of 
WNEW-AM-FM New York: He 
heads the country’s top-billing radio 
station, whose current revenues are 
about $7 million annually. He’s been 
with WNEW for 18 years, coming 
up through the promotion depart- 
ment ranks to his present job. His 
talent payroll alone (for 8 personali- 
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stability can be traced largely to Mr. 
Kluge’s attitude that “the top echelon 
of a company is not there to derive 
benefits from their associates but to 
bring opportunity to others in the or- 
ganization as well as to stockholders. 
My policy is to give people lots of re- 
sponsibility, lots of opportunity, and 
then if it isn’t right, try to help out. 
I don’t want a kaleidoscope of people 
changing jobs.” 

This stability in people can be traced 
also to the handsome compensation 
Metropolitan provides. In addition to a 
generally high salary level (the weekly 
payroll runs over $300,000 for about 


2,000 employes, with a number of top 
executives making between $50,000 and 
$100,000 a year) the company has set 
aside 120,000 shares of stock for option 
to key personnel. Commenting on the 
effectiveness of that plan, Mr. Kluge 
notes that “Before putting in the option 
plan our gross was $5 million. The first 
year under it the gross jumped to over 
$16 million.” 

Equity Going Up = The equity of 
Metropolitan stock, too, has benefitted 
during the Kluge tenure. The sizable 
(300%) rise in company earnings was 
accomplished with little stock dilution, 
only the WIP purchase adding stock 


(150,000 shares) to the common ‘capi- 
talization. There’s a potential dilution 
of another 360,000 shares in conversion 
of $6 million in 6% subordinated de- 
bentures the company issued last year, 
but those can’t be called in for another 
four years and the 6% premium should 
discourage conversion. But even if all 
those shares were converted the stock 
dilution would be only 25%. 

And in Mr. Kluge’s view the small 
stock dilution caused by the WIP pur- 
chase didn’t hurt the company. It costs 
only $22,500 a year at the current 
dividend level, a small enough price to 
pay for entry into the rich Philadelphia 
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ties and 6 newscasters) runs $541,- 
000 a year. 

Harvey L. Glascock, vice presi- 
dent and general manager of WIP- 
AM-FM: He was in charge of 
Metropolitan’s WHK Cleveland be- 
fore swinging to Philadelphia last 
February, and was associated with 
Mr. Kluge in outside radio interests 
before joining Metropolitan. 

John E. McArdle, vice president 
and general manager of WTTG 
(TV) Washington: He moved to 
Washington after serving as an ac- 
count executive at WABD (TV) 
New York, now WNEW-TVY. His 
station, too, has come out of the red- 
ink category since Metropolitan took 
over. 

C. Glover Delaney, vice presi- 
dent and general manager of 


KOVR (TV) Stockton-Sacramento: 
A veteran of the broadcast business 
since 1934, Mr. Delaney became as- 
sociated with the Gannett Co., which 
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he served in executive capacity. He 
was with Gannett’s KOVR when 
Metropolitan purchased it in Febru- 
ary 1960. 

Jack G. Thayer, vice president 
and general manager of WHK- 
AM-FM Cleveland: Mr. Thayer 
held general manager positions at 
WDGY Minneapolis and KFRC San 
Francisco before joining Metropoli- 
tan. 

Donn and Lee Colee, WIVH 
(TV) Peoria: Mr. Colee is vice pres- 
ident and general manager of this 
Metropolitan uhf, and Mrs. Colee is 
director of sales. They previously 
held similar positions at WLOF-TV 
Orlando, Fla. 

Robert King, vice president and 
general manager of WTVP (TV) 
Decatur, Ill.: Mr. King was general 
manager of KSWO-TV_ Wichita 


Falls, Tex., held important program 
and sales management posts with 
stations in the southwest. 





Phil Cowan, director of public 
relations: He was public relations 
director for National Telefilm Assoc., 
owned and operated stations before 
joining Metropolitan a year ago. His 
background included similar posts 
with Screen Gems and CBS. 

Warren Boorom, director of ad- 
vertising and promotion: Mr. Boor- 
om was vice president and director 
of member service for Radio Adver- 
tising Bureau before he joined Met- 
ropolitan. 

Robert Pantell, director of labor 
relations: He was a business repre- 
sentative of IBEW’s local 1212 
representing engineers with New 
York radio and tv stations. Mr. 
Pantell also had been an engineer 
for some 20 years. 

Martin Weldon, director of news 
and special events: He’s a new ad- 
dition to the corporate ranks, as- 
suming the post effective Feb. 1. 
Mr. Weldon moves up from WNEW. 
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market. Also, the addition of that asset 
on. Metropolitan’s books put the com- 
pany into a good position to borrow 
for further expansion. 


. Although earnings have jumped dra- 
matically (they were minus 95 cents a 
share in 1956, 20 cents when Mr. Kluge 
took over, were up to about $1.25 in 
1960 and are projected to about $2 this 
year), dividends have not, remaining 
about 15 cents. This is in keeping with 
the company’s growth status and policy 
of reducing debt, plowing back earn- 
ings and expanding the organization. 
As Mr. Kluge puts it, “You can’t abort 
ithe growth of the company by giving 
‘all your money away. Actually, the 
dividends could be lower, but the board 
feels it must offer at least this incentive 
to investors.” 


Mr. Kluge personally holds 11% 
(186,193) of the company’s 1,699,012 
‘shares, and is the largest of about 8,000 
‘stockholders. The Axe-Houghton mu- 
tual fund interests hold another 23% 
‘of the stock and are represented on 
‘the board. Mr. Kluge says he welcomes 
mutual fund investment in the company 
‘because “they’re savvy to what’s going 
on, and they’re not raiders.” The com- 
pany, now traded over the counter, 
says it’s already met the qualifications 
for exchange listing and probably will 


seek listing on the New York Stock 


Exchange this year. The 1960 price 
range of the stock was from 14 to 19, 
and it’s now trading at 21 bid, 22% 
asked. The 1961 price reflects the pros- 

t of adding the Kansas City stations. 


One measure of how that stockhold- 
ers’ equity has stretched in the past two 
years is in liquidation value of the 
company’s assets. At last glance the 
auditors figured it at about $75 million. 


That the media-mindedness of Metro- 
politan extends beyond the ordinary 
viewpoint of those exclusively oriented 
to U. S. broadcasting is exemplified by 
the company’s move into the outdoor 
advertising and international fields. 


Sleeper in the House = What many 
consider the “sleeper” in the Metro- 
politan lineup is WRUL, the interna- 
tional broadcasting facility it acquired 
last year. From an array of shortwave 
transmitters in Scituate, Mass. WRUL’s 
signals reach two-thirds of the civilized 
world, and have been doing so at fairly 
low visibility since 1931. It is Metro- 
politan’s aim to increase that visibility, 
and soon. 

The job belongs to Ralf Brent, presi- 
dent of Méetropolitan’s Worldwide 
Broadcasting Div. He feels there are a 
number of factors on his side in ac- 
complishing it: 

1. The rapid buildup of overseas 
business by American companies. Cur- 
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rently 60% of all U.S. businesses with 
over 100 employes are selling overseas. 
Three years ago the total was less than 
15%. 

2. Many U.S. companies now sell 
more overseas than domestically— 
Hoover vacuum cleaners and Singer 
sewing machines are examples. 

3. The advertiser seeking to open 
overseas markets has a limited media 
selection to choose from. In the U.S.- 
originated shortwave broadcasting field 
WRUL is alone. 

4. Shortwave reception is an impor- 
tant factor overseas—85% of Argen- 
tine radio homes are equipped with 
shortwave sets, for example. In addition, 
WRUL can supplement its signal with 
lineups of standard stations where nec- 
essary. 

WRUL uses five transmitters and 11 
antenna arrays with 17 towers to push 
its signals around the globe. These 
facilities are located on a 14-acre site 
at Scituate, 20 miles from Boston on 
the Atlantic Coast. It operates on seven 
frequencies between 6 and 25 mc, and 
may expand that number as its cover- 
age increases. At the moment Mr. Brent 
plans to expand service to a total of 
21 hours a day—6 hours to Europe and 
Africa in English and French and 15 
hours to Latin America in Spanish and 
Portuguese. He will have a basic 50- 
man staff to do the job, and 90% of 
his on-air talent will be foreign-born. 

The Vistas Outdoors ® Roughly half 
of the revenue dollars that came into 
Metropolitan last year were contributed 
by Foster & Kleiser, the west coast 
outdoor advertising company it ac- 
quired for $14 million from W. R. 
Grace & Co. 


F&K, with 33,000-owned and 1,000- 
leased advertising structures, is the sec- 
ond largest outdoor advertising com- 
pany in the country and the largest in 
its territory. Its annual revenues of over 
$20 million are about 10% of the entire 
industry’s, and rank it second only to 
General Outdoor’s $40 million. 

F&K is contributing a handsome flow 
of cash for Metropolitan’s other ven- 
tures. This is because of a fast depre- 
ciation policy which allows a 2674 % 
write-off the first year and slightly 
smaller write-offs in the succeeding 
three years. By the end of that period 
Metropolitan will have had time to 
research the prospects of the outdoor 
field, reshape the company’s operating 
policies and can then depend on in- 
creased revenue to take over where the 
depreciation allowance leaves off. 

The depreciation involved is against 
F&K’s billboards, which were valued at 
$11 million of the purchase price. 
Metropolitan figures actual replacement 





value of the billboards in today’s mar- 
ket at $21 million—or $7 million more 
than it paid for the entire company. 

This fast depreciation policy is stand- 
ard in Metropolitan’s operations. The 
same factor applied to WIP Philadel- 
phia after that purchase means enough 
cash flow to pay off a $1 million bank 
loan over a 4-year period. 

The Kluge formula in running com- 
peting media: Don’t think in terms of 
how they’re different, but in terms of 
how they’re alike. The advertiser doesn’t 
think his dollars are any different just 
because they’re in different media. 

Another Kluge formula for deter- 
mining the price you put on a medium: 
You’re worth whatever people think of 
you. Expanding on that philosophy, he 
remarks: “You can’t give the advertiser 
too much. Your cost-per-thousand can 
be too low. If it is, it means you’re not 
putting enough back into the operation. 
And if that’s the case, you won’t be 
there next year.” 


Metropolitan fully intends to be there 
next year, and to be there profitably. 
It’s sure the media business is one of 
the best in the country because it 
averages out the entire economy. Be- 
yond that, there’s inherent “leverage” 
in it: that is, once operating efficiency 
is attained, virtually all increases can 
be carried down to net profit. 


Although Mr. Kluge’s profitable in- 
vestment in Metropolitan is consider- 
able, he has even more in outside ac- 
tivities, principally food brokerage, 
printing and real estate interests in 
Washington and Baltimore. He got his 
start in the radio business in 1946 when 
he built WGAY Washington, and ac- 
quired other radio properties before 
moving into the Metropolitan organiza- 
tion. He’s since disposed of those sta- 
tions to meet the FCC’s ownership 
limits as Metropolitan expanded. How 
he manages to run those outside inter- 
ests plus putting in over 40 hours a 
week at Metropolitan is described by 
one associate this way: “John works 
100% on Metropolitan, and another 
100% on his outside interests.” How- 
ever he does it, he’s come a long way 
since he landed as a 12-year-old immi- 
grant from Germany in 1924. 


Mr. Kluge doesn’t put a figure on 
his personal net worth, although he 
acknowledges it’s considerable. In his 
view “net worth is whether I can get 
up tomorrow morning and get moving. 
Money annoys me—dollars are really 
no asset except to use as building 
blocks.” 


He was not always so blase, however. 
About 10 years ago his banker said to 
him, “John, do you know you're a 
millionnaire?” As Mr. Kluge relates it, 
“I didn’t, but I got pretty excited about 
it. That evening I went to a movie.” 
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TAKE NINE 





Take a break. Take coffee, tea, milk or Martini—but also take nine 
digits: 1, 2, 3, 4, 5, 6, 7, 8, 9.* Make them total 100 by placing 
arithmetical signs among them. Stumbling blocks, just to make the 
break longer: Don’t alter the order. Do it with the least possible 
number of signs, using the fewest pen or pencil strokes. (If you use 
brackets, count the brackets as one sign but two strokes; a minus 
sign is one stroke—and one sign, of course; a plus sign is two strokes; 
a division sign is three strokes. ) 


After you prove your ability to buy the solution at minimum sign- 
and-stroke cost, send us the answer and win a copy of Dudeney’s 
“Amusements in Mathematics”’—-Dover Publications, Inc., N. Y. If 
you have a copy, say so and we’ll provide a different prize. 


* Take 6 P.M. to midnight, all week. WMAL-TV’s audience is the biggest in 
the Washington market. (ARB Dec. ’60) 


wmal-tv 


Washington, D. C. 


An Evening Star Station, represented by H-R Television, Inc. 





Affiliated with WMAL and WMAL-FM, Washington, D.C.; WSVA-TV and WSVA, Harrisonburg, Va. 
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sSULARLY SCHEDULED NIGHTTIME PROGRAMS, OCT-DEC 1960;:AA 


TICAL AND SPECIAL BROADCASTS. PROGRAM NAMES ON REQ 





EST PATTERN 


(ANY ADVERTISER WHO CAN 
AFFORD TO SPEND $1,000,000 

ON NETWORK TELEVISION CAN 
AFFORD TO SPEND A MINUTE 
ANALYZING THIS CHART.) 


While this image will never appear on your home 
screen, it is in fact an accurate statistical picture 
of what has been going on in network television 
since last October. This is the record for all reg- 
ularly scheduled nighttime programs—shown by 
networks and by types of programs. 


Why should anyone look at television in this way 
when there are many simpler (and more enjoy- 
able) ways to look at it? Briefly, because today’s 
sophisticated advertiser commits millions of dol- 
lars to television only after the most careful study 
of marketing objectives, program possibilities, 
and network environments. What kind of pro- 
gram, he asks, will best serve his specific needs? 
And where is it most likely to prosper? If you are 
such an advertiser you are interested in the whole 
pattern of network programming-—the big picture 
on the screen below. It shows that: 


—the CBS Television Network continues to win the 
biggest average audience for its nighttime schedule. 


—the CBS Television Network also consistently 
attracts the biggest average nationwide audience 
in every category of entertainment programming. 


—the CBS Television Network presents the most 
evenly balanced schedule, as indicated below by 
the number of hours devoted to various catego- 
ries of programs. Only this network provides such 
proof of performance in every category. 


As the test pattern shows, one network offers both 
viewer and sponsor the best of everything. No 
doubt that’s why sponsors each year invest great- 
er sums in the nation’s largest single advertising 
medium, the CBS TELEVISION NETWORK © 

















Television, radio and hi-fi made a 
major impact on the big 1961 winter 
international home furnishings mar- 
ket this month in Chicago. Although 
the tv-radio phase of the market was 
negligible only a few years ago, 
manufacturers this year estimated 
they will enjoy a multi-million dol- 
lar business in a wide range of “go 
with” furniture and fixtures. 

Then there is television’s wonder- 
ful “secret ingredient” that keeps 
home furnishing manufacturers smil- 
ing. Since the advent of tv as the 
entertainment center of the home— 
with hours of daily viewing—rugs, 
chairs, sofas, etc., now are just wear- 
ing out faster. “So we sell them 
something new.” 

New money makers reported at this 
year’s market are the high-fashion 
space savers or coordinating cabinets 
that enclose the tv set, radio and 
hi-fi components. This has opened 
up complete new lines for such firms 
as Lane Co. (cedar chests), James- 
Philips Co. and Oxford-Kent. Other 
standard items this year include tv 
chairs, tables, mobile “entertainment” 
carts, tv trays (a luxury tv tray set 





How tv viewing creates new home needs 


by Oxford-Kent, for example, runs 
up to $300) and tv lamps. Design 
and manufacturing consultants are 
becoming more aware of the tv- 
radio potential. 

This year the trend spread for the 
first time into the bedding industry 
as Dura Corp., Oak Park, Mich., 
introduced a motorized flexible-con- 
tour bed so Mr. & Mrs. Consumer 
can lounge more comfortably while 
watching tv. 

The major radio-tvy makers were 
not represented at the winter market, 
but most have permanent displays 
at the nearby Merchandise Mart and 
free buses shuttled buyers between 
there and American Furniture Mart 
headquarters. The affinity is grow- 
ing stronger, furniture officials noted 
however, pointing out the trend to 
fine wood cabinets in tv sets and 
radio phonographs. The set makers 
like it, too, since it gives them dis- 
play access in the furniture sections 
of big stores and takes them out of 
the mere appliance classification. 
There’s a better profit margin, too. 
Several smaller set makers, however, 
did display at the market. 








PEACEFUL TOGETHER 


Broadcaster, catv spokesmen 
agree it’s possible in talks 


The failure of a relatively few opera- 
tors of community antenna television 
systems to cooperate with local tv sta- 
tions is the chief cause of confusion be- 
tween catv operators and broadcasters, 
representatives of both sides of the argu- 
ment agreed last week. Peaceful co- 
existence is possible between the two 
groups, according to several speakers 
at the Jan. 18 production workshop of 
the Radio & Tv Executives Society in 
New York. | 

On the panel were William Dalton, 
who took office this month as the first 
salaried president of the National Com- 
munity Antenna Assn., Washington, D. 
C.; Charles H. Tower, tv vice president, 
NAB; and Dorothy Mugford, promo- 
tion manager-catv liaison, WNEP-TV 
Scranton, Pa. 

Mr. Dalton identified catv systems as 
“service stations for dramatically in- 
creased coverage” of broadcasters’ pro- 
gramming, messages and signals. He 
emphasized that catv operators are not 
the originators of tv programs, nor are 
their systems a forerunner of pay tv. 
The catv industry, he declared, “is just 
what the name implies, a television an- 
tenna service industry, and a growing 
adjunct of the tv broadcasting industry.” 

Needed: = Mr. Tower, 
who called catv “a useful, supplemen- 


tary service to television,” specified “key 
principles” essential to working out a 
“reasonable relationship in the public 
interest”: legislation to give the FCC 
the statutory authority it claims it needs 
to control, where necessary, the rela- 
tionship between free television and 
existing catv and to control the possible 
future development of catv. “We would 
also hope for judicial recognition that 
broadcasters have a property right both 
in their signals and in the program 
material sent out over the air,” Mr. 
Tower said. 

Mrs. Mugsford contended catv opera- 
tors and broadcasters can co-exist, and 
that local tv service can be improved 
through cooperation by catv operators, 
particularly in the area of local news 
coverage. Mr. Dalton also thought “lo- 
cal consciousness is growing among 
catv operators.” But he denied claims 
that catv does not originate programs. 
The operator chooses stations and pro- 
grams to feed to subscribers, he said. 

During a question period, Milton J. 
Shapp, president of Jerrold Electronics 
Corp., said catv systems can operate 
only where economic conditions permit. 
He cited instances where catv has been 
forced to quit when new stations went 
on the air but he and the other speakers 
agreed catv systems are not solely re- 
sponsible for a tv station being forced 
off the air. In such cases, the size of 
the market simply does not make it 
economically feasible for those stations 
to stay in business, he said. 





WICC comes to-the-aid 
of strike bound commuters 


Barring a weekend strike settlement, 
WICC Fairfield, Conn., was to con- 
tinue today (Jan. 23) a travel service 
launched Wednesday (Jan. 18) at 6:00 
p.m., when thousands of the Fairfield 
County commuters to New York City 
were affected by picketing and a shut- 
down of the New Haven Railroad, 
WICC’s ciearing house“for non-drivers 
to make appointments for rides to and 
from their jobs handled more than 300 
calls in the first 15 hours of operation. 
On-air announcements every 15 min- 
utes, on both WICC and its fm outlet, 
WIZZ (FM), urged listeners to call a 
special number to report whether they 
needed a ride or could offer rides. Two 
special operators and WICC's six-man 
news staff processed the calls, which 
were said to be about evenly divided 
between drivers and non-drivers. The 
music and news station operates on a 
24-hour basis. Two New York stations, 
WOR and WNEW, also joined in the 
suburban station’s public service effort, 
informing their listeners in the normally 
competitive listening area of the WICC 
service and number. 

In a further development Thursday 
afternoon, WICC arranged for bus serv- 
ice between mid-town N. Y. and points 
along the N.H. line. A chartered bus 
picked up passengers at 4Sth St. and 
Madison Ave. and people were dropped 
off at their respective stations. WICC 
planned to increase bus service if the 
trial run proved successful. 


NAB’s Voice of Democracy 
contest judges announced 


The four national winners of the 14th 
annual Voice of Democracy broadcast 
scriptwriting contest for high school 
students will be selected by a board of 
12 prominent Americans. Top winner 
and the three runners-up will be an- 
nounced Feb. 22 at the annual VOD 
awards luncheon. 

Members of the judging board are 
Associate Justice Tom Clark, U. S. Su- 
preme Court; Dr. Milton Eisenhower, 
president, Johns Hopkins U.; Chairman 
Frederick W. Ford, FCC; J. Edgar 
Hoover, director, Federal Bureau of 
Investigation; Eric Johnston, president, 
Motion Picture Assn. of America; Sen. 
Kenneth B. Keating (R-N.Y.); Gen. 
Lyman L. Lemnitzer, chairman, Joint 
Chiefs of Staff; Rt. Rev. Arthur Licht- 
enberger, presiding bishop, Protestant 
Episcopal Church of U. S.; George 
Meany, president, AFL-CIO; Ronald 
Reagan, actor; Richard J. Smith, na- 
tional winner, 13th VOD contest; Amy 
Vanderbilt, author. 

The contest is sponsored by NAB, 
Electronic Industries Assn. and Vet- 
erans of Foreign Wars. 
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TOP FAVORITES *? 


In Rochester, New York 


CHANNEL 10 


Has ’Em-However You Figure! 

















Again, and again, and again—throughout the years—every 


national survey of the Rochester Metropolitan Area has shown 


that the great majority of TV shows that are rated tops with + 
Rochesterians are carried on CHANNEL 10!—A mighty good rs 
reason for advertising your product where your sales messages J 
will meet the most enthusiastic eyes and ears! x 


The latest NSI survey of Metropolitan 
Rochester (Nov., 1960) not only shows 
this preponderance of favorite shows on 
Channel 10, but also shows that Channel 
10 delivers the largest over-all share of 
audience in Rochester, sign-on to sign-off, 


seven days a week! 
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ROCHESTER, N. Y 
WHEC-TV - WVET 


EVERETT-McKINNEY, INC. * THE BOLLING CO., INC. « NATIONAL PRESENTATIVES 
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In TV too... 
FILM does the ‘impossible’! 





“PVE GOT NEWS FOR YOU"’... Again, the dog is right. Film, and film alone, 


‘Sure, I'm Ford's shaggy dog... rated one of does three things for you: (1) gives animation— 
the brightest, even if | do say so myself. But, crisp, exciting; (2) provides the optical effects 
frankly, I'd get nowhere, if | weren't on film. And you've always required for high-polish com- 
that, I'm told, goes for thousands of other TV mercials; (3) assures you the coverage and 
commercials—animated and otherwise.’ penetration market absorption requires. 


For more information, write Motion Picture Film Department 


EASTMAN KODAK COMPANY, Rochester 4, N.Y. 


East Coast Division Midwest Division West Coast Division or W. J. German, Inc. Agents for the sale 
342 Madison Avenue 130 East Randolph Drive 6706 Santa Monica Blvd. and distribution of Eastman Professional Motion Picture 
New York 17, N.Y. Chicago 1, Ill. Hollywood 38, Calif. Films, Fort Lee, N.J., Chicago, Ill., Hollywood, Calif. 


ADVERTISER: Ford Motor Car Company 
AGENCY: J. Walter Thompson Company 
PRODUCER: Playhouse Pictufes—Hollywood 
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Riverside Church fm 
station on-the-air 


WRVR (FM) New York, began 
broadcast operations on Jan. 1. The 
new outlet on New York City’s last 
available fm channel (106.7 mega- 
cycles) is owned and operated by the 
inter-denominational Riverside Church 
(at W. 120th St. and Riverside Drive). 

Although granted a commercial li- 
cense, a church board ruled that the 
station would operate for the first two 
years on a non-commercial, non-profit, 
experimental basis. Fund-raising efforts 
during the past four years resulted in a 
$250,000 budget appropriation for the 
two-year period. Station Manager Jack 
D. Summerfield heads a staff of 12 
full-time staff members. 


Record high spending seen 
for radio-tv promotion 


Radio and television stations likely 
will spend record amounts for promo- 
tion in 1961, according to results of a 
survey conducted by John F. Hurlbut, 
WFBM-AM-FM-TV Indianapolis, pres- 
ident of Broadcasters Promotion Assn. 

The survey showed that 63% of 
member stations had increased their 
budgets on the average of 18.3% with 
radio slightly ahead of television by 
1.3%. Audience promotion and image 
building were listed as the main factors 
influencing the increase. 

Another 31% of the stations sur- 
veyed, the report said, will maintain 
1960 levels of promotion budgeting, 
with 81% of these stations showing in- 
creases-in 1960 over 1959. 

In other action, BPA has authorized 
publication of an idea book, The Best 
of BPA, edited by Bruce Wallace, 
WTMJ-AM-TV Milwaukee, which will 
incorporate promotion and merchan- 
dising highlights of BPA’s monthly 
bulletins. 

The group also stepped up its study 
of manpower requirements, expanded 
its cooperation with colleges and uni- 
versities and established liaison with the 
NAB, TvB, RAB and TIO. 


Pulse study reports on 
radio’s mobile audience 


Radio’s role as a mobile medium 
received added emphasis from a Pulse 
report released Dec. 28. It covers the 
out-of-home audience of 29 major mar- 
kets throughout the country. 

In the areas studied, out-of-home 
listening added 34% to the in-home 
audience which in terms of actual audi- 
ence size meant that 5% of all families 
that listen to radio did so away from 
home during the average quarter-hour 
between 6 a.m. and midnight. Projected 
to a national level the figures showed 


that during the past summer more than 
2% million families joined the radio 
audience during the average quarter- 
hour throughout the day. 

The peak out-of-home audience was 
reported in Buffalo with Los Angeles 
and New York next in line. The 29 
markets included in the survey contain 
20,514,100 radio homes, slightly more 
than 40% of the total in the country. 


Ottumwa catv disapproved 


Referendum on the establishment of 
a community antenna system in Ottum- 
wa, Iowa, was roundly defeated last 
week when residents voted 10 to 1 
against a proposal to grant Ottumwa 
Cable Co. a franchise for a catv oper- 
ation. 

The vote, largest in Ottumwa munici- 
pal elections, was 10,731 against the 
proposition, and only 1,214 in favor. 
Fight against the catv incursion was led 
by James J. Conroy of KTVO (TV) 
Ottumwa, Iowa-Kirksville, Mo. Station 
is ch. 3 with CBS-TV primary affilia- 
tion, but also carries NBC and ABC. 
Ottumwa Cable Co. was reported to be 
Jerrold Electronics Corp., Philadelphia, 
installation. 


CBS news fellowships 


Applications are open for eight CBS 
Foundation news fellowships to be 
offered at Columbia U. for the academic 
year 1961-62, Ralph F. Colin, founda- 
tion president, has announced. Appli- 
cations close Feb. 28 with winners be- 
ing announced in April. 

Those eligible are employes in broad- 
cast news and public affairs program- 
ming at CBS-owned radio and tv sta- 
tions, CBS-affiliated stations, non-com- 
mercial educational outlets, and teach- 
ers of courses in news and public affairs. 
Fellowship grants average about $8,000 
each for tuition and living expenses. 
Application forms may be obtained 
from CBS Foundation Inc., 485 Madi- 
son Ave., New York 22, N. Y. 


Media reports 


Eye-to-eye = A study published by the 
U. of Wisconsin Television Lab. (Re- 
search Bulletin No. 14) discloses no 
evidence to support the hypothesis that 
eye-to-eye contact in television instruc- 
tion makes that instruction more effec- 
tive. The test sought to determine the 
impact of eye-contact manipulation in 
three video tape closed circuit teaching 
experiments, each having a different 
degree of direct looking into the tv 
pickup lens (hence, viewer’s eyes) by 
the instructor. 

Rising to new heights = KROC-TV 
Rochester, Minn., reports that its new 
1,250-foot tower was placed in opera- 
tion on Dec. 17. It replaces a 625-foot 
tower. 
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FCC prepares to okay Hartford pay tv 


RKO GENERAL READY TO START THIS FALL IF ORDER’S MADE FINAL 


Pay television over the air probably 
will come to Hartford, Conn., this fall. 

This is the meaning of the FCC’s 
announcement last week that it has in- 
structed its staff to write an opinion 
granting RKO General its application 
for a three-year, $10 million test of 
pay tv over that company’s ch. 18 
WHCT (TV) in the New England city. 

The FCC’s announcement of this type 
of action is followed, usually within a 
week or two, with the final order. 
Rarely, if ever, has this preliminary 
action been changed when the official 
order is submitted for formal ratifica- 
tion. 

The fall date for the start of broad- 
cast subscription tv is based on the 
estimate made by RKO General Vice 
President Jack Poor that he can have 
pay tv on the air five or six months 
after the official FCC document is 
released. 

Mr. Poor said last week that he’s 
going right ahead, anyway, to begin 
turning the wheels for pay tv in Hart- 
ford. This includes getting decoders 
manufactured by Zenith Radio Co., 
Chicago; firming up program contracts; 
getting a sales campaign going to get 
Hartford viewers to subscribe, and es- 
tablishing a service organization to in- 
stall and maintain the decoders. 

Conditions Are Key * The commis- 
sion’s statement instructed the staff to 
write up an order permitting the test 
“under specified conditions.” 

Although no specifics were divulged, 
it was presumed these conditions would 
follow, in general, the elements sug- 
gested by the Broadcast Bureau in its 
1959 Third Report and in its proposed 
findings and conclusions submitted last 
month (BROADCASTING, Dec. 5, 1960). 

Among these conditions were that 
Zenith and Teco be required to submit 
all promotion to RKO before release, 
that RKO review all publicity to guard 
against misleading representations to 
the public, and that all agreements 
among the three principals and third 
parties relating to programs be sub- 
mitted to the FCC. 

Whether the commission has accepted 
any of the suggestions made by Con- 
necticut Committee Against Pay Tv is 
not known. The theatre-sponsored com- 
mittee asked the commission to impose 
various restrictions on the test. 

The commission’s action came almost 
exactly three months after a week-long 
hearing before the entire FCC on RKO 


General’s application for authority to 
test pay tv over the air. RKO said it 
would begin subscription tv in Hart- 
ford when 2,000 subscribers are signed 
up. It hopes to reach 50,000 before 
the test is over. Even so, according to 
Tom O’Neil, RKO president, it stands 
to lose $1 million over the three-year 
period. 

The RKO General application was 
opposed by the Connecticut theatre 
group. Aside from a general attack on 
the RKO General plans, the theatre 
owners charged that the applicants, Teco 
and Zenith were, out to “gouge” the 
public. This was based on testimony 
which indicated that RKO General in- 
tended to charge $7.50 to $10 as an 
installation fee for the decoders, as well 
as a possible 75-cent weekly mainten- 
ance charge. 

No Court Holdups = Mr. Poor’s esti- 
mate that Hartford tv viewers may be 
paying for special programs in. the fall 
is based, he emphasized, on one con- 
dition: That no stay is issued by a 
court, and that there is no holdup 
through involved, long drawn out liti- 


gation which would jeopardize RKO 
General’s investment in preparing to 
begin the operation. 

Nor, it was pointed out, must the 
schedule be pinpointed if Congress in- 
tercedes. 

This possibility cannot be discounted, 
since Congress has consistently taken a 
direct interest in pay tv. After the 
close of the last Congress, Rep. Eman- 
uel Celler (D-N.Y.), chairman of the 
House Judiciary Committee and of its 
Antitrust Subcommittee, asked the FCC 
to submit the whole question of sub- 
scription television to Congress (BROAD- 
CASTING, Oct. 31, 1960). 

The Hartford pay tv operation will 
be the first over the air. There have 
been other subscription tv tests—in 
Bartlesville, Okla., and in Chicago, but 
these were wired, closed circuit tv sys- 
tems. There is a cable pay tv system 
operating in Toronto, sponsored by a 
Canadian film company, and utilizing 
the Telemeter system of Paramount 
Pictures Inc. This began in February 
last year and has a reported 5,800 
subscribers. 


MR. MINOW COMES TO WASHINGTON 


Kennedy choice for FCC chairmanship starts touching bases 


An historic special FCC “meeting” 
was held Thursday with eight “commis- 
sioners” present. 

Well, almost eight commissioners. 
The extra “member” was Newton Nor- 
man Minow, FCC chairman designate, 
who met with the present commission- 
ers in a lengthy briefing session on com- 
mission makeup, activities and prob- 
lems (see picture, page 19). 

Mr. Minow’s day at the agency he 
soon will head began at 10 a.m. and did 
not end until after 5:30 p.m. Then, 
with all public transportation crippled, 
Mr. Minow had to walk a long 10 
blocks to his hotel because of a raging 
snowstorm. 

After a lengthy social and business 
session with the commissioners in pres- 
ent Chairman Frederick W. Ford’s of- 
fice, the Chicago Democrat heard re- 
ports on their particular activities and 
problems from FCC bureau and de- 
partment heads. This is the first time 
that such a presentation has been made 
to a newly-appointed commissioner or 
chairman. 

“Cooperation reached the Nth De- 


gree,” one participant said after the all- 
day talks. 

Mr. Minow said that many industry 
groups have asked him to speak to their 
organizations since he was named chair- 
man of the commission. He said, how- 
ever, that he intends to wait until he 
can speak “intelligently” on broadcast- 
ing and the FCC before he accepts any 
of them. 

The Hill, Too = Mr. Minow had a 
busy time on his first visit to Washing- 
ton since President Kennedy named 
him chairman of the FCC (BRoapcastT- 
ING, Feb. 16). He arrived in town 
Tuesday and immediately began a round 
of meetings and visits with top congres- 
sional and incoming administration 
Officials. 

He had lunch on Capitol Hill Wed- 
nesday with Sen. Warren Magnuson 
(D-Wash.), chairman of the Senate 
Commerce Committee which must pass 
first on the Minow nomination. The 
35-year-old Chicago attorney also vis- 
ited during the day—most of whom he 
was meeting for the first time—Rep. 
Oren Harris (D-Ark.), chairman of the 
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Precision 
A French word that means the same thing in English: find something else, too. The same quality of preci- 
quality or state of being precise; accuracy; definite- sion in everything. Food that is prepared in the great 
ness. It’s a precise description of an Air France pilot. French tradition. Service that is accurate, and atten- 
Exacting. Accurate. Definite. An alert mind guiding _ tive to every detail. Atmosphere that is friendly, en- 


skilled hands to precise action. Everyone expects it. joyable, and authentically French. Precisely what 
Everyone who’s ever flown Air France finds it. They you want...precisely what you get...every time! 


AIR;>FRANCE JET 


WORLD’S LARGEST AIRLINE/WORLD’S MOST PERSONAL SERVICB 
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FCC prepares to okay Hartford pay tv 


RKO GENERAL READY TO START THIS FALL IF ORDER’S MADE FINAL 


Pay television over the air probably 
will come to Hartford, Conn., this fall. 

This is the meaning of the FCC’s 
announcement last week that it has in- 
structed its staff to write an opinion 
granting RKO General its application 
for a three-year, $10 million test of 
pay tv over that company’s ch. 18 
WHCT (TV) in the New England city. 

The FCC’s announcement of this type 
of action is followed, usually within a 
week or two, with the final order. 
Rarely, if ever, has this preliminary 
action been changed when the official 
order is submitted for formal ratifica- 
tion. 

The fall date for the start of broad- 
cast subscription tv is based on the 
estimate made by RKO General Vice 
President Jack Poor that he can have 
pay tv on the air five or six months 
after the official FCC document is 
released. 

Mr. Poor said last week that he’s 
going right ahead, anyway, to begin 
turning the wheels for pay tv in Hart- 
ford. This includes getting decoders 
manufactured by Zenith Radio Co., 
Chicago; firming up program contracts; 
getting a sales campaign going to get 
Hartford viewers to subscribe, and es- 
tablishing a service organization to in- 
stall and maintain the decoders. 

Conditions Are Key = The commis- 
sion’s statement instructed the staff to 
write up an order permitting the test 
“under specified conditions.” 

Although no specifics were divulged, 
it was presumed these conditions would 
follow, in general, the elements sug- 
gested by the Broadcast Bureau in its 
1959 Third Report and in its proposed 
findings and conclusions submitted last 
month (BROADCASTING, Dec. 5, 1960). 

Among these conditions were that 
Zenith and Teco be required to submit 
all promotion to RKO before release, 
that RKO review all publicity to guard 
against misleading representations to 
the public, and that all agreements 
among the three principals and third 
parties relating to programs be sub- 
mitted to the FCC. 

Whether the commission has accepted 
any of the suggestions made by Con- 
necticut Committee Against Pay Tv is 
not known. The theatre-sponsored com- 


' mittee asked the commission to impose 


various restrictions on the test. 

The commission’s action came almost 
exactly three months after a week-long 
hearing before the entire FCC on RKO 


General’s application for authority to 
test pay tv over the air. RKO said it 
would begin subscription tv in Hart- 
ford when 2,000 subscribers are signed 
up. It hopes to reach 50,000 before 
the test is over. Even so, according to 
Tom O’Neil, RKO president, it stands 
to lose $1 million over the three-year 
period. 

The RKO General application was 
opposed by the Connecticut theatre 
group. Aside from a general attack on 
the RKO General plans, the theatre 
owners charged that the applicants, Teco 
and Zenith were, out to “gouge” the 
public. This was based on testimony 
which indicated that RKO General in- 
tended to charge $7.50 to $10 as an 
installation fee for the decoders, as well 
as a possible 75-cent weekly mainten- 
ance charge. 

No Court Holdups ® Mr. Poor’s esti- 
mate that Hartford tv viewers may be 
paying for special programs in the fall 
is based, he emphasized, on one con- 
dition: That no stay is issued by a 
court, and that there is no holdup 
through involved, long drawn out liti- 


gation which would jeopardize RKO 
General’s investment in preparing to 
begin the operation. 

Nor, it was pointed out, must the 
schedule be pinpointed if Congress in- 
tercedes. 

This possibility cannot be discounted, 
since Congress has consistently taken a 
direct interest in pay tv. After the 
close of the last Congress, Rep. Eman- 
uel Celler (D-N.Y.), chairman of the 
House Judiciary Committee and of its 
Antitrust Subcommittee, asked the FCC 
to submit the whole question of sub- 
scription television to Congress (BROAD- 
CASTING, Oct. 31, 1960). 

The Hartford pay tv operation will 
be the first over the air. There have 
been other subscription tv tests—in 
Bartlesville, Okla., and in Chicago, but 
these were wired, closed circuit tv sys- 
tems. There is a cable pay tv system 
operating in Toronto, sponsored by a 
Canadian film company, and utilizing 
the Telemeter system of Paramount 
Pictures Inc. This began in February 
last year and has a reported 5,800 
subscribers. 


MR. MINOW COMES TO WASHINGTON 


Kennedy choice for FCC chairmanship starts touching bases 


An historic special FCC “meeting” 
was held Thursday with eight “commis- 
sioners” present. 

Well, almost eight commissioners. 
The extra “member” was Newton Nor- 
man Minow, FCC chairman designate, 
who met with the present commission- 
ers in a lengthy briefing session on com- 
mission makeup, activities and prob- 
lems (see picture, page 19). 

Mr. Minow’s day at the agency he 
soon will head began at 10 a.m. and did 
not end until after 5:30 p.m. Then, 
with all public transportation crippled, 
Mr. Minow had to walk a long 10 
blocks to his hotel because of a raging 
snowstorm. 

After a lengthy social and business 
session with the commissioners in pres- 
ent Chairman Frederick W. Ford’s of- 
fice, the Chicago Democrat heard re- 
ports on their particular activities and 
problems from FCC bureau and de- 
partment heads. This is the first time 
that such a presentation has been made 
to a newly-appointed commissioner or 
c . 
“Cooperation reached the Nth De- 


gree,” one participant said after the all- 
day talks. 

Mr. Minow said that many industry 
groups have asked him to speak to their 
organizations since he was named chair- 
man of the commission. He said, how- 
ever, that he intends to wait until he 
can speak “intelligently” on broadcast- 
ing and the FCC before he accepts any 
of them. 

The Hill, Too = Mr. Minow had a 
busy time on his first visit to Washing- 
ton since President Kennedy named 
him chairman of the FCC (BroapcasT- 
ING, Feb. 16). He arrived in town 
Tuesday and immediately began a round 
of meetings and visits with top congres- 
sional and incoming administration 
Officials. 

He had lunch on Capitol Hill Wed- 
nesday with Sen. Warren Magnuson 
(D-Wash.), chairman of the Senate 
Commerce Committee which must pass 
first on the Minow nomination. The 
35-year-old Chicago attorney also vis- 
ited during the day—most of whom he 
was meeting for the first time—Rep. 
Oren Harris (D-Ark.), chairman of the 
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A French word that means the same thing in English: find something else, too. The same quality of preci- 
quality or state of being precise; accuracy; definite- sion in everything. Food that is prepared in the great 
ness. It’s a precise description of an Air France pilot. French tradition. Service that is accurate, and atten- 
Exacting. Accurate. Definite. An alert mind guiding _ tive to every detail. Atmosphere that is friendly, en- 
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James M. Landis, the administra- 
tors’ administrator in the Kennedy 
administration, is certain that the 
FCC must have the right to look 
into programming. 

The commission has always looked 
at programming, Mr. Landis said in 
his usual gruff manner the other day, 
whenever it has made a choice be- 
tween rival applicants for radio or 
tv licenses. 

What it has never done, the for- 
mer Harvard Law School dean said, 
is consider programming when a sta- 
tion license comes up for renewal. 

“After all,” he asserted, “the li- 
censee offers to serve the public 
when he applies for his license. 
Somebody has to check to see wheth- 
er he is or not. Who else but the 
FCC?” 

Mr. Landis was interviewed in his 
Jefferson Place, Washington, office 
in the midst of hectic telephone calls 
and the coming and going of aides. 
He is special assistant to President 
Kennedy with the prime job of work- 
ing up legislation to give the Presi- 
dent the power to reorganize and re- 
vamp government departments and 
agencies. His number one responsi- 
bility is to woo Congress to empower 
the President to make these moves 
where it is deemed desirable. Con- 
gress would be able to veto specific 
actions it was opposed to. 

This is the method recommended 
by Mr. Landis in his report to Presi- 
dent Kennedy on the regulatory 
agencies. The report was made pub- 
lic just before New Year’s Day 
(BROADCASTING, Jan. 2). Mr. Landis 
is an acknowledged authority on ad- 
ministrative law and was asked to 
survey the regulatory agencies by the 
President two days after the Nov. 8 
election. 

In this report, Mr. Landis was 
particularly harsh in his comments 





on the FCC. He likened some of its 
procedures as having an “Alice in 
Wonderland quality” and expressed 
dismay at the commission’s seeming 
inability to resolve long-standing 
problems, like the vhf-uhf situation. 
He was critical, also, of what he said 
was the FCC’s lack of standards in 
judging applicants for broadcast 
licenses. 

On the Right Track = The FCC’s 
activity on programming in recent 
months is a “step in the right direc- 
tion,’ Mr. Landis observed. “What 
the commission is doing now is a 
good thing,” he said. He referred, he 
said, to the FCC’s policy statement 
last year on programming, and to 
the establishment at the FCC of a 
complaints and compliance division. 
Included in the activities of this 
group, it has been determined, is pro- 
gram monitoring of stations at re- 
newal time (BROADCASTING, Dec. 19, 
1960). 

When President Kennedy receives 
authority to make changes in the or- 
ganization of government agencies, 
Mr. Landis explained, he will set up 
a “task force” to look into the FCC. 
This group will submit its report to 
him, he said, and he, in turn, will 
pass it on to President Kennedy. 

Although declining to mention the 
names of those who might be called 
on to serve in this study force, Mr. 
Landis acknowledged it would com- 
prise “knowledgeable” people in the 
communications and _ broadcasting 
field. It will be empowered, he said, 
to study the FCC from stem to stern. 
It will talk to commissioners, staff 
members, industry figures and repre- 
sentatives of public organizations. 

The FCC study, he observed, can- 
not properly be done without taking 
into consideration the fundamental 
policies underlying broadcasting in 
the United States. “I don’t see how 


——_ 


Landis says FCC must consider programming at renewal time 


you can separate the two,” he said. 
He refused, however, to hazard any 
guesses as to what might be the out- 
come. 

Mr. Landis is on record as believ- 
ing there might be some good in the 
establishment of a government op- 
erated network, similar to Britain’s 
BBC or Canada’s CBC. He made 
these observations on a Mike Wal- 
lace interview over WNTA-TV New 
York Jan. 12. Before any sinister 
motives are laid at his doorstep be- 
cause of these remarks, he explained 
the other day that these observations 
were made in response to a direct 
question from Mr. Wallace. 

“Mike asked me whether I thought 
the government ought to look into 
the idea of setting up a federally run 
network in television, like the BBC 
and the CBC,” Mr. Landis said. “I 
said yes, the government might look 
into that. I don’t have any hard and 
fast ideas on the subject, although I 
do feel that the BBC has brought 
some very high quality programs to 
the British people.” 

Minow Appointment Good = The 
selection of Newton N. Minow, Chi- 
cago law partner of Adlai Stevenson, 
as chairman of the FCC is a good 
appointment, Mr. Landis said. He 
added he liked especially what he 
had heard about Mr. Minow’s ex- 
perience in Washington. Mr. Minow 
was law clerk to Chief Justice Fred 
M. Vinson in 1951. Mr. Landis said 
he had not personally recommend- 
ed the young Chicago lawyer for the 
FCC chairmanship, but that he had 
“screened” him, among others, for 
the job. 

Mr. Landis said he feels the major 
current problem at the FCC is the 
future of vhf and uhf television. He 
said the pending FCC vhf drop-in 
policy seems to be a step in the right 
direction; if actually carried out it 





House Commerce Committee, House 
Speaker Sam Rayburn (D-Tex.), the 
two Illinois senators, Everett Dirksen 
(R) and Paul Douglas (D), and Sena- 
tors John Pastore (D-R.I.), chairman 
of the Communications Subcommittee, 
Mike Monroney (D-Okla.), and Mike 
Mansfield (D-Mont.), majority leader. 

Sen. Magnuson told Mr. Minow that 
a confirmation hearing would be held 
within two weeks after the committee 
officially receives the FCC nomination 
from the White House—probably early 
this week. Since the term for which 
Mr. Minow was appointed runs only 
until June 30, the Commerce chairman 
and the FCC chairman-designate also 
discussed the probabilities of a second 
confirmation hearing within a few 
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months—when the latter’s name is sent 
to the Senate for a full seven-year term. 

Mr. Minow said it is his understand- 
ing that it will be necessary for the 
committee to consider him twice al- 
though the possibilities of a single con- 
firmation session are being explored. 

A Month Needed = A law partner of 
U. N. Ambassador Adlai Stevenson, 
Mr. Minow said that he would need 
“a minimum of a month” to wind up 
his business affairs before he joins the 
commission. He is hoping for more 
time, he said, and would like to wait 
until mid-March before becoming FCC 
chairman. 

When that happens, Chairman Ford 
will revert to the status of commission- 
er and Republican Charles H. King, 


serving under a recess appointment, will 
leave the FCC. Commissioner King 
was appointed last summer to fill the 
unexpired term of former Chairman 
John C. Doerfer, who resigned. 

In between official talks and visits, 
Mr. Minow and his wife were busy last 
week attending inauguration activities. 
And, while her husband was busy dur- 
ing the day, Mrs. Minow was futilely 
house hunting. The Minows returned 
to Chicago Saturday without finding a 
place to live in Washington. 

Before leaving Mr. Minow said “I 
had a first rate warm welcome. The 
commissioners and staff were as hos- 
pitable and cooperative as could be, 
particularly Chairman Ford. I am very 
grateful to the chairman.” 
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might even make uhf more advan- 
tageous. 

He explained this by stating he un- 
derstood that where a vhf channel 
was put into a city this would restrict 
the wide-area coverage of existing 
co-channel and adjacent channel vhf 
stations. This, he indicated, might 
make uhf more attractive to poten- 
tial or existing broadcasters. 

Uhf, he noted, has some advan- 
tages over vhf. This is a technical 
thing, he said, but at bottom it is 
based on the fact that there is lots of 
room in uhf for more tv stations. 

He does not, he emphasized, be- 
lieve that it will be necessary to do 
anything drastic—like making tv an 
all-uhf service. 

In his interview, Mr. Landis re- 
peated many of the recommenda- 
tions he made in his report. As they 
affect the FCC, he would ensure that 
the chairman has more authority. He 
would delegate minor functions to 
supervisory personnel and leave the 
commissioners with more time to 
consider over-all policy. He also 
would require commissioners to 
write their own decisions so the pub- 
lic and the industry would know who 
is responsible for the opinion. He 
expressed pleasure at the news that 
the SEC has revised its decision writ- 
ing procedure to follow this formula. 

The New York lawyer and chair- 
man during New Deal days of the 
Securities & Exchange Commission 
and of the Civil Aeronautics Board 
has had some dealing with the FCC. 
He represented Skiatron Television & 
Electronics Corp. before the com- 
mission in its pay tv docket. He also 
counseled the same client in its diffi- 
culties before SEC last year when it 
was charged with failing to file re- 
quired information. 

Involved were the relations of Ski- 
atron with Matthew Fox and his pay 
tv ventures. 


























KRON-TV wants to drop 
bid for Reno ch. 4 


Sierra Tv Co. (KRON-TV-San Fran- 
cisco Chronicle) last week asked the 
FCC to dismiss its application for ch. 4 
at Reno, Nev., because the parent com- 
pany has recently become “involved in 
other areas and situations over which it 
had no control.” Sierra, in a compara- 
tive hearing with two other applicants 
for the channel, said the three-way con- 
test “. . . will be extremely exhaustive of 
time and expense and will delay the 
advent of a new tv service in Reno.” 

Harold P. See, president of Sierra and 
general manager of KRON-TV, said no 
money or consideration of any kind was 
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“HE DIDN'T CROSS THE T's!” 


Obviously an oversight. But are you likewise overlooking 
an obviously good market? South Bend to be exact. 

This Metro Area is a rich market by any measurement. 
For example: total retail sales are $293 million; food sales, $63 
million; automotive sales, $53 million; general merchandise 
sales, $43 million.* With a buying income of $7553* per house- 
hold, South Bend ranks first in the state: 21st nationally. 

In terms of TV coverage, South Bend is a 15-county market 
with a buying income of $1.7 billion. And no station covers 
this market like WSBT-TV. Year after year WSBT-TV 
delivers 45% share of sets in use . . . top CBS shows and pop- 
ular local shows get the job done. 

Don’t flit past the South Bend market. Get the latest facts 


via skywriting or on paper from your Raymer man. 
*Sales Management 1960 Survey of Buying Power. 


WSBT-TV 


SOUTH BEND, INDIANA 


CBS Channel 22 
TELEVISION 
NETWORK 





ONE OF CBS' HIGHEST-RATED STATIONS 
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received in return for the withdrawal. 
KRON-TV, NBC affiliate, is involved in 
a fight to stop NBC’s planned acquisi- 
tion of KTVU (TV) Oakland-San 
Francisco. 

Remaining Reno ch. 4 applicants are 
Rocky Mountain Telestations (same 
ownership as KTWO-AM-TV Casper, 
Wyo.) and Circle L Inc. (E. L. Cord, 
who also owns KFAC Los Angeles). 
Three other former applicants also have 
dropped out. 


KLFT charged with willful 
violations of FCC rules 


Leo Joseph Theriot, owner of KLFT 
Golden Meadow, La., was ordered by 
the FCC last week to show cause why 
the station’s license should not be re- 
voked because of alleged “willful and 
intentional” violations. Cited by the 
commission were (1) failure to employ 
a full-time first class operator; (2) fail- 
ure to maintain annual equipment meas- 
urements; (3) failure to maintain the 
Conelrad receiver properly; (4) failure 
to make proper technical entries in the 
operating log; (5) failure to take nec- 
essary protective measures, and (6) fail- 
ure to reply to commission’s inquiries. 

The commission noted that at a per- 
sonal inspection of the station in May, 
1960, the violations were discussed with 
Mr. Theriot and again last November 
by the engineer in charge of the New 
Orleans field office. In a reply to vari- 
ous commission inquiries and warnings, 
dated Dec. 16, 1960, KLFT indicated 
that it still did not have a first-class 
operator employed full-time and that 
steps to correct other cited violations 
had been taken “at some indefinite 
date.” 


WSTS license shortened 
as FCC strikes again 


A license renewal for only 14% 
months—as compared to the normal 
three-year period—was granted to WSTS 
Massena, N.Y., by the FCC last week. 
The agency also suspended the general 
manager’s operator’s license for two 
months. 

The Commission said the short re- 
newal was granted because of past tech- 
nical violations involving transmitter op- 
erations, equipment readings, measure- 
ments by unlicensed personnel and fail- 
ure of the station to maintain required 
operating log. These violations occurred 
under the supervision of Jack Kessler, 
general manager, the FCC said, in sus- 
pending his radiotelephone first-class 
permit. 

This is the second time the commis- 
sion has invoked its new authority from 
Congress to issue short licenses. The 
first instance was last month when the 
licenses of five stations owned by Rich- 
ard Eaton were renewed for 15 months 
(BROADCASTING, Dec. 12, 1960). 
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SEC. 315 HEARING SCHEDULED 


FCC, networks, NAB and other officials will tell 
Pastore subcommittee what to do about amendments 


FCC members, top network and NAB 
Officials and others will give Congress 
their views next week on how well 
last year’s temporary suspension of Sec. 
315 of the Communications Act served 
the public interest. 

The Senate Commerce Committee’s 
Communications Subcommittee, headed 
by Sen. John O. Pastore (D-R.I.), an- 
nounced Thursday (Jan. 19) that it 
would hold hearings Jan. 31 and Feb. 1 
on the effects of the temporary sus- 
pension. 

Already scheduled to appear are FCC 
Chairman Frederick Ford, NAB Presi- 
dent Leroy Collins and CBS President 
Frank Stanton. As of late last week, 
NBC, ABC and Mutual had not yet 
announced who would represent those 
networks at the hearings. 

Sen. Pastore has indicated that the 
hearings will help to shape his views 
on how extensively Sec. 315 should or 
could be revised. He has said that he 
personally is “inclined to lean” in the 
direction of complete repeal of the 
equal-time section (BROADCASTING, June 
20, 1960), although he felt last week 
there is “no chance” of such repeal by 
Congress. But he does feel that some 
“compromise idea” might be found. 

Great Gains = The broadcasting in- 
dustry, he said, “has come of age... . 
and in view of the experience of the 
last exemption, it might be worthwhile 
to experiment with a further liberaliza- 
tion [of the equal time proviso]—to ex- 
plore the possibility of allowing broad- 
casters to exercise more personal dis- 
cretion” in political programming. 

He thinks the gains for the public 
could be great. “If you unshackle them 
(the broadcasters) with regard to pres- 
ent prohibitions you might get a broader 
display” of public affairs and educa- 
tional programs, he said. 

Sen. Warren G. Magnuson (D- 
Wash.), chairman of the subcommit- 
tee’s parent Commerce Committee, has 
already introduced legislation (S 204) 
that would make permanent last year’s 
temporary suspension as it applies to 
presidential and vice presidential candi- 
dates. But Sen. Pastore said that he 
would “search out” suggestions, in the 
coming hearings, as to “how far we 
could go” in freeing broadcasters from 
Sec. 315’s restrictions. 

At the same time, however, he sees 
difficulties involved in winning con- 
gressional support for even a limited 
measure like the Magnuson bill. “Some 
people say, ‘What about a third party— 
its rights should be protected,’” Sen. 
Pastore said. “It’s difficult to devise a 


formula for protecting a third party. 
Should it be done by law—or left to 
the discretion of the broadcaster.” 

An intensive study of how fairly the 
networks exercised the freedom granted 
them under the temporary suspension 
of Sec. 315 is now being concluded by 
the watchdog unit of the Communica- 
tions Subcommittee. 

This three-man group, headed by Sen. 
Ralph Yarborough (D-Tex.), was ex- 
pected to hold hearings this week as a 
climax to the investigative aspect of 
its work. However, the unit last week 
was not ready to announce dates for 
the hearings or the names of the wit- 
nesses who will be called. The watch- 
dog group is scheduled to go out of 
existence on Jan. 31. 


Money settlement asked 
in Medford ch. 10 case 


KMED Medford, Ore., and its two 
competitors for ch. 10 Medford have 
asked the FCC to approve an agreement 
whereby KMED will pay the other two 
a large portion of their “legitimate and 
prudent” expenses in return for dismiss- 
ing their applications. 

The two applicants who want to drop 
out are TOT Industries Inc., which 
would receive $6,700, and Medford 
Telecasting Inc., which would get 
$9,300 from KMED (Radio Medford 
Inc.). The three applications were set 
for hearing in March 1960 and the 
dismissal agreement was reached last 
October. The actual agreement filed 
with the FCC last week was dated Jan. 
10. 

Sec. 311 (c) of the Communications 
Act was amended last September to re- 
quire that all details of such agreements 
between competing applicants receive 
prior FCC approval. Late last month, 
Chief Hearing Examiner James Cun- 
ningham refused to approve a similar 
agreement in an am case and asked for 
more details on expenses claimed 
(CLOSED Circuit, Jan. 2). 

In an affidavit filed last week TOT 
President John F. Williams said his 
company’s actual expenses in prosecut- 
ing its application exceeded $9,000, in- 
cluding legal expenses of $7,475.43 
($6,723.55 of which went to Hearne & 
Spillane, San Francisco law firm), en- 
gineering, $1,284, and miscellaneous, 
$697.80. 

Medford Telecasting expenses were 
more than $10,000, according to Presi- 
dent Clarence E. Wilson (51% owner 
of KGRL Bend, Ore.). This was broken 
down into $8,742.22 legal, $672.81 en- 
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NEW ALL TRANSISTOR 
PROFESSIONAL TAPE 
RECORDER FROM RCA | 





You’ll Appreciate These 


¢ Half track recording with full or quarter 













Ideal for Stereo or Monophonic Recording 


‘**Convenience”’ features make operating the RT-21 Tran- 
sistor Tape Recorder a pleasure. Many new RCA develop- 
ments are included in this truly professional audio recorder 


Convenience Features: 


: which is the first audio recorder to include continuously 
Continuously variable cue speed control 


ony cennee to. oll eampmentita variable cue speed control. Remote control of all oper- 


Tape lifters DC solenoid operated ating functions greatly improves operator flexibility. 
Sapphires used to lift and guide tape Basic recorder is supplied in two sections—a transport 
interlocked record operation tape panel and a control panel, permitting custom or 


3% and 72 in/sec tape speed pro- standard rack mounting. A portable carrying case is also 
vided (15 in/sec available) : ‘ , ’ : 
available. Duplicate record-playback amplifier is available 


track optional. Rack or console mounting. | for two or four track stereo recording. 


For complete information write to 

RCA, Dept. PD-22, Building 15-1, Camden, N.J. 
In Canda: RCA VICTOR Company 

Ltd., Montreal, Another fine new product 

from the Broadcast and Television Equipment 
Division of RCA. 


The Most Trusted Name in Radio 


RADIO CORPORATION OF AMERICA 





® 
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James C. Hagerty, retiring as news 
secretary to President Eisenhower, 
and Pierre Salinger, arriving as news 
secretary to President Kennedy, were 
honored Jan. 16 at a reception held 
by the Broadcasters Club of Wash- 
ington. Prominent figures in Wash- 
ington life joined club members in 








An arrival and a departure 


paying tribute to these key news 
sources. L tor: Robert K. Richards, 
head of public relations firm bearing 
his name and club president; Mr. 
Hagerty; Mr. Salinger; Joseph E. 
Baudino, vice president of Westing- 
house Broadcasting Co. and club 
board chairman. 








gineering, and $750.21 miscellaneous. 
Of the legal fees, Washington lawyer 
Samuel Miller (who charged $150 per 
day) was paid $3,008, Cottone & 
Scheiner, $2,783.95, and Frohnmayer, 
Lowry, Hogan & Deatherage, $2,946.27. 

The joint petition said the agreement 
is consistent with the 1960 amendment 
on dropouts and payoffs and that the 
money wouldn’t be paid to TOT and 
Medford Telecasting unless and until 
KMED receives a final, unappealable 
grant. 


Westinghouse supports 
Kahn’s CSSB system 


Proponents of compatible, single side- 
band am broadcasting won a strong ally 
last week when Westinghouse Broad- 
casting Co. recommended that the FCC 
permit the use of this system. 

Westinghouse, which has experiment- 
ed with a Kahn Labs adapter for six 
months at KDKA Pittsburgh, reported 
it finds the claimed benefits of CSSB 
to be true. 

The Westinghouse comment and one 
from Kahn Labs were the only reply 
comments filed with the FCC last week. 
The first comments on the Kahn Labs 
proposal were filed last Nov. 30. The 
only outright opposition came from Col- 
lins Radio Co. 

An initial lukewarm comment from 
Electronic Industries Assn. was revised 
in a letter from EIA General Counsel 
John B. Olverson to the FCC saying 
that until it has sufficient information to 
make a judgment it neither supports 
nor opposes the Kahn system. 

Favoring adoption of the CSSB con- 
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cept in the Nov. 30 comments were 
RKO General Inc. and a group of radio 
stations. 

The Westinghouse report last week 
stated the Kahn CSSB system would de- 
crease noise, reduce co-channel and ad- 
jacent channel interference, improve 
audio fidelity and provide more than the 
usual protection from improperly shield- 
ed tv receivers. The stability of the 
Kahn device is “excellent,” Westing- 
house said. 

Kahn Labs’ reply was directed prin- 
cipally to the objections raised by Col- 
lins. Collins, the Kahn pleading stated, 
has “made it clear that it has not made 
a reasonable study of CSSB and does 
not understand or appreciate the pro- 
posal.” Kahn then answered Collins’ 
objections point by point. 

The Kahn petition for rulemaking 
was filed Dec. 31, 1959. The commis- 
sion issued a notice of inquiry last 
June, with comments filed Nov. 30. 


Political use of WEBY 
alleged in renewal case 


Charges that a broadcaster used his 
station as a propaganda weapon in a 
political vendetta were reintroduced at 
the FCC last week in connection with 
the application for license renewal of 
WEBY Milton, Fla. 

The charges were first made over a 
year ago (BROADCASTING, Nov. 30, 
1959) when former Santa Rosa County 
Commissioner Clifford Wilson and 
others urged the commission to revoke 
Clayton W. Mapoles’ license for WEBY 
and WBLO Evergreen, Ala. At that 
time the FCC said it would consider 


the allegations against Mr. Mapoles’ 
character when the licenses came up 
for renewal. 

The petitions were filed by several 
Florida political figures who said Mr. 
Mapoles and a newscaster in his em- 
ploy, Ben Henry Pooley, had used news- 
casts containing editorial comment to 
conduct political campaigns against 
candidates of a rival faction without 
affording them time for reply. The cur- 
rent request was signed by Mr. Wilson, 
who claimed that scurrilous innuendoes 
on Mr. Pooley’s newscasts (that Mr 
Wilson stole gasoline from the county) 
had damaged his reputation. He also 
resented the newscaster calling him 
“Super Octane” and claimed his child 
also was defamed during the political 
campaign when he was called “Little 
Super Octane.” 

Mr. Mapoles also was charged with 
attempting to prevent, by unlawful 
means, establishment of a second radio 
station in Milton and to coerce adver- 
tisers into boycotting the new station 
when ijt went on the air. 

Mr. Mapoles claimed all charges 
were untruths and exaggerations when 
they were first presented in 1959, 


Answers favor FCC 
owner rule revisions 


General approval of the FCC’s pro- 
posed rule relaxing multiple ownership 
requirements was expressed in the three 
comments filed last week. 

McKenna and Wilkinson, Washing- 
ton law firm, endorsed the portion of 
the FCC proposal exempting interests 
of less than 5% in small corporations 
from multiple ownership rule. The firm 
suggested that this exemption be broad- 
ened to include similar holdings in such 
arrangements as limited partnerships 
and joint ventures. A good part of its 
comment was directed at the language 
of the proposal: defining an “interest” 
in a company in terms of a “substantial 
voice” in its management is too broad 
a term, McKenna and Wilkinson stated, 
adding that such a definition could be 
interpreted in many ways and therefore 
would not be a sound rule. 

Southwest States Inc., licensee of 
KROD-AM-TV El Paso, KZII (TV) 
Amarillo and KOSA-TV Odessa, all 
Texas, supported the FCC proposal on 
grounds it would provide added service 
to the public. International Good Music 
Inc., licensee of six fm stations and 
(through its president) of KVOS-AM- 
TV Bellingham, Wash., approved the 
rule also, citing a case in its company 
where a 4% owner desires to operate 
his own fm in a market far removed 
from those served by International's 
stations and can do so if the FCC pro- 
posal is adopted. 

Deadline for commenting on the pro- 
posal was Monday, Jan. 16. 
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$13.5 MILLION ASKED FOR FCC IN ’62 


Broadcast Bureau gets big boost in Ike’s last budget 


President Eisenhower, in the final 
budget submitted by his administration, 
last week asked the Congress to appro- 
priate $13.5 million for the FCC for fis- 
cal 1962. This is the amount he re- 
quested for the current fiscal year, end- 
ing June 30, but is some $900,000 more 
than Congress provided. 

The Eisenhower budget—which is 
certain to be revised by President Ken- 
nedy—also recommended $9.6 million 
for the Federal Trade Commission, an 
increase of $1.6 million over the funds 
granted the FTC by Congress this year. 
A request for additional funds for 
checking on deceptive advertising prac- 
tices accounts for almost one third of 
the increase. 

The FCC budget includes a request 
for $1 million to continue the special 
two-year uhf study. Congress appropri- 
ated the same amount to get the study 
started in fiscal 1961. 

With the number of stations (am, fm 
and tv) regulated by the FCC contin- 
uing to rise, the budget asked an in- 
crease of $300,000, to $2.9 million, for 
the FCC to conduct its activities in this 
field. The budget estimated the com- 
mission would be regulating 6,272 sta- 
tions by the end of fiscal 1962, com- 
pared with some 5,800 by June 30, 
1961. 


Permanent jobs at the FCC are ex- 
pected to increase further during the 
coming year—to 1,563 from 1,483. 
FCC employes earn an average annual 
salary of $7,516, but this figure is ex- 
pected to drop slightly during fiscal 
1962. 

The FTC budget contains a request 
for $2.4 million for the investigation 
and litigation of deceptive practices. 
This is some $400,000 more than is 
expected to be spent for this purpose 
in the current fiscal year. The message 
accompanying the budget said that “field 
investigation and trial of deceptive prac- 
tice cases will be expedited” in 1962. 

A request of $110.6 million was in- 
cluded for the U.S. Information Agency, 
some $700,000 more than is expected 
to be spent by the agency by June 30. 
Of the 1962 total, $18.8 million would 
be for the Voice of America and $1.9 
million for tv. In the current year, VOA 
was given $18 million and the agency’s 
tv service, $1.4 million. 

The budget also recommends appro- 
priations totalling $1.1 billion for the 
National Aeronautics & Space Admin- 
istration, with $65 million earmarked 
for communications and meteorological 
satellites. In the current year, with 
NASA appropriations totalling $864 
million, only $20.2 million is being 


spent in the field of satellites. 

Appropriations requested for the 
Dept. of Justice totalled $294.2 million, 
of which $5.5 million would finance the 
department’s antitrust division. Com- 
parable figures for the current year are 
$285.3 million and $4.76 million. 

In his message, President Eisenhower 
recommended legislation to strengthen 
the position of the chairmen of the FCC 
and other independent agencies “by 
vesting in them the executive and ad- 
ministrative duties of their agencies.” 


Bennett continues 
‘Untouchables’ fight 


The fight of James V. Bennett, federal 
director of prisons, against ABC and 
its top rated tv program, The Untouch- 
ables, moved on three fronts last week. 

= Attorney General William P. Rog- 
ers called the episode another example 
of the lack of responsibility on the part 
of broadcasters. 

# FCC Chairman Frederick W. Ford 
asked Mr. Bennett for more details and 
promised to forward his complaint to 
the stations involved. 

=» Sen. Warren G. Magnuson (D- 
Wash.), chairman of the powerful Sen- 
ate Commerce Committee, asked Mr. 
Bennett to come over for a personal 
meeting this week. 

Mr. Rogers’ observations were made 
in a letter to Sen. Andrew F. Schoeppel 
(R-Kan.), ranking Republican member 





Now—EASTERN’S Flying Freighters offer 


OVERNIGHT J. 
DELIVERY | 


New York—Miami—San Juan 
New York—Atlanta—New Orleans—Mobile—Houston 
Chicago—Atlanta—Miami—San Juan 





@ Reserved space on every Freighter flight. 
@ Pressurized and temperature-controlled. 
@ Flights daily except Saturday and Sunday nights. | & a * 
@ Pickup and delivery service available. a 


In addition, Eastern offers freight space on over 400 daily passenger g 
flights—including DC 8-B Jets and Prop-Jet Electras—to 128 cities 
in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For Information and Freight Reservations, call your 
Freight Forwarder, Cargo Agent or Eastern Air Lines. 
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of the Senate Commerce Committee. 
Sen. Schoeppel had expressed an in- 
terest in the case. Mr. Rogers wrote; 

“The program here involved seems 
to me, like payola and the quiz shows, 
[to be] another example of broadcasters 
failing to fulfill their duties as trustees 
for the public, for it should have been 
obvious to them and the producers that 
the use of the semi-documentary form 
would mislead many watchers into be- 
lieving that the venality and brutality 
of the officers of the prison service in 
fact existed.” 

What irked Mr. Rogers and the U. S. 
Prison service particularly, according to 
Mr. Rogers, was that the two segments 
of The Untouchables, Jan. 5 and 12 
relating to gangster Al Capone’s trans- 
fer from Atlanta federal penitentiary 
to Alcatraz showed prison guards ac- 
cepting bribes and in one instance aid- 
ing an alleged attempt by Chicago hood- 
lums to rescue Capone from the train. 

Mr. Rogers called these portrayals 
“unfounded insinuations of corruption 
and venality upon the federal prison 
service.” 

Mr. Bennett’s first attack, after the 
Jan. 5 episode, was to ask ABC to halt 
the second chapter showing of the 
program. 

He also warned the ABC-owned sta- 
tions, as well as four Florida ABC- 
affiliated stations that he would seek 


to oppose their license renewals if they 
showed the second part. None acceded 
to this threat. 

Following this, Mr. Bennett wrote let- 
ters of protest to the FCC and to the 
commerce committees of both houses 
of Congress. 

Rep. Oren Harris (D-Ark.), chair- 
man of the House committee, said he 
had received Mr. Bennett’s letter but 
that no meeting has been arranged. 


In the Hill hopper... 


Here, in capsule form, are bills intro- 
duced in Congress that are of interest 
to those in broadcasting and allied 
fields: 

HR 1850. Rep. James C. Wright Jr. 
(D-Tex.)—Would establish a program 
of exchange visits from Latin America 
of. labor leaders, college professors 
and persons in news work, including 
radio-tv. Foreign Affairs Committee. 
Jan. 4. 

HR 1942. Rep. Carroll D. Kearns 
(R-Pa.)\—To create a program of 
grants, totaling $5,200,000 annually, to 
states for development of programs 
in the arts and allied fields, including 
radio and television. Education and 
Labor Committee. Jan. 6. 

HR 2227. Rep. Frank Chelf (D-Ky.)— 
Same as HR 1942. 


HR 2297. Rep. Eugene Siler (R-Ky.) - 


—Makes it unlawful to advertise al- 





PUT 
YOUR 
FINGER 





4a 3 


a—_* 
Pag 


wet 
a en 
SS 
os 


A MARKET BIGGER 

THAN BALTIMORE 

.. + Digger than Cleveland 
and Louisville combined 


You can’t overlook a market of 11%4 
million prosperous people with $3 
billion in Spendable Income. Such 
a market is the rich Puget Sound 
area blanketed by KTNT-TV, a 
CBS affiliate. Learn how and why 
this station has achieved such wide 
listener acceptance and popularity 
...ask your WEED TELEVISION 
man for full details. Talk to him be- 
fore you make promotional plans 
in the Pacific Northwest. 


KILI, 


CHANNEL I! 


CBS Television for Seattle, Tacoma 
and the Puget Sound Area 
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coholic beverages, by broadcasting or 
other media in interstate commerce 
and provides for the fine or imprison- 
ment of violators. Commerce Commit- 
tee. Jan. 9. 

HR 2501. Rep. John S. Monagan (D- 
Conn.)—would reimburse major polit- 
ical parties up to $1 million and mi- 
nority parties up to $100,000 for radio- 
tv time purchased in behalf of presi- 
dential and vice presidential nomi- 
nees, provided the parties seeking re- 
imbursement hold their nominating 
conventions on or after Sept. 1 of the 
election year. Administration Com- 
mittee. Jan. 12. 

HR 2745. Rep. Thomas G. Abernathy 
(D-Mass.)—would provide that day- 
time-only broadcasting stations be 
permitted to operate at least from 
6 a.m. to 6 p.m. Commerce Commit- 
tee. Jan. 16. 

HR 1008. Rep. Oren Harris (D- 
Ark.)—Would authorize the House 
Commerce Committee to conduct in- 
vestigations and studies into commu- 
nications and other matters. Rules 
Committee. Jan. 16. 


Disagreement over where 
new Nebraska tv should be 


Comments favoring an FCC pro- 
posal to add another vhf tv channel to 
provide service to “white” areas of 
Nebraska have been filed with the com- 
Disagreement arose over 
where the channel should be assigned. 

In the Nebraska case, Bi-States 
Broadcasting Co. (KHOL-TV Kearney 
and satellite KHPL-TV Hayes Center) 
filed three documents. One requested 
that ch. 4 be allocated to Superior and 
stated it would apply for that channel 
to operate as another KHOL-TV satel- 
lite; it claimed that area is under served. 
Another requested that the FCC add 
ch. 8+ to Albion, Neb., which it con- 
siders another under-served area. Its 
third was a request for extension of 
time until Feb. 17 to file its reply 
comments, which the commission grant- 
ed Jan. 16. 

Opposing Bi-States was the Nebraska 
Council for Educational Television. It 
offered as a counterproposal that ch. 4 
should be assigned to Kearney; ch. 3 
and ch. 8 to Bassett and Albion, re- 
spectively; ch.'13 and ch. 9 to Alliance 
and North Platte, and that all be re- 
served for noncommercial educational 
use. It said this would afford the coun- 
cil a statewide tv network that it could 
inaugurate and maintain. 

KTIV (TV) Sioux City, Iowa, also 
opposed the Bi-State request on grounds 
that a ch. 4 in Superior would interfere 
with its own ch. 4 operation. It urged 
the FCC to defer its final decision until 
it had settled the question of allocations 
on a nationwide basis. : 

Mia Enterprises urged the commis- 
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Hidden talent 


Presidential News Secretary 
Pierre Salinger went to Jack 
Paar’s NBC-TV show on Wednes- 
day (Jan. 18) to talk but stayed 
to play the piano. A onetime 
child prodigy, the newsman played 
an untitled, Gershwin-like compo- 
sition of his own that won rare 
recognition—applause from the 
studio orchestra. The impromptu 
concert was suggested by Mr. 
Paar when he learned Mr. Sal- 
inger had hidden talent. 














sion to deny the Bi-State proposal and 
to allocate ch. 4 to Beatrice, Neb., in 
which case Mia would apply for it. It 
stated that area was just as under served 
as the Superior area and that although 
Mia would commence operations as a 
satellite of KMTV (TV) Omaha, it 
planned to expand to coverage of local 
news and special public affairs events. 
Bi-State would operate the channel only 
as a Satellite, Mia alleged. The com- 
pany had filed similar comments in 
the overall “interim policy” vhf drop-in 
proceedings (BROADCASTING, Jan. 9). 

Transcontinent Television Corp., li- 
censee of WDAF-TV Kansas City, op- 
posed Mia’s request for ch. 4 in Beatrice 
on grounds there would be a short co- 
channel separation from WDAF-TV. 
It also opposed the Bi-States proposal 
to add ch. 4 to Superior because of in- 
terference to its Kansas City outlet and 
proposed that if any channel should be 
given it should be ch. 9, further suggest- 
ing it could be either in Superior or in 
Beloit. 


The FCC last week... 


« Extended until April 1 date for vhf 
repeater (translator) stations now oper- 
ating under special temporary authority 
to apply for regular licenses. Addition- 
al two months, from Feb. 1, were grant- 
ed because of the difficulty in obtaining 
type-accepted vhf translator equipment. 
« Announced that it has type-accepted 
vhf tv translator equipment manufac- 
tured by two additional companies. 
They include Mid America Relay Sys- 
tems Inc. (MARS RX-17B), Rapid 
City, S. D., and Blonder Tongue 
(BENCO T-1), Newark, N. J. The 
commission previously accepted similar 
vhf translator equipment manufactured 
by Electronics Missiles & Communica- 
tions Inc., Mt. Vernon, N. Y. 

* Dismissed protest of KIVA (TV) 
Yuma, Ariz., against grant to Antenna- 
vision Service Co. of permit to build 
microwave facilities to service Yuma 
Catv system with signals of four Phoenix 
tv stations and vacated February 1960 
order which stayed grant. Commission 
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This is Lincoln-Land — KOLN-TV's NCS 
No. 3. Figures show percentages of TV 
homes reached weekly, day or night. 
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ebraska for big television markets, you 
KOLN-TV DELIVERS THE know there are just two. One is in the 
MAXIMUM AUDIENCE IN NEBRASKA* extreme East where three top TV stations 
have “staked their claims.” 
Gunsmoke .......69,700 homes The other is Lincoln-Land where just 
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6:00 p.m. News. ..76,000 homes sa —, _ more than half the 
7 uying power of the entire state. 
10:00 p.m. News. .64,000 homes According to latest Nielsen, more than 
*February Lincoln NSI 57,000 Lincoln-Land homes tune in 
KOLN-TV during prime 6 to 9 p.m. 











viewing time. Compare this with any 
The Fel yer Hlatio ns other station in Nebraska. Then compare 
cost-per-thousand figures for nighttime 


— GRAND RAPIDS-KALAMAZOO 
ere network shows. 


way ent —enne aiens Ask Avery-Knodel for all the facts on 
WAE-Fl — GRAND RAPIDS-KALAMAZOO KOLN-TV—the Official Basic CBS Outlet 

~ WW — CADILAC-TRAVERSE CITY for South Central Nebraska and Northern 
KOUL-TV — LINCOLN, NEBRASKA Kansas. 
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CHANNEL 10 © 316,000 WATTS © 1000-FT. TOWER 


COVERS LINCOLN-LAND — NEBRASKA'S OTHER BIG MARKET 
Avery-Knodel, Inc., Excivsive National Representatives 
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action came on joint petition of KIVA 
and Antennavision. Bruce Merrill, presi- 
dent of the latter, has contracted to pur- 
chase the tv station for $550,000 

(CLOsED Circult, Jan. 2). 


= Granted applications for one vhf and 
seven uhf translator stations. The vhf 
translator will be on ch. 6 in Pampa, 
Tex. to translate programs of KFDA-TV 
Amarillo, Tex. Uhf grants were: ch. 
72 in Mason to translate WOAI-TV San 
Antonio, both Texas; ch. 73, ch. 75 and 
ch. 83, all Memphis, Tex., to translate 
KGNC-TV, KVII (TV) and KFDA- 
TV, all Amarillo, Tex.; ch. 80 in The 
Dalles, Ore. and Goldendale, Wash., 
to translate programs of KOIN-TV 
Portland, Ore.; ch. 70 and ch. 74 in 
Grand Marais, Minn. to translate pro- 
grams of KDAL-TV and WDSM-TV, 
both Duluth, Minn. 


# Finalized rulemaking and amended 
the tv table of assignments by adding 
ch. 19+4- to Bay City, substituting ch. 25 
for ch. 19 in Midland and ch. 21 for 
ch. 25 in East Tawas, all Michigan, 
effective March 1. The amendments 
stem from a joint petition by Delta Col- 
lege, a new institution to be located half- 
way between Midland and Bay City, 
and Mid-State Broadcasting Corp., li- 
censee of WSWM (FM) East Lansing, 
Mich., who stated they proposed to 
apply for a station to operate on a joint 
basis, partly commercial and partly 
educational, to serve Bay City, Mid- 
land and Saginaw. 


= Finalized rulemaking and amended 
the tv table of assignments to add ch. 36 
for educational use in Milwaukee, by 
substituting ch. 52 for ch. 51 in Beaver 
Dam, Wis., effective March 1. The Mil- 
waukee Board of Vocational and Adult 








Catv operators have emphasized, 
before the FCC and Congress that 
all they do is pick up regular tv sta- 
tion signals and pass them along, via 
cable, to their customers. Over the 
last five years some of them have 
experimented with local origination, 
and in a few instances with the hope 
of selling time. Virtually all such 
attempts lasted for a year or so, then 
were dropped. But the idea won't 
die down. 

Latest to plan the origination of 
his own programs is William J. Cal- 
sam, owner of a group of four cable 
companies in mid-New York (One- 
onta, Delhi, Norwich and Sidney). 
He is spending $20,000 on this in- 
stallation. 

Mr. Calsam has built a studio and 
bought two Dage cameras for his 
Oneonta operation. He has talked 
to the nearby New York State 





Catv operator wouldn’t kick sponsors out 


Teachers College and to Hartwick 
College and has been assured, he 
says, of program material. He also 
has in mind running local events, 
leaning heavily on personal news— 
birthdays, wedding anniversaries, 
births, deaths, etc. And if some local 
merchant will offer to sponsor the 
events, he won’t kick. 

But, he said the other day, further- 
ing income is not the prime reason 
for undertaking a live origination; 
rather “it’s good business sense to 
bring my people something more, an 
added attraction in order that they 
remain content with our service.” 
The Oneonta cable company charges 
$69.50 for installation and $3.50 per 
month for service. It brings to its 
3,300 subscribers tv signals from 
Syracuse, Binghamton, Albany and 
Utica, and a background music 
service. 








Education had petitioned for reserva- 
tion of a uhf channel in addition to the 
present operation of etv WVMS-TV on 
ch. 10 in that city. 

= Denied a petition by WCTV (TV) 
Thomasville, Ga., to reallocate its ch. 
6 to Tallahassee, Fla. Since October 
1958, WCTV has been authorized to 
identify itself as a Thomasville-Talla- 
hassee station. The commission felt the 
petition advanced no “compelling public 
interest considerations” to warrant the 
change. Commissioner Robert E. Lee 
dissented. 

= Set Feb. 17 as deadline for comments 
on a proposed rule to amend Part 4 of 


EQUIPMENT & ENGINEERING 


Single space carrier firm asked 
LOCKHEED OFFERS PLAN TO FCC AND OTHER AGENCIES 


Formation of.a single common car- 
rier firm for space telecommunications 
was recommended to the FCC, the Na- 
tional Aeronautics & Space Adminis- 
tration, Congress and other government 
agencies last week by Lockheed Air- 
craft Corp., one of the major rocket and 
missile companies. 

The recommendation came last Tues- 
day (Jan. 17), one day before the FCC 
approved a pending AT&T application 
for frequencies to test out a satellite 
overseas Communications system. 

The space company would be a “joint 
venture” enterprise, which would under- 
take to launch and operate communica- 
tions satellites. It would operate under 
common carrier rules, with its custo- 
mers other common carriers now oper- 


ating in the transoceanic communica- 
tions field. 

Based on Study = Basis for Lock- 
heed recommendation was a_ Booz, 
Allen & Hamilton study called “Business 
Planning Study for a Commercial Tele- 
communications Satellite.” | Working 
with the management firm and Lock- 
heed officials were former FCC Chair- 
man John C. Doerfer and the Wash- 
ington communications law firm of 
Pierson, Ball & Dowd. 

The document was submitted to the 
FCC, NASA and other agencies. 

The cost of the first telecommunica- 
tions satellite system, the study esti- 
mated, would be “on the order of $260 
million.” The need for additional cir- 
cuits was underscored by these estimates: 


the FCC rules to permit the operation 
of uhf tv translator “on-channel” sig- 
nal boosters of not more than 1 watt 
output power by licensees of uhf tv 
translator stations. The Blue Mt. Tele- 
vision Assn., North Powder, Ore., pe- 
titioned for the amendment to permit 
filling-in small “shadow” areas. The 
FCC did not include a request that an 
automatic shut-off should not be re- 
quired on grounds that this can be 
accomplished with simple circuitry. 

= Granted a construction permit for a 
new tv station on ch. 12 in Alpine, Tex. 
to Big Bend Broadcasters with power of 
0.251 kw. 





# Overseas telephone calls to and 
from the U. S. for 1959—2 million 
calls, $40 million in revenues; for 1970 
—10 million calls and $200 million in 
revenues. Telex (teletypewriter circuits) 
for 1959—567,000 calls, $10 million in 
revenues; for 1970—5.5 million calls, 
$100 million in revenues. 

The study emphasized that it deals 
only with commercial communications; 
it does not consider the question of in- 
ternational shortwave broadcasting. 

One Year Grant = AT&T’s grant runs 
to Jan. 1, 1962, and authorizes the use 
of 6325-6425 mc with 3 kw power into 
the antenna at the Holmdel, N.J., earth 
station, and of 4100-4200 mc with 5 
watts into the antenna at the satellite. 
The telephone company plans to boost 
its active relay satellite into low orbit 
space before the end of the year, fur- 
nishing communications and tv circuits 
to earth stations in the United Kingdom, 
France and Germany. 

The Holmdel “space center” has been 
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used in conjunction with tests of the 
NASA Echo balloon experiments. To 
equip it for its own experiments, AT&T 
will spend $106,000 on the Holmdel 
station, and estimates a cost of $250,000 
for each of the contemplated six space 
satellites. The cost of launching a single 
satellite, including the use of NASA 
launching facilities, has been estimated 
at about $3 million. This cost also will 
be borne by AT&T. 

The first satellite will consist of a 175- 
lb. sphere, four feet in diameter to be 
sent into a 2,200-miles-high orbit. 

The FCC asked AT&T to make 
special tests in the 4000-6000 mc region 
to determine the feasibility of frequency 
sharing between space communication 
circuits and common carrier earth cir- 
cuits. 

In making the grant, the FCC denied 
an AT&T request for permission to use 
6425-6925 mec for space communica- 
tions on a sharing basis with mobile 
services now allocated to this band. 
This request is premature, the commis- 
sion said, since there is now an FCC 
inquiry into the question of what fre- 
quencies should be used for space. The 
AT&T application was opposed by mo- 
bile services and others. 

The commission warned that the ex- 
perimental grant to AT&T and the fre- 
quencies authorized must not be con- 
sidered as a judgment that these are 
the best frequencies for this new serv- 
ice, nor that they will be made available 
for such use on a regular basis. 


Technical topics... 


Automated playback = RCA’s Broad- 
cast Equipment Dept., N. Y., has in- 
troduced a new cartridge tape recorder 
for commercial broadcasters that sounds 
a recorded tone signal to cue a second 
recorder to begin its playback. With 
the “trip-cue” technique, multiple units 
can be automatically started in pre- 
determined sequence for continuous 
playback of music, spot announcements 
and other program material. The new 
recorder, designated the RT-7A, in- 
cludes such features as all-transistor de- 
sign, remote control operation and in- 
terlocked recording. 


Single-sideband development = Kahn 
Research Labs Inc., Freeport, L.I., N.Y., 
announces the start of production on ¢ 
new single-sideband transmitter adapter 
capable of operation from 1 to 50 mc. 
The unit, model SSB-58-1B, covers 
Standard high frequency communica- 
tions and also makes practical high 
efficiency Class C single-sideband oper- 
ation, utilizing the EER system for 
Scatter transmission. The unit is adapt- 
able to am transmitters to produce peak 
envelope power of from three to four 
times their carrier rating for single-side- 
band operation. 
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Radio Audiences Say... 


And for the 
BETTER SOUND 
in 5 KW AM Transmitters 


It’s the GATES BC-5P-2 





Radio audiences listen for the sound that pleases . . . low rich bass, 
sparkling highs . . . a clean, clear, satisfying sound from both pocket 
and console receivers. 

The Gates BC-5P-2 five kilowatt AM transmitter arrives at this truly 
new sound in two ways: Very low distortion thru a new ultra-linear audio 
driver stage; and wide frequency response from 30-12,000 cycles, +1% db. 

For the sound that counts, make your next transmitter a Gates BC-5P-2, 
the largest selling 5000 watt AM transmitter manufactured in the world 
today. 

BC-5P-2 transmitters are available with built-in Conelrad and silicon 
rectifiers, if desired. 


Write today for brochure No. 123, describing each 
exclusive feature of the Gates BC-5P-2 transmitter. 


GATES RADIO COMPANY &&& 


Subsidiary of Harris-Intertype Corporation ‘ 
QUINCY, ILLINOIS - 
Offices in: HOUSTON, WASHINGTON, D.C. In Canada: CANADIAN MARCONI COMPANY 




















Export Sales: ROCKE INTERNATIONAL CO., 13 EAST 40th STREET, NEW YORK CITY 
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Reade group forms new tv film company 


INTERCONTINENTAL WILL PRODUCE-DISTRIBUTE 


The establishment of a new tv film 
production-distribution company, In- 
tercontinental Television Inc., New 
York, was announced last week by Wal- 
ter Reade Jr., board chairman of the 
Walter Reade Group, which already has 
interests in the film production-distribu- 
tion and theater fields. 

Intercontinental will function as a 
subsidiary of Continental Distributing 
Inc., the motion picture production- 
distribution arm of the Reade organiza- 
tion. John Leo, formerly sales and dis- 
tribution director of United Artists TV, 
will be vice president and general sales 
manager of Intercontinental, which ini- 
tially will maintain headquarters at 
Continental’s office at 1776 Broadway. 
Telephone number is Plaza 7-2593. 

Officers and executives from other 
units of the Reade Group will serve In- 


tercontinental as follows: Walter Reade 
Jr., board chairman; Irving Wormser, 
president, and Edwin Gage, Carl Pep- 
percorn and Sheldon Gunsberg, vice 
presidents. 

Intercontinental begins with three 
main packages—Golden Time, 39 half- 
hour animated programs based on the 
well-known Golden Books for children; 
International Playhouse, 13 90-minute 
dramas produced in England by John 
Woolf, and Continental Feature Films, 
a library of post-’48 feature movies, of 
which 13 will be released initially. The 
Golden Time series is being produced 
for tv by Intercontinental in coopera- 
tion with Fremantle International, New 
York, distributor of tv films abroad. It’s 
under the supervision of executive pro- 
ducer Edward Cullen and is expected 
to be ready for telecasting in the fall; 





Howard K. Smith, in his weekly 
analysis of the news on CBS radio 
Jan. 15, took the changing adminis- 
stration as an occasion to restate 
his definition of the objective news 
analysis on his 
program as 
compared with 
editorial com- 
mentary. 

“In its clear, 
extreme form,” 
said Mr. Smith, 
“an editorial is 
free - wheeling 
opinion of 
what is right 
and wrong. In 
its clear, ex- 





Mr. Smith | ' 


tions such as what caused a news 
event and what it is likely to lead to. 
An editorial seeks to promote action. 
An analysis seeks to promote under- 
standing .. . 

“Objective life and events are sel- 
dom balanced. They are mostly 
dis-balanced. An objective analysis 
must therefore be disbalanced 

“There is the old, true story about 
the American magazine which 
denied that it was anti-Semitic, as- 
serting that instead it maintained 
perfect balance—for every anti- 
Semitic article it published, it pub- 
lished one that was not anti-Semitic. 
This is balance, but it is not ob- 
jectivity, truth or honesty . . . 

“True events frequently offend 





Analysis vs. editorializing, 


treme form an analysis answers ques- 


as Smith sees it 


someone. So if your analysis is 
going to be truthful, it is often going 
to offend. The State Department 
is alleged to have been offended by 
reports that there is no clear evi- 
dence of communist invasion in 
Laos, but that is the truth. 

“Senator Kennedy is said to have 
been offended by _ reports that 
Catholicism was going to play a 
big role in the election, but it would 
have been a lie to analyze the cam- 
paign and disregard that truth... 

“In summary, objective analysis 
may often reach the same conclu- 
sion that an editorial does. .. . It 
is likely to be dis-balanced in its 
arguments . . . It may well offend 
some group or institution. That is 
because it seeks to penetrate the 
meaning of life and real events. 
That, this analysis will strive to con- 
tinue to do in what promises to be 
exciting, controversial, dis-balanced 
times that begin on Friday next.” 

Mr. Smith recently was the center 
of a difference with his superiors 
at CBS News, which first announced 
that he would appear “less fre- 
quently” on the Douglas Edwards 
With the News program. Mr. Smith 
declared, “The statement was in 
error, I will not appear at all.” Sig 
Mickelson, president of CBS News 
announced: “We are hopeful and 
expectant that he will appear from 
time to time.” Mr. Smith is mod- 
erator of the network’s Face the 





Nation. 





—.. 


the other packages are available now, 

Mr. Reade said the company hopes 
to become increasingly active in co- 
production transactions, both in the 
U.S. and abroad. He noted the Walter 
Reade Group is “not entirely new” to 
television, having operated WRTV 
(TV) Asbury Park, N. J., a uhf station, 
several years ago. Though the outlet 
has suspended operation, Mr. Reade 
said the company still holds a permit. 


Public stock offering 
set for Screen Gems 


To further the growth of Screen 
Gems, described by its president as “a 
little child of $25,000 that has grown 
into a $40 million business,” its stock 
will be offered to the public. 

A. Schneider, president of Screen 
Gems and of its parent corporation, 
Columbia Pictures, last week told the 
annual Columbia stockholders meeting 
that issuance of SG stock would give 
the company an opportunity to acquire 
a base for its own financing. Hereto- 
fore, it has been financed through Co- 
lumbia Pictures. 

The registration statement, filed with 
the Securities & Exchange Commission, 
reports Screen Gem’s gross revenues 
from tv film rentals as $35,315,764; tv 
film commercial gross as $5,212,126 
and total gross as $41,690,402 for the 
year ended Oct. 25, 1960. This com- 
pares with a total gross of $40,411,092 
for the fiscal year ended Oct. 27, 1959. 
Net income for the 1960 period was 
$1,620,017 for 1960, or 72 cents per 
share of common, as against $1,097,907 
or 49 cents per share for 1959. 

Screen Gems has paid no dividends 
and future payments will depend on 
the fiscal condition of the company, 
the statement said. 

Screen Gems has outstanding 2.25 
million shares of common stock, all 
presently owned by Columbia Pictures. 
The new issue would leave Columbia 
holding approximately 89% of the 
common stock. The registration will 
offer 300,000 shares to Columbia stock- 
holders and employes on a basis of 
one new share of SG for each five 
shares held in the parent corporation. 

SG currently has 307 programs for 
first-run tv distribution. Of these 107 
are produced by SG and 200 by outside 
producers in conjunction with that com- 
pany. Subject matter runs a wide gamut 
—from Winston Churchill through Dan 
Raven to Huckleberry Hound. 

Renumeration = Complicated salary 
agreements and contemplated future 
contracts with company officers and 
executives were listed. 

Aggregate payments to officers dur- 
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ing fiscal 1961 were estimated at $470,- 
000. Mr. Schneider receives $3,000 per 
week from Columbia with SG paying 
the parent $1,000 per week for his 
services under a seven-year contract. 
Jerome Hyams, vice president and gen- 
eral manager, has a contract from July 
1, 1959, through June 30, 1964, pro- 
viding a weekly salary of $700 subject 
to increase the last 24% years. Upon 
termination of employment he gets 
$200 a week for the same number of 
weeks he was employed. A contem- 
plated contract will give Mr. Hyams 
$1,000 per week retroactive to Sept. 4, 
1960, and running for five years. He 
will receive $625 weekly the first 214 
years after leaving SG and $875 weekly 
for the next 2% years, the last incre- 
ment in addition to $200 per week. 

Eliot, Unger & Eliot, the tv commer- 
cials branch of SG, was acquired in 
1959. Its gross operating revenue for 
the year ended Jan. 31, 1959, was 
$2,262,808; net income that year was 
$48,418. 


CBS-TV drops western, 
plans to start another 


Two CBS-TV network western series, 
one old, one new, are headed in oppo- 
site directions. Gunslinger, a one-hour 
program, starts Thursday, Feb. 9, 9-10 
p.m. EST. Created and produced by 
Charles Marquis Warren (Gunsmoke 
and Rawhide are two of his other prod- 
ucts), the series will be filmed at MGM 
Studios with Tony Young in the title 
role. The R. J. Reynolds Tobacco Co., 
represented by William Esty Co., will 
sponsor one-half of the weekly program 
on alternate weeks. Time for the rest 
has not been sold. Gunslinger replaces 
The Witness on the network schedule. 

The other western, Wanted—Dead or 
Alive, will end its two-season network 
stay about the beginning of April. The 
show, which moved this season from 
choice Saturday evening time to the 
8:30 p.m. period on Wednesday oppo- 
site NBC-TV’s The Price Is Right, 
hasn’t achieved a satisfactory rating. 
Brown & Williamson Tobacco Corp. 
and the Kimberly-Clark Corp., spon- 
sors, plan to fill the time period with a 
new British mystery series, Danger Man. 


SEC witness arrested 


Morton Carlin, one of the primary 
witnesses against pay tv entrepreneur 
Matthew Fox at last year’s hearing at 
the Securities & Exchange Commission, 
was arrested in New York last week on 
a charge of stealing $1,327,431. 

In the hearing on Skiatron Elec- 
tronics & Television (BROADCASTING, 
Jan. 18, 1960 et seg.) Mr. Carlin had 
maintained he sold stock that Mr. Fox, 
Skiatron franchise holder, had put up 
as collateral for a loan only after Mr. 
Fox had defaulted on payments. James 
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M. Landis, attorney for Skiatron in the 
hearing, claimed the stock was offered 
to the public immediately after the loan 
was arranged and before payment was 
due. 

The charges against Mr. Carlin, New 
York financier and owner ‘of Judson 
Commercial Corp., include just such 
practices as Mr. Fox and Arthur Levey, 
Skiatron president, had said led to part 
of their trouble before the SEC at the 
time of the hearing. 

Among Mr. Carlin’s clients, accord- 
ing to SEC testimony, was Alexander L. 
Guterma, former president of MBS now 
in prison for stock fraud. 


Unions-producers talks: 
speed up in Hollywood 


Negotiations by International Alli- 
ance of Theatrical & Stage Employes 
and the basic crafts unions with the 
Assn. of Motion Picture Producers and 
the Alliance of Television Film Pro- 
ducers accelerated from afternoon to 
morning and afternoon sessions last 
week after IATSE President Richard 
Walsh arrived in Hollywood to head 
the union delegation. 

The major demand of the unions, a 
25% across-the-board increase in mini- 
mum scale, had not come up for dis- 





SURE I'M A CONSUMER, BUT... 


I Never Heard of You. 


I Never Heard of Your Product. 


I Never Heard of Your 
Company. 


I Never Heard of Your 
Reputation. 


I Never Heard what 
Your Product would 
do for me. 


I’m willing to try it 
but I never have 
heard about you. 












MORAL TO TIMEBUYERS: If you want your product known 
to consumers in the Tulsa Market, use KAKC for the most com- 
plete market penetration. KAKC is No. 1 in Tulsa and the 21 
counties of Northeastern Oklahoma. More adults (buyers) listen 
to KAKC than any other Tulsa radio station. 





Hi! I’m K. A. Casey ... here to offer advertisers the 
best buy in the Tulsa Market. Call your Adam Y oung 
representative today and see for yourself. 
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cussion as of late last week. The chief 
union argument earlier had asked for a 
cure for what they charged was the too- 
frequent practice of keeping workers on 
the sets long past the scheduled breaks 
for meals. Ignoring of mealtime breaks 
is especially prevalent among tv film 
producers, who seemingly are unde- 
terred by the present time-and-a-half 
penalty, the unions claimed. IATSE 
has proposed raising penalties to double 
time for the first half-hour’s delay and 
triple for any further delay, over and 
above regular pay for the period. 


Program notes... 


New series = A pilot of a new hour- 
long color tv series, Sebastian, will be 
filmed in February, according to Har- 
old Goldman, president, Television En- 
terprises Corp. Ted Post will produce 
and direct the pilot, written by Fred- 
erick M. Frank, with Herb Stewart in 
charge of production supervision. Di- 
mitri Tiomkin will do the musical score. 
Bill Troy will be featured in the series. 


Mr. Goldman, former executive vice 
president of National Telefilm Assoc. 
who recently joined Famous Artists 
Agency, has resigned from that com- 
pany to devote his full time to television 
enterprises for which he is now seeking 
suitable headquarters in the Los Angeles 
metropolitan area. 


Bugs, Porky & the gang = King Fea- 
tures Syndicate has been appointed 
European merchandising representative 
for Warner Brothers’ television and car- 
toon characters. The company will 
handle merchandising tie-ins in all Eu- 
ropean countries except the United 
Kingdom and Eire. Walter Tuckwell & 
Assoc., London, holds that franchise. 
Games, records, toys, premiums and 
children’s publications are included in 
the deal. 


Bureau moved = To speed coverage of 
the current crisis in Belgium, Westing- 
house Broadcasting Co. has transferred 
the London staff of its European News 
Bureau to Brussels for the duration of 


the political strife there. Rod MacLeish, 
bureau chief, is feeding news reports 
via direct line from Brussels to 11 WBC 
radio and tv stations, supplemented by 
delayed news briefs, commentary and 
film. 


Two more = The addition of two new 
stations, WDAF-TV Kansas City, Mo. 
and WBNS-TV Columbus, Ohio, in- 
creased to 60 the number of stations 
which have accepted the new tv series 
International Zone, commissioned by 
U. S. Broadcasters’ Committee for the 
United Nations. The series of 13-half- 
hour programs is hosted by Alistair 
Cooke and is produced under the super- 
vision of United Nations Television. 


Breaking the news = A new radio news- 
gathering organization has started full- 
time coverage of the New York metro- 
politan area. Jay Levy, formerly city 
editor of WADO New York, has 
launched Radio Pulsebeat News with 
headquarters at 153-27 Hillside Ave., 
Jamaica 32, N. Y. With a news crew 
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the sidelines at a fire. 


tv news director. 


director of WISN-TV Milwaukee 
(circled) is preparing to descend 
to the bottom of Little Muskego 
Lake. A trained scuba diver, Mr. 
Davenport assisted in recovering 








5 - . 
It’s not a rip ‘n’ read job anymore 

Time was when all a news direc- 
tor had to do was tear copy off the 
teletypes and maybe supervise on 
Nowadays, 
as the above pictures demonstrate, 
going where the story is can provide 
a good deal of wear and tear on a 


At right, Doug Davenport, news 


the bodies of three young girls, 
whose convertible plunged through 
thin ice while they were joyriding 
the night of Jan. 2. The car was 
upended on the lake’s bottom 25 
feet below. WISN-TV claims Mr. 
Davenport was first on the air with 
complete coverage of the tragedy 
and its aftermath. The bodies were 
recovered in sub-freezing weather. 

At left WLWD (TV) Dayton, 
Ohio, News Director Ed Hamlyn 
(foreground) with a microphone 
around his neck, is recording sound- 





on-film while floating under condi- 
tions of zero gravity. Bob Phillips, 
WLWD cameraman, was strapped 
to the floor of the jet tanker in 
which the air force was testing the 
effects of weightlessness on the hu- 


man body. “A weird experience,” 
reported Mr. Hamlyn, “It’s like 
swimming under water, but with no 
control over one’s movements.” He 
added that the conditions upset his 
stomach to the point where record- 
ing the sound-on-film was extremely 
difficult. 
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of 27 men working on a 24-hour basis, 
RPN is manning city-wide news centers 
with staff reporters, while others carry- 
ing battery-powered tape recorders 
cruise the area to gather spot news. 
RPN’s telephone: Axteil 1-4320. 


Aux armes #® United Press Movie- 
tonews, N. Y., is finishing a half-hour 
documentary, DeGaulle and the Six- 
Year War. It will be offered to tv sta- 
tions on a first-come-first-served basis. 
Both English and Spanish narrated ver- 
sions are available. 


Networks cover big 
show despite big snow 


The nation was given a vivid account 
of the Kennedy inauguration cere- 
monies in Washington Jan. 20 despite 
a severe blizzard that disrupted long- 
range planning by network crews. 

Hazardous traffic conditions, para- 
lyzed air transport and fouled-up ar- 
rangements made the coverage job more 
difficult but radio and tv managed to 
give practically normal service under 
difficult weather handicaps. 

NBC-TV provided color coverage of 
the inaugural parade and black-and- 
white versions of other developments. 
Purex Corp., through Edward H. Weiss 
Co., Chicago, sponsored coverage start- 
ing at 11 a.m. and including the in- 
augural ball. NBC News once again 
used the private news wire first em- 
ployed at the July political conventions, 
with 15 reporters covering locations and 
feeding a news desk of five. The net- 
work used a Cadillac remote car be- 
hind the President in the inaugural pro- 
cession and added a Lincoln mobile 
unit to follow the vice president. A 
candid camera was stationed in George- 
town to catch the President as he en- 
tered his home across the street. 

Chet Huntley and David Brinkley 
were key figures in the coverage but 
Mr. Brinkley had to do a solo Thurs- 
day night when his partner was lost in 
the greatest traffic jam in Washington 
history. 

CBS-TV used Paul Levitan, special 
events director, to coordinate coverage 
around the city. He was stationed at 
master control in the Raleigh Hotel on 
Pennsylvania Ave. Except for the in- 
augural address, which was on a non- 
sponsor basis, CBS-TV coverage was 
sponsored by the Savings & Loan Foun- 
dation Inc., Washington, through Mc- 
Cann-Erickson. Hanes Hosiery Mills, 
Winston-Salem, N. C., bought the in- 
augural ball coverage through J. R. 
Flanagan Adv., New York. 

ABC-TV used a new fully transistor- 
ized image orthicon camera for the 
inauguration, a portable 12-pound 
Dage-built unit assigned a position op- 
posite the White House. Some 20 
ABC-TV cameras were stationed around 
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the Capitol and along the parade route. 

Mutual scheduled seven hours of on- 
the-scene coverage, including commen- 
taries by Arlene Francis, Dorese Bell 
and Tony Marvin. 


Kennedy set for live 
‘open end’ tv conference 


The first live coverage of a presiden- 
tial news conference in history will take 
place Jan. 25 when President Kennedy 
meets correspondents in the State Dept. 
auditorium in Washington. 

While no understanding exists about 
the timing of the conference, other than 
its 6 p.m. opening, all major networks 
will pickup the pooled live coverage. 
Lewis W. Shollenberger, CBS, will pro- 
duce coverage under the network rota- 
tion plan. Two CBS cameras will feed 
all networks. The front half of the State 
Dept. auditorium was selected for the 
news conference. Two rows of seats 
were moved to accommodate 16mm 
cameras, newsreels and stills. These 
cameras will be 55 feet from President 
Kennedy. Cameras and stills also will 
be stationed in a wing on the stage to 
catch the President as he walks on stage. 

CBS is using two “Kennedy Special” 
mikes to be directed from the stage at 
reporters as they ask questions. These 
are highly directional. Available light- 
ing in the auditorium provides ample 


foot lamberts for photo pick-ups. 

The production calls for an actual 
record of what happens, with no stag- 
ing. It was not known at the weekend 
if reporters would be expected to identi- 
fy themselves when they ask questions. 
Pierre Salinger, Kennedy news secre- 
tary, had not given an official ruling. 
The auditorium will accommodate 390 
newsmen as against 280 capacity, stand- 
ing and seated, in the old Indian Treaty 
Room used by President Eisenhower. 

In his final radio-tv message to the 
nation Jan. 17, President Eisenhower 
ad libbed this statement as he began: 
“First let me express my gratitude to 
the radio and television networks for 
the opportunities to express myself dur- 
ing these past eight years and tonight.” 
During his final news conference Jan. 
18 he was asked if he had counseled 
Vice President Nixon against engaging 
in television debates. He said in reply, 
“I was not asked for any advice on 
debates.” 


Bigger things for ‘Gunsmoke’ 


CBS-TV intends to expand Gunsmoke, 
that’s been in the half-hour format on 
the network since the fall of 1955, to 
a full-hour series starting in the fall 
of 1961. As a result the program— 
currently in the 10-10:30 p.m. EST 
slot on Saturday—will lap over a half 
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hour in station option time (Saturday 
option time is 8-10:30 p.m.). Selected 
half-hour Gunsmoke episodes will be 
retitled as a series and repeated by 
CBS-TV in the Tuesday, 7:30-8 p.m. 
EST period in the fall, and will be 
available for local station sale—effect- 
ing an equal “swap” for the time the 
network receives from stations on Sat- 
urday night. 


VIOLENCE ON TV 


It’s increasing, reports 
NAFBRAT in L. A. survey 


American juveniles are being exposed 
to more crime and brutality on tele- 
vision than ever before, the National 
Assn. for Better Radio & Television 
declared last week in releasing the re- 
sults of a survey of crime and horror 
programming on the seven Los Angeles 
tv stations the week of Nov. 12-19, 
1960, before 9 p.m. 

The tabulation of crimes, NAFBRAT 
reports, included “144 murders, 143 
attempted murders, 53 ‘justifiable’ kill- 
ings, 14 cases of drugging, 12 jail 
breaks, 36 robberies, 6 thefts, 13 kid- 
nappings (one of a small boy), 6 bur- 
glaries, 7 cases of torture, 6 extortion 
cases, 5 blackmail, 11 planned murders, 
4 attempted lynchings, 1 massacre scene 
with hundreds killed, 1 mass murder of 
homesteaders, 1 planned mass murder 
by arson, 3 scenes of shooting between 
gangland posses, many killed (could 
not tabulate) and 1 other mass gun 
battle.” 

There was no difference between the 
stations subscribing to the NAB tv code 
and the non-subscribers) NAFBRAT 
States, except for KCOP (TV) which, 
says NAFBRAT, “contributed very lit- 
tle to the crime figures, showing only 
3 murders, 5 attempted murders, 3 rob- 
beries and 1 case of drugging.” 


The tabulation does not include 
crimes committed on the daytime tv 
serials or court shows, nor the com- 
mercials for motion pictures and other 
tv programs. A monitor for KABC-TV 
(owned by ABC) had this comment: 
“ABC is not only going out for vio- 
lence, it is advertising its own policy 
on all of its daytime shows, including 
the programs specifically designed for 
children. Film clips of its most violent 
nightime programs are shown at sta- 
tion breaks throughout the day... . 
If there are not many violent shows 
on a particular night, clips of programs 
on the next few days are shown. Most 
of ABC’s crime shows start with a 
‘preview scene’. . . of the most vio- 
lent action in the feature following. . . . 
In my opinion, the callousness in 
ABC’s exploitation of crime and horror 
is shocking.” 


Official, Paramount sign 
deal for ‘Eyes’ newsreels 


Official Films, New York tv distribu- 
tor, last week completed a deal with 
Paramount Pictures, New York, for the 
latter’s newsreel library which the par- 
ties claim is unprecedented in television. 
For an undisclosed sum Official acquired 
world rights to the Paramount “Eyes 
and Ears of the World” newsreel library 
of more than 10 million feet of film shot 
around the world from 1928 through 
1958. 

Seymour Reed, Official Films presi- 
dent, said his company would use the 
film for hour and half-hour tv documen- 
taries, special programs and to sell 
stock footage. He said it is the first 
time a major newsreel library has been 
assigned to exclusive television use and 
comes at a time when more public affairs 
programs are in demand. Official has 
several documentary series in more than 
100 markets now, all independently pro- 
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Here are the next 10 days of network 
color shows (all times are EST). 
NBC-TV 


Jan. 23-27, 30-Feb. 1 (6-6:30 a.m.) Con- 
— Classroom (rmodern chemistry), 
sust 

Jan. 23- 27, 30-Feb. 1 (6:30-7 a.m.) Con- 
tinental Classroom (contemporary math), 


sust. 

Jan. 23-27, ge] 1 (10:30-11 a.m.) 
Play Your Hunch, p 

Jan. 23-27, seb, , (11-11:30 a.m.) 
The Price Is Right, 

Jan. 23-27, 30-Feb. 1 ‘a2: 30-12:55 p.m.) 
It Could Be You, part. 

Jan. 23-26, 30-Feb. : (11:15-1 a.m.) The 
Jan Murray Show, part 

Jan. 23-26, 30-Feb. 1 (11:15 a.m) The 
Jack Paar Show, part. 

Jan. 25, Feb. 1 (8:30-9 p.m.) The Price 
Is Right, Lever through Ogilvy, Benson & 
Mather; Speidel through Norman, Craig & 
Kummel. 

Jan. 25, Feb. 1 (9-10 p.m.) Perry 
Como’s Kraft Music Hall, Kraft through 
J. Walter Thompson. 

Jan. 26 (9:30-10 p.m.) The Ford Show, 
Ford through J. Walter Thompson. 

Jan. 27 (9-10 p.m.) Sing Along With 
Mitch, P. Ballantine & Sons through Wil- 
liam Esty. 

Jan. 28 (10-10:30 a.m.) The Shari Lewis 
Show, Nabisco through Kenyon & Eck- 
hardt. 

Jan. 28 (10:30-11 a.m.) King Leonardo 
and His Short Subjects, General Mills 
through Dancer-Fitzgerald-Sample. 

Jan. 28 (7:30-8:30 p.m.) Bonanza, RCA 
through J. Walter Thompson. 

Jan. 29 (6-6:30 p.m.) Meet the Press, 
sust. 

- Jan. 29 (7-8 p.m.) The Shirley Temple 
Show, RCA through J. Walter Thompson, 
Beech-Nut through Young & Rubicam. 

Jan. 29 (9-10 p.m.) The Chevy Show, 
Chevrolet through Campbell-Ewald. 

Jan. 31 (9-10 p.m.) The Bobby Darin 








Show, Revion through Grey Adv. 





duced, using footage from _ various 
sources. They are the daily five-minute 
Almanac, five-minute Greatest Head- 
lines of the Century and one-minute 
Sportsfolio. 





Television coverage hits 85% in Canada 
ESTIMATED 3,793,400 TV HOMES NORTH OF THE BORDER 


Based on a sample made last fall, the 
Bureau of Broadcast Measurement, To- 
ronto, Ont., estimates that 85% of Can- 
ada’s households have television sets. 
Canada’s population total last fall was 
estimated at 17,993,900, not including 
the Yukon and Northwest Territories 
where there is no television as yet. 
‘Number of households was estimated at 
4,459,100 and number of television 
households at 3,793,400. 

BBM’s survey shows Quebec province 
with the highest percentage of television 
households—1,054,400, or 92% of the 
number of households in this bilingual 
province. Ontario has most television 


households—1,432,700, or 90%. 

Nova Scotia follows wtih 86% of all 
households having television for a total 
of 146,700; New Brunswick with 107,- 
100 has 81%; Manitoba with 180,200 
has 78%; British Columbia with 362,- 
900 has 76% ; Alberta with 262,000 has 
75%; Saskatchewan with 179,100 has 
72%; Prince Edward Island with 17,000 
has 71%; and Newfoundland with 51,- 
300 tv households has 58%. 

Among major markets, the Montreal 
metropolitan area with 455,800 tv 
households accounts for 97% of all 
households in the area; Toronto metro- 
politan area with 363,700 has 92% 


saturation; Vancouver metropolitan area 
with 212,600 has 92%; Winnipeg met- 
ropolitan area with 109,100 has 94%; 
Ottawa with 90,700 has 94%; Hamil- 
ton, Ont., with 97,100 has 97%; Ed- 
monton with 73,700 has 93%; Quebec 
City with 71,600 has 97%; Calgary, 
Alberta, with 67,300 has 94%; and 
Windsor, Ont., with 55,100 tv house- 
holds has 98% saturation. 


Baker buys Canadian Otto 


Baker Adv. Agency Ltd., Toronto, 
has bought Robert Otto & Co. (Canada) 
Ltd., Toronto in what is believed the 
first time a Canadian advertising agency 
has purchased the Canadian subsidiary 
of a U. S. agency. 

The Otto account includes Miles Lab- 
oratories and Luft-Tangee (Canada) 
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Ltd. The Otto agency has been in 
Canada for nine years. Baker is one 
of the oldest agencies in Canada, do- 
ing some $8 million in billings annually, 
and handles mainly General Foods Ltd., 
Chesebrough-Pond’s (Canada) Ltd., 
Canadian Kodak, Frigidaire Products 
of Canada, Carnation Co. Ltd., and 
Adams Brands Sales Ltd. 

W. A. Perry, vice president and 
general manager of Otto’s Toronto of- 
fice, is forming a radio production 
organization, Perrylea Productions. 


Soviets to produce more 
television sets in 1961 


Russia’s economic goals for 1961 
call for an 18% jump in television set 
sales and a 13% gain in radio receiver 
sales. This compares with a 5.8% in- 
crease contemplated for retail sales as 
a whole during the year. (Soviet tele- 
vision set production during the first 
nine months of 1960 was 1,232,000 and 
radio receiver output was 3.1 million). 

By late 1960, the USSR’s television 
transmissions covered an area inhabited 
by 75 million people. There were 94 
“powerful transmission stations” and 
“about 160 relay points.” In 1950, the 
Soviet Union had only two tv trans- 
mitters—in Moscow and Leningrad. 


META to request ch. 19 
for Toronto etv outlet 


Application for the first Canadian 
educational television station will be 
made next month by the Metropolitan 
Education Television Assn., a group of 
metropolitan Toronto boards of educa- 
tion, the U. of Toronto and cultural 
organizations. 

So. announced Dr. Andrew Stewart, 
Board of Broadcast Governors chair- 
man, Jan. 14. He said META is ap- 
plying for ch. 19 and he thinks it likely 
the application will be recommended 
by the BBG to the Dept. of Transport 
at Ottawa. 

Dr. Stewart said BBG regulations do 
not provide for strictly educational tele- 
vision stations. Citing the possibility 
of administrative difficulties for certain 
educational subjects, he mentioned a 
hypothetical case of a literature course 
by the U. of Toronto which might in- 
clude a discussion of the works by 
D. H. Lawrence. 

“The contents of the course might 
be considered as offending good taste 
or more specifically might involve a 
breach of regulations prohibiting the 
use of indecent, obscene or profane 
language,” the BBG chairman said. 

He said consideration will have to 
be given to specific regulations to be 
applied to educational television that 
would avoid encroachment on an insti- 
tution’s right to control the content of 
formal educational broadcasts. 
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Minnesota Mining & Manufacturing 
of Canada Ltd. has made a grant of 
$10,000 worth of video. tape to META 
to assist in production of educational 
television programs, Dr. D. C. Williams, 
META president, announces. 


Set maker gives reason 
for no Canadian color tv 


The introduction of color television 
into Canada is being stymied by a lack 
of French-language color programs. Ac- 
cording to Carl A. Pollock, president 
of Dominion Electrohome Industries 
Ltd., Kitchener, Ont., the Canadian 
Broadcasting Corp. would like to begin 
color programming. The CBC could 
import U.S. color shows, but it would 
be required to program an equal amount 
of color programs for its French speak- 
ing audience in Quebec and other Ca- 
nadian provinces. Since no French- 
language color programs are available 
from outside sources, CBC would have 
to produce its own French color shows. 
According to Mr. Pollock, the CBC 
does not have funds to do this. This 
is the reason, he says, that no television 
station in Canada, either CBC or inde- 
pendently owned, is licensed to color- 
cast. 

A small number of RCA color re- 
reivers have been sold in southern Ca- 
nadian areas where color programs can 


be received from U.S. stations. Mr. 
Pollock reports that his company, which 
manufactures tv, radio and recording 
equipment, uses RCA chassis in its 
custom-built color receivers and hi-fi 
combinations. 

The Electronics Industries Assn. of 
Canada has presented several briefs to 
the Canadian Board of Broadcast Gov- 
ernors and the Canadian government 
urging that independent Canadian sta- 
tions be licensed for color so color re- 
ceivers can be produced in Canada. 


Abroad in brief... 


Radio-tv sales = Radio and television 
receiver sales were down for the first 
11 months of 1960 according to the re- 
port of the Electronics Industries Assn. 
of Canada. Radio receiver sales totalled 
477,647 units in the January-November 
1960 period as against 550,683 in the 
comparable 1959 period. Television re- 
ceiver sales for the same time were 
311,380 in 1960 and 373,757 in 1959. 
Most sets were sold in the province of 
Ontario which accounted for 114,499 
tv receivers and 222,200 radio sets. 
Quebec province was second with 
81,040 tv and 115,644 radio sets. 


Representative = CFCJ-TV Port Ar- 
thur, Ont., has appointed Television 
Representatives Ltd., Toronto, as ex- 
clusive representatives. 





FORT WORTH?> SPOKANE? 
a NORFOLK? = —_— 





THIS IS “KNOE-LAND” 


Noiinieie industrial, progressive North Louisiana, South Arkansas, 


West Mississippi) 


JUST LOOK AT THIS MARKET DATA 


Population 1,520,100 
Households 423,600 
Consumer Spendable Income 
$1,761,169,000 
Food Sales $ 300,486,000 


Drug Sales $ 40,355,000 
Automotive Sales $ 299,539,000 
General Merchandise $ 148,789,000 
Total Retail Sales $1,286,255,000 


KNOE-TV AVERAGES 79.1% SHARE OF AUDIENCE 
According to March 1960 ARB we average 79.1% share of audience from 


9 a.m. to midnight, 7 days a week. 


KNOE*TY 


Channel 8 
Monroe, Louisiana 


CBS e ABC 
A James A. Noe Station 
Represented by 
H-R Television, Inc. 


Phote: Aerial view of prosperous El Dorado, Arkansas, located in the rich oil area, 
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BROADCAST ADVERTISING 


Greene Fenley Ill, copy supervisor 
at Dancer-Fitzgerald-Sample, N. Y., ap- 
pointed vp. 


Nathan Schiller, director of test 
audit division at Audits & Surveys Co., 
N. Y., elected vp. 


James J. Cochran appointed vp and 
manager of New York office of Ketch- 
um, MacLeod & Grove, succeeding 
Marshall Clark. He formerly was vp 
and director of The Kudner Agency, 
that city. 


Stephen Davis, at one time director 
of network and station promotion at 
Young & Rubicam, N. Y., named vp 
of Barkas & Shalit Inc., pr firm. 


Alfred S. Moss, 
formerly senior vp 
and manager of N. Y. 
office of Don Kemper 
& Co., joins Kastor 
Hilton Chesley Clif- 
ford & Atherton, that 
city, as senior vp. Mr. 
Moss was at one time 
president of Williams 
Adv. Agency, N. Y., which merged 
with Kemper in 1959. 





Mr. Moss 
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6912 Hollywood Bivd., 
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FATES & FORTUNES 





Mr. Leonard Mr. Roberts 


John H. Leonard and Herbert R. 
Roberts elected vps of BBDO, N. Y. 
Mr. Leonard, account group head, 
joined BBDO in 1950 as copywriter. 
He moved into client contact four years 
later and was named group head last 
year. Mr. Roberts came to BBDO in 
1954 as drug marketing specialist. Fol- 
lowing year, he transferred into client 
contact where he served for five years 
as account executive and group head. 
He returned to marketing department 
in 1959, and was appointed department 
manager last year. 


William F. Allison and Irving Miller 
elected vps at Ketchum, MacLeod & 
Grove, Pittsburgh. Both are account 
supervisors. 


Fred Dixon and Gordon Dille, form- 
erly of William Esty Co., N. Y., join 
J. M. Mathes Inc., that city, as account 
executive and pr staff executive, re- 
spectively. 


William Zarkades, formerly head of 
own advertising agency, appointed head 
of new Seattle, Wash., office of Doyle 
Dane Bernbach. 


Norman K. Saxer Jr. joins creative- 
contact department of Gardner Adv., 
St. Louis, as executive. 


Carleton Spier, vp, 
director and copy su- 
pervisor at BBDO, 
N. Y., retires after 43 
years with firm and 
its predecessor, George 
Batten Co. Mr. Spier, 
who joined Batten Co. 
in 1917 as member of — 
art department, wrote Mr. Spier 
Christmas ad in 1940 for Hamilton 
watches, that was later to be included 
in published anthology of “100 greatest 


Edward L. Schrauth Jr., formerly vp 
in charge of sales and advertising, Bor- 
den Co., N. Y., named executive vp of 
company’s northeast fluid milk and ice 
cream division. 


Klaus Werner, on research staff at 
Doherty, Clifford, Steers & Shenfield, 
N. Y., appointed commercial produc- 
tion assistant in tv programming and 
production department. 








Duane C. Bogie, account executive 
at Foote, Cone & Belding, Chicago, ap- 
pointed associate director of broadcast- 
ing. He has been with FC&B for 10 
years. 


Robert B. Byron named account su- 
pervisor in Chicago office of Young & 
Rubicam. He has been with Y&R for 
14 years, serving as director of media 
relations since 1956. 


THE MEDIA 


Sherod F. Rouser, sales manager of 
WLOD Fort Lauderdale, Fla., pro- 
moted to general manager. John F, 
Ward, account executive, succeeds Mr. 
Rouser as sales manager. 


Robert S. Buchan- 
an appointed general 
sales manager of 
WJW-TV Cleveland, 
succeeding Frank Bar- 
ron who moved to 
Storer Sales Organi- 
tion (WEEK’s HEap- 
LINERS, Jan. 16). Mr. 
Buchanan, formerly 


i" 
Mr. Buchanan 


national sales manager of WJBK-TV 
Detroit, will assume his new post effec- 


tive Feb. 1. Both stations are part of 
Storer organization. 


Bill Lyde, formerly account execu- 
tive at WSLS-TV Roanoke, to WXEX- 
TV Richmond-Petersburg, both Vir- 
ginia, in similar capacity. 


Irwin Rosten, news and documen- 
tary writer-producer at KNXT (TV) 
Los Angeles, joins KTLA (TV), that 
city, as writer-producer of public inter- 
est programs. 


Wallace J. Jorgen- 
son appointed manag- 
ing director of WBTV 
(TV) Charlotte, N.C., 
succeeding Kenneth 
l. Tredwell Jr., who 
leaves broadcasting 
to enter banking there. 
Mr. Jorgenson was as- 
sistant managing di- 
rector for WBTV. 
Prior to that, he was general sales man- 
ager of WBT, radio arm of WBTV. 


Mr. Jorgenson 


Barry Winton, formerly of ABC 
Films, joins Richard H. Ullman Inc., 
Baltimore, as southeastern regional sales 
manager. 


Sidney E. Smith appointed local 
sales manager of Dallas office of WT VT 
(TV) Ft. Worth, Tex. He formerly was 
on local sales staff of KPTV (TV) 
Portland, Ore. 


Jack Stubbs, formerly with KCOK 
Tulare, to KFRE-TV Fresno, both Cali- 
fornia, as account executive. 
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Hill W. Hastings, formerly of Rem- 
ington Rand Systems Div., N. Y., joins 
Radio Advertising Bureau, that city, as 
promotion manager. 


James Jarvis, formerly of The Katz 
Agency, Chicago, joins CBS-TV Spot 
Sales, that city, as account executive. 


Paul E. Freygang appointed general 
manager of KRSD-AM-TV Rapid City 
and KDJS-TV Lead, both South 
Dakota. 


John B. Garfield, local sales manager 
of WJW-TV Cleveland, resigns. 


W. B. Steis, general manager of 
WJER Dover and WAND Canton, both 
Ohio, asumes managership of WKJF- 
FM Pittsburgh. 


Gerald L. Atkin and Donald C. 
Bowen appointed to New York sales 
staff of Petry Television. Mr. Atkin 
previously was eastern sales manager 
at Headley-Reed Tv and account exec- 
utive at WABC-TV New York. Mr. 
Bowen was account executive, KDKA- 
TV Pittsburgh, after serving WXIX 
(TV) Milwaukee as merchandising di- 
rector. In 1959, he joined WCBS-TV 
New York, as manager of research and 
sales promotion. 


Henry H. Franz, 
sales manager of 
WFBM Indianapolis, 
promoted to station 
manager and director 
of sales. He joined 
station’s sales staff in 
1955 and was named 
local sales manager 
in 1959. 


John M. Keys, advertising director of 
WNBQ (TV) and WMAQ Chicago, 
promoted to manager of WMAQ. Chet 
Campbell, publicity manager of stations, 
succeeds Mr. Keys. Dan Anderson 
named manager of press, reporting to 
Mr. Campbell. 


Jerry Weaver, formerly with KCBS 
San Francisco, to KIST Santa Barbara, 





Mr. Franz 
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Calif., as sports editor and air person- 
ality. 


Don Owens, professional football 
player with St. Louis Cardinals, joins 
KTVI (TV), that city, as sports direc- 
tor. 


Paul E. Mills, former manager of 
WBZ Boston and WJW Cleveland, 
named president and general manager 
of Shore-Side Club, Everett, Mass. 


PROGRAMMING 


C. Wylie Calder ap- 
pointed sales director 
of Columbia Films, 
Columbia, S.C. Form- 
erly he was south- 
eastern sales _repre- 
sentative for NBC-TV 
Films, New York. 

ines Mr. Calder, in broad- 
Mr. Calder casting for nearly 20 
years, began his career as announcer- 
copywriter at WCSC, Charleston, S. C. 


Kent Paterson, formerly of sales di- 
visions of NBC and CBS, joins Depicto 
Films Corp., N. Y., as account execu- 
tive. 


Jack Goodford, director at Elektra 
Film Productions Inc., N. Y., named 
vp. 

Henry Traiman joins ARTS (Adver- 
tising, Radio & Television Services 
Inc.), N. Y., as vp. Mr. Traiman, who 
was formerly with Robert Lawrence 
Productions, that city, as vp in charge 
of editorial operations, will also be vp 
and executive producer of Gerald Pro- 
ductions Inc., production division of 
ARTS. 


Charles Luftig resigns as business 
administrator for Red Skelton, execu- 
tive producer of The Red Skelton Show 
and executive vp of Sursum Corp., Val 
Ritchie Corp. and S&L Research Labs. 
Edward M. Hillie, general manager of 
Skelton Studios, succeeds Mr. Luftig. 


Norman Katz, director of foreign op- 
erations at United Artists Assoc., N. Y., 
named vp in charge of foreign opera- 
tions, Television Industries, that city. 


Rolland Brooks, art director of The 
Untouchables at Desilu, named super- 
vising art director on all Desilu produc- 
tions. 


EQUIPMENT & ENGINEERING 


Douglas C. Lynch, 
vp and managing di- 
rector at RCA Inter- 
national, named to 
take on additional re- 
sponsibility of direc- 
tion of RCA Victor 
q Co., Ltd., RCA’s Ca- 
= nadian subsidiary. Mr. 
Mr. Lynch Lynch, who tel 
ed to his post in 1959, will now have 








“MONTANA’S 
Favorite 
Salesman” 














SELL 
60,300 TV HOMES at less than 
$1.00 per 1,000 TV HOMES! 


Seven Cities & 13 Counties enjoy 
KMSO-TV’s Fine Lineup of CBS, 
ABC & NBC Programming. 


e MISSOULA 
e BUTTE e HELENA 
e ANACONDA  e DEER LODGE 


e HAMILTON e KALISPELL 
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four functions under his direction, aside 
from Canadian assignment: marketing 
of all RCA products overseas; direction 
of RCA foreign subsidiaries; direction 
of RCA licensing operations and tech- 
nical assistance to licensees, and direc- 
tion of RCA’s electronic development 
program in southern Italy. 


Robert V. Jordan, sales engineer, 
equipment department at Sylvania Elec- 
tric Products Inc., Teterboro, N. J., 
named product manager of microwave 
devices. William J. Peterson, who was 
supervisor of entertainment equipment 
sales, midwestern region, becomes prod- 
uct manager for receiving tubes and 
cathode ray tubes. 


Louis E. Risner appointed sales engi- 
neer, semiconductors, for west coast 
area for CBS Electronics, Danvers, 
Mass. 


Marvin Blumberg becomes partner 
in A. D. Ring & Assoc., Washington 
Consulting Radio Engineer firm. He 
joined firm in 1951. 


INTERNATIONAL 


John A. McDougald, Toronto finan- 
cier, to board chairman of CJAD Mon- 
treal, recently purchased by Standard 
Radio Ltd., Toronto, owners of CFRB 
Toronto. W. C. Thornton Cran, presi- 
dent of CFRB to similar position at 
CJAD, and J. Arthur Dupont, former 
president of CJAD, which he founded, 
named director and consultant. 


William Ross, formerly of Stanfield, 
Johnson & Hill, Toronto, to senior ra- 
dio-tv producer of Baker Adv. Agency 
Ltd., that city. 


Roy Shields joins CHUM Toronto, 
as first tv critic on Canadian radio sta- 
tion. Shields does four reports on tv 
daily. 


W. B. Plaunt appointed president of 
CKSO Sudbury, Ont., succeeding W. J. 
Woodill. J. M. Cooper named vp; J. T. 
Miller, executive vp; Ralph Connor, 
manager; and R. G. Nelson, secretary- 
treasurer. W. J. Woodill, who retires 





Election of Lou Faust, Charles 
Fritz, Heber Smith (standing | to r) 
and Ed Whitley (seated left) as vps 
of John Blair & Co., radio station 
representative, is being announced 
today (Jan. 23). Together with 
Thomas C. Harrison, vp and man- 
ager of Blair’s Chicago office (seated 
right), the new vps will constitute 
the new sales management board of 
the radio organization. 

Mr. Faust has been with Blair’s 
New York staff since January 1954 








Management board at John Blair & Co. 


and previously had been with H-R 
Representatives. Mr. Whitley has 
been in the company’s New York 
office since 1951 and earlier had 
been with the media department of 
Sullivan, Stauffer, Colwell & Bayles, 
New York. Mr. Smith has served 
Blair in San Francisco since 1953 
and earlier he headed NBC Spot 
Sales’ office there. Mr. Fritz has 
been with Blair’s Detroit office since 
1953 and earlier had been with the 
Katz Agency and WWJ Detroit. 








after 25 years with CKSO, remains as 
a director and consultant. 


B. A. Martin, for past year national 








MORE 
LISTENERS 
PER 
DOLLAR 
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THE NEW LEADER IN LOS ANGELES RADIO 


DIAL 1110 - 50,000 WATTS 


REPRESENTED NATIONALLY BY DONALD COOKE INC. 
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sales supervisor of CFCF Montreal, re- 
turns to All-Canada Radio & Television 
Ltd., Toronto, as sales representative 
for 29 radio stations represented by 
firm. 


ALLIED FIELDS 


Dr. Frank Millman, former research 
director at Institute for Motivational 
Research, N. Y., joins Motivation Dy- 
namics Inc., Mohegan Lake, N. Y., as 
research coordinator. 


DEATHS 


Leroy A. Andrews, 42, Western Div., 
manager of Philco Corp., died Jan. 11, 
following brief illness. He was with 
firm since 1946. 


Russell M. Hunt, 51, sales manager 
of WAYS Charlotte, N. C., died Jan. 
6 in that city. 
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Tv to get mechanical man 
to promote ‘Flintstones’ 


A newcomer to the Hanna-Barbera 
stable of cartoon talent distributed by 
Screen Gems is ready to hit the per- 
sonal-appearance trail. Fred Flintstone, 
who this season debuted with his wife 
in The Flintstones (ABC-TV, Fri., 
8:30-9 p.m. EST), is ready to follow 
the promotional route pioneered by 
the syndicated Huckleberry Hound, fol- 
lowed by Yogi Bear, Baba Louie and 
others. 

How to mount the Flintstone act 
posed some problems, though. Cos- 
tumed people customarily portray the 
cartoon animals in local appearances, 
but it didn’t seem right to Ed Justin, 
merchandising manager of Screen Gems, 
to costume a real man to play a car- 
tooned one. So he has come up with 
a mechanical man to do the Fred Flint- 
stone bit around the country. 

It is the cheapest act yet. A station 
has only to assign an announcer to ask 
questions, plug in Fred and let him 
talk. The other cartoon acts all require 
actors to fill animal suits. This one 
will be performed by an animated poly- 
ethylene statue executed by Silvestri 
Art Manufacturing Co. of Chicago, 
which has created similar representa- 
tions of Screen Gems cartoon folk for 
department store displays. Recorded 
dialog for Fred Flintstone activates me- 
chanical muscles, so the five-foot “per- 
sonality” can do his own lip-sync act, 
including an original song to wind up 
the bit, “Abba Dabba Do,” based upon 
a favorite exclamation of the caveman 
character. 

The act has been offered all ABC-TV 
affiliates. Thirty-five accepted immedi- 


FANFARE 





ately and the syndicator expects to hear 
from more. First stop on the national 
tour will be WBKB (TV) Chicago 
sometime next month when the “talent” 
is ready. Department-store bookings 
will follow later in the year after a new 
line of Flintstone toy merchandise de- 
buts next March at the Toy Fair in 
New York. 


A Shakespeare series on tv 


Standard Oil Co. (New Jersey) has 
started a television series, presenting 
the five “King” plays of William Shake- 
speare in 15 broadcasts. Titled An Age 
of Kings, the British produced series 
chronicles the rise and fall of seven 
English monarchs from 1399 to 1483, 
using the same actors as the same char- 
acters in succesive plays. 

To help viewers follow the action, 
the sponsor has published a brochure 
outlining the play’s plots. 

The series is being aired on WNEW- 
TV New York and WTTG (TV) Wash- 
ington. Each week’s play is presented 
originally on a week-night (Tuesday, 
8 p.m., New York; Friday, 8 p.m., 
Washington) and is repeated the fol- 
lowing Sunday evening (10 p.m., New 
York; 9 p.m. Washington). 


One to a customer 


They were selling money at bargain 
rates in Atlanta, Ga., last week. WQXI 
that city, was recently purchased by 
Esquire Inc. To herald the change in 
ownership, the station sold silver dol- 
lars for 79 cents each. Four “Dough 
Girls” handled the money changing op- 
eration on Atlanta streets. 

The asking price for WQXI’s mer- 
chandise was determined by the sta- 





Two college students were wined, 
dined and honored last week by ABC 
Radio for best answering that net- 
work’s question, “What do you most 
want the U. S. to do at home and 
abroad in 1961?” 

The youngsters, Susan Higgin- 
botham of Mt. Holyoke (Mass.) 
College and Andrew Barr of Arling- 
ton (Tex.) State College, won the 
“ABC Radio Network-Edward P. 
Morgan College Essay Contest” over 
800 other applicants from all 50 
states. Entries in the competition, 
which opened Dec. 5 and closed 
Dec. 28, were judged by four sep- 
arate panels of judges before a fifth 
group of educators and journalists 
selected the two winners. 

Miss Higginbotham and Mr. Barr 
arrived in New York last Wednes- 





Essay winners wined, dined and honored 


day (Jan. 18) to be guests at an 
ABC luncheon hosted by AB-PT 
President Leonard H. Goldenson and 
Robert R. Pauley, radio network 
vice president. While in that city, 
the two students visited the United 
Nations, recorded a program for 
UN Radio and attended a Broadway 
show. The next day, they proceeded 
to Washington to lunch with their 
senators and representatives, and to 
talk to George Meaney, president of 
the AFL-CIO. Mr. Goldenson and 
ABC News commentator Edward P. 
Morgan hosted a reception in the 
students “honor at the Broadcasters’ 
Club in Washington Jan. 19. Friday 
(Jan. 20), the contest winners par- 
ticipated with ABC News corres- 
pondents in covering the presidential 
inauguration, parade and ball. 





Continental'a 
TYPE 314D 
1 KW AM TRANSMITTER 


COMPLETELY SHIELDED 
RF COMPONENTS 





Maximum accessibility with front and rear 
doors. RF Components are completely 
shielded in aluminum enclosure. Built-in 
phantom antenna and transmission line 
RF ammeter. 


write for details and competitive pricing 


MANUFACTURING COMPANY 
4212 South Buckner Bivd. Dallas 27, Texas 
BOM sussioiary OF LING-TEMco ELECTRONICS, INC. 
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HOW WOULD YOU INVEST 


*6. 000? 


Let’s say you have the problem of find- 
ing the best way to invest $6,000 (nice 
problem)! How would you do it? Perhaps 
you would like the safety of bonds, or 
perhaps you feel that you have enough 
knowledge of the market to try common 
stocks. Then again, your choice might be 
a small (very small) piece of real estate. 
Think it over ... it isn’t easy to decide, 
especially if you really could use the ex- 
tra income from your investment. 


If you ever do have such a problem, we'd 
like to show you how hundreds of busi- 
nessmen from coast to coast have in- 
vested $6,000 cash and have experienced 
an average return of over $100 A WEEK 
on their investment. No gimmicks. . . 
just a sound business investment in a 
neighborhood coin-operated ECON-O- 
WASH laundry. An unattended fran- 
chised ECON-O-WASH laundry takes up 
so little of your time that there’s no 
thought of leaving your present job, so 
that $100.00 a week is extra income. With 
no obligation, send for our free booklet. 
It gives the fascinating ECON-O-WASH 
story in greater detail, and may show 
you the way to the most solid investment 
you will ever make. 


BOOKLET BR-123, SMALL EQUIPMENT SALES 


AMERICAN LAUNDRY MACHINERY IND. 
C'NCINNATI 12, OHIO 


SE-280 
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WORLD LEADER 

IN FM BROADCAST 
TRANSMITTERS 
OFFERS YOU... 





ITA FM 1000 B 


@ A FULL LINE OF EQUIPMENT 


transmitters from 10 W to 50 KW are available. 


@ ON SITE INSTALLATION SERVICE 


on a “‘no e’’ basis our project engineers 
supervise the installation and ts tune-up of each ITA 
transmitter at the site of the installation. 


@ PROMPT DELIVERY 





shi of sep TEASE Cansaiiter can bo msde 
in 30 days or less. 


OUTSTANDING VALUE 


INDUSTRIAL TRANSMITTERS 
AND ANTENNAS, INC 


LANSDOWNE, PA. —- PHONE: CL 9-8200 
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tion’s 790 kc location on radio dials. 
Buyers were limited to “one to a 
customer.” 


Drumbeats... 


‘Count-Down’ starts = WBZ-TV Boston 
last week started its third annual “Sci- 
ence Count-Down 1961,” a state-wide 
science quiz for more than 60,000 
eighth grade students in Massachusetts. 
Sponsored jointly by the Westinghouse 
Broadcasting tv station and Lowell 
Technological Institute, the quiz will 
conclude in May with the selection of 
the state’s leading junior scientist, who 
will receive a scholarship to Lowell 
Tech. Preliminary science bees began 
Jan. 19 in public, parochial and private 


schools. The four top scorers in each 
county will compete in 14 weekly county 
championships televised live on WBZ- 
TV beginning in the latter part of Feb- 
ruary. County winners will compete in 
the grand finals next spring. 


Shoppers’ Aid = Shoppers, like horse 
players, are always looking for tips and 
WLIB New York is helping to oblige 
them. The station presented New York 
City Dept. of Markets Commissioner 
Anthony Masciarelli in a 15-minute 
broadcast devoted to providing listeners 
with an up-to-date survey of best food 
buys. The commissioner will appear as 
a regular feature of the At Home With 
Betty Frank show, a daily WLIB pro- 
gram (2:45-3:00 p.m.). 








What happens when a contest win- 
ner suddenly falls temporary heiress 
to a priceless gem? 

Broadcaster Gordon McLendon 
decided to find out. To do so, he 
arranged to borrow one of the prize 
possessions of the Kazanjian Foun- 
dation—the 227 carat “Star of 
Anakie” which is purported to be the 
world’s second largest perfect star 
sapphire. 

Mr. McLendon promptly hung the 
gem on the neck of a contest winner 
from his San Francisco station, 
KABL. During the six days that 
followed, McLendon’s “Six-Day Cin- 
derella,” soon learned that a lack of 
privacy is the penalty of fortune— 
even the temporary kind. Shadow- 
ing her movements continuously was 
an armed and uniformed Burns de- 
ya outside the shower, 





‘Six-day Cinderellas’ wear priceless gem 













| ‘Cinderella’ at the Cotton Bowl 


hovering at mealtime and even blot- 
ing out the light of a full San Fran- 
cisco moon. 

A Brinks armored car was as fa- 
miliar in the neighborhood as the 
morning milk truck. And, any smile 
from a stranger seemed to “Cinderel- 
la” to be the first possible overture 
of an international jewel thief. 

Reaction to the “gem gimmick” 
caused Mr. McLendon to pack the 
jewel off to Dallas and his station 
there, KLIF. 

The Dallas response was even 
greater than in San Francisco. “Cin- 
derella, Texas Style” wore the gem 
to the New Year’s Cotton Bowl 
Game on the final day of her week. 

The “Star of Anakie” is now safe- 
ly back with its owners and Gordon 
McLendon is wondering what he can 
do for an encore. 


a oe ‘ 
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FOR THE RECORD 








STATION AUTHORIZATIONS, APPLICATIONS 


As compiled by BRoADCASTING: Jan 12 
through Jan. 18. Includes data on new 
stations, changes in existing stations, 
ownership changes, hearing cases, rules 
& standards changes, routine roundup. 


Abbreviations: DA—directional antenna. cp 
construction permit. ERP—effective radiated 

wer vhf—very high frequency. uhf— 
ultra high frequency. ant.—antenna. aur.— 
aural. vis.—visual. kw—kilowatts. w—watts 
me—megacycles. D—day. N—night. LS— 
local sunset. mod.—modification. trans.— 
transmitter. unl.—unlimited hours. kc—kilo- 
cycles. SCA—subsidiary communications 
authorization. SSA—special service authori- 
zation. STA—special temporary authoriza- 
tion. SH—specified hours. *—educational. 
Ann.—Announced. 


Existing tv stations 


APPLICATIONS 


WSLA-TV Selma, Ala.—Mod. of cp to 
change ERP from 2.69 kw to 3.16 kw, in- 
crease in ant. height above average terrain 
from 360 ft. to 1393 ft. and new location for 
trans. site. Filed Nov. 4, 1960. 


New am stations 


ACTION BY FCC 


Beverly, Mass.—United Bestg. Inc. Granted 
= ke, 500 w D. P.O. address 126 Dartmouth 
Boston, Mass. Estimated construction 
oF $24,413, first year operating cost $36,000, 
revenue $48 000. Principals include (17% 
each) : John MacLellan, Richard O’Connor 
and Richard Colten. Also (1214% each)- 
Joseph Rothberg, Edward Modiste, Harry 
Slabin and Irving Kadesh. Mr. MacLellan is 
announcer WCOP Boston. Mr. O’Conner is 
news director WFLY Troy, N.Y. Mr. Colten 
isemploye of closed circuit tv network. Mr. 
Modiste is attorney. Mr. Kadesh is in jewel- 
ry business. Ann. Jan. 18. 


APPLICATIONS 


Robstown, Tex.—George L. Gossage. 1510 

ke, 500 w D. P.O. address 103 S. 4th St. 
Estimated construction cost $13,665, first year 
operation cost $30,000, revenue $35,000. Dr. 
ae sole owner, is chiropractor. Ann. 
an. 16. 

Saltville, Va.—Saltville Bestg. Corp. 1330 
ke, 1 kw D. P.O. address 3 West Main St. 
Estimated construction cost $22,924, first year 
operation cost $36,000, revenue $40,000, Prin- 
cipals include Mountain Empire Bestg. 
Corp., 81.64%, William J. Totten, 8.24, Char- 
les E. Wiley Jr. and S. Lewis Jones, 3.34, 
Robert and Stella Wolfenden, 1.67 each. 
Mountain Empire Bestg. Co. owns WMEV 
Marion, Va. Mr. Totten owns store. Mr. 
Wiley owns home furnishing company. Mr. 
Jones owns publishing firm. Mr. Wolfenden 
is president of Mountain Empire. Mrs. Wol- 
fenden is employe of WMEV. Ann. Jan. 17. 


Existing am stations 


APPLICATIONS 


-WCMI Ashland, Ky.—Cp to increase day- 
time power from 250 w to 1 kw and install 
new trans. (1340kc). Ann. Jan. 16. 

WDEA Ellsworth, Me.—Cp to change fre- 
quency from 1350 to 1370 kc, increase power 
from 1 ke to 5 kw and install new trans. 
Ann. Jan. 13. 

WCER Charlotte, Mich—Cp to increase 
Power from 1 kw to 5 kw and install new 
trans. (1390kc). Ann. Jan. 17. 

WCCW Traverse City, Mich—Cp to in- 
crease power from 1 kw to 5 kw ane install 
hew trans. (1310kc). Ann. Jan. 17. 

WHUC Hudson, N. ¥.—Cp to increase day- 
time power from 250 w to 1 kw and install 
new trans. (1230kc). Ann. Jan. 16. 

WCNC Elizabeth City, N. C.—Cp to in- 
crease daytime power from 250 w to 1 kw. 
Ann. Jan. 16. 


New fm stations 


APPLICATIONS 


Waldorf, Md.—Dorlen Bestrs. Inc. 104.1 mc, 
kw. Ant. height above average terrain 
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166 ft. P.O. address Box 401. Estimated con- 
struction cost $21,816, first year operation 
cost $16,000, revenue $30,000. Principals in- 
clude Edward and Rita Lenaway, 50%, and 
John R. Dorsey Jr., 50%. Mr. Lenaway is 
employe of WPTX Lexington Park, Md. Mrs. 
Lenaway is social worker. Mr. Dorsey is em- 
ploye of WDON Wheaton, Md. Ann. Jan. 6. 

Grand Rapids, Mich.—Aquinas Bestg. So- 
ciety of Roman Catholic Diocese of Grand 
Rapids. 98.7 mc, 59.75 kw. Ant. height above 
average terrain 151 ft. P.O. address 1607 
Robinson Rd. Estimated construction cost 
$38,010, first year operation cost $13,434, 
revenue $14,100. Non-commercial educational 
station. Ann. Jan. 17. 

Kent, Ohio—Kent-Ravenna Bestg. Co. 100.1 
me, 770 w. Ant. height above average ter- 
rain 305.1 ft. P.O. address 517 Edgewood 
Dr. Estimated construction cost $19,568. 
Kent-Ravenna is headed by Robert C. Dix, 
president. Ann. Jan. 17. 

Tiffin, Ohio_WTTF Inc 103.7 me, 3.81 kw. 
Ant. height above average terrain 124 ft. 
P.O. address 112 E. Market St. Estimated 
construction cost $11,280, first year operation 
cost $2,500, revenue $5,200. Fm applicant will 
duplicate WTTF Tiffin. Ann. Jan. 16. 

Zanesville, Ohio—Southeastern Ohio Bestg. 
Inc, 102.5 mc, 15.2 kw. Ant. height above 
average terrain 492.4 ft. P.O. address 4852 
N. Fifth St. Estimated construction cost 
$25,400, first year operation cost $2,500, rev- 
enue $5,000. Fm eo gc al Shes duplicate 
WHIZ Zanesville. Ann. Jan. 

Big Spring, Tex.—Anca Beste. Co. 95.3 mc, 
250 w kw. Ant. height above average terrain 
29 ft. P.O. address Box 907. Estimated con- 
struction cost $7,650, first year operation cost 
$12,000, revenue $16,000. Principals include 
J. A. Caddell and D. T. Anderson, equal 
partners. Mr. Caddell is employe of com- 
pany that retails marine equipment. Mr. 
Anderson owns company that manufactures 
telemetric equipment. Ann. Jan. 5. 

Racine, Wis.—Lakeshore Bestg. Corp. 92.1 
me, 1 kw. Ant. height above average terrain 
190 ft. P.O. address 1311 S Main St., Racine, 
Wis. Estimated construction cost $30,300, first 
year operation cost $19,500, revenue $25,000. 
Principals include Jerame P. Feeney, 65%, 
Mary K. Feeney, 30% (husband and wife), 
Rex Capwell, 5%. Mr. Feeney is employe of 
WRJN Racine, Wis. Mr. Capwell is attorney. 
Ann. Jan. 16. 


Ownership changes 


APPLICATIONS 


KZON Tolleson, Ariz.—Seeks assignment 
of license from E. O. Smith, sole owner to 
Glendale Bestg. Co. Transfer of 50% interest 
to William and Evelyn Ledbetter, and 50% 
interest to be jointly owned by E. O. and 
Thelma Smith. Agreement is merger of two 
competing applicants for new standard sta- 
tion construction permit on 1190 ke at 
Tolleson, Arizona. Ann, Jan. 13. 

KGST Fresno, Calif.—Seeks involuntary 
assignment of license from Juan Mercado, 
deceased, to J. J. Nagel, executor of estate 
of Juan Mercado. Ann. Jan. 17. t 

KGBS Los Angeles, WWVA-AM-FM 
Wheeling, W. Va.. WGBS-AM-FM Miami, 
WJIBK-AM-FM-TV Detroit, WJW-AM-FM- 
TV Cleveland, WSPD-AM-FM-TV Toledo, 


Ohio, WIBG-AM-FM Philadelphia, and 
WAGA-TV Atlanta—Seek transfer of con- 
trol through sale of stock of parent corpor- 
ation, Storer Bestg. Co. by George B. Storer. 
He will relinquish majority control (presently 
owns 52.128%) by converting 263,000 shares 
of Class B stock into common stock for 
general sale to public, giving him 43.52% in- 
terest. Mr. Storer will retain working con- 
trol. Ann. Jan. 17. 

KTWL Golden, Colo.—Seeks assignment of 
license from George I. Norman Jr. and 
Philip B. Rosenthal d/b as Norman Bestg. 
to Norman-Downbeat Bestg. Inc. Change to 
corporate form of business with no financial 
consideration involved. Ann. Jan. 17. 

WFAB South Miami, Fla.—Seeks transfer 
of control of WFAB Inc. Transfer of 60% 
interest from United Bestg. Co. of Eastern 
Virginia Inc. to United Bestg. Co. of Western 
Maryland Inc. with no ss considera- 
tion involved. Ann Dec. 30, 

KWIK Pocatello, 1dsho- Seeks ‘transfer of 
control of Pocatello Radio Inc. Harlan E. 
Miles and William T. Woods will sell 75% 
interest to John W. Lewis and Marvin M. 
Mollring, 37.5% each, (presently own ea hy 
each) for total consideration of $7,000 
Marshall True will retain his 25% interest. 
Messrs. Lewis and Moliring have interest 
in WIBV Belleville, Ill. Ann. Jan. 13. 

KROC-AM-TV_ Rochester, Minn.—Seek 
transfer of control of Southern Minnesota 
Bestg. Co. Transfer from Agnes P. Gentling, 
Lawrence C. Miller, R. W. Chadwick, H. J. 
Harwick, and Allen A. Gentling, trustees 
of G. P. Gentling estate to Agnes P. Gen- 
tling, 445%, G. David Gentling, 16.25%, 
Gordon P. Gentling, 18%, Phillip H. Gentling, 
13.74%. and Allen A. Gentling, 7.95%. Ann. 
Jan. 17. 

KENO Las Vegas, Nev.—Seeks transfer of 
control of Nevada Bestg. Co. Edwards R. 
Hopple will acquire 20% interest from 
Howard F. Andersen, C. cLaughlin, 
and Gordon Sherwood Jr., 20% each (pres- 
ently own 25% each), and Leslie Craigen 
and Gordon B. Sherwood Sr. 10% each 
(presently own 1212% each), for $16,400. 
Ann. Jan. 17. 

WBAC Cleveland, Tenn.—Seeks transfer 
of control of WBAC Inc. Charles B. Britt is 
selling 45% interest to James S. Ayers, 95% 
(presently owns 50%), for $10,000. Mr. Britt 
will retain 5% interest. Ann. Jan. 17. 

KBBB Borger, Tex.—Seeks transfer of 
control of Radio Station KBBB. Ford Rob- 
ertson is transferring 25% total interest to 
Robert M. and Dixie D. Watson, 50% each 
(presently own 3712% each), for $1,250. Ann. 
Jan. 13. 

KCRN Crane, Tex.—Seeks assignment of 
license from Jacqueline L. Young, executrix 
of estate of Joseph E. Young, to Albert L. 
Crain, sole owner, for $22,000. Mr. Crain is 
radio engineer. Ann. Jan. 13. 

WAVY Portsmouth, Va.—Seeks transfer of 
control of Tidewater Teleradio Inc. Transfer 
from J. Glen Taylor, et al, trustees, to 
J. Glen Taylor et al, stockholders. Change 
from Class B Voting Trust to Class B stock. 
Ann. Jan. 17. 


Hearing cases 


FINAL DECISIONS 


as By memorandum opinion and order, 
commission granted petition by Broadcast 


EDWIN TORNBERG 
& COMPANY, INC. 


NEGOTIATORS FOR THE PURCHASE AND 
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Bureau for review of hearing examiner's 
grant of petition by Earl McKinley Trabue 
for leave to amend his application for new 
am station in Myrtle Creek, Ore., to show 
reduction in power from 5 kw to 1 kw, 
using non-DA which is in_ consolidated 
hearing in dockets 13657 et al.; disallowed 
amendment. Ann. Jan. 18. 


a By order, commission modified and 
made effective Oct. 26 initial decision and 
granted application of United Bestg. Co., for 
new am station to operate on 1570 kc, 500 
w, D, DA, in Beverly, Mass. Comr. Bartley 
not participating. Ann. Jan. 18. 


a By memorandum opinion and order, 
commission granted joint petition by pro- 
testant and applicant and (1) dismissed 
protest by Valley Telecasting Co. (KIVA, 
ch. 11), Yuma, Ariz., (2) vacated order 
which stayed effective date of Dec. 3, 1959 
grants of applications of Antennavision 
Service Co., for fixed radio stations to carry 
signals of four Phoenix tv stations to Yuma 
for delivery to CATV system there, and 
(3) terminated proceedings in docket 13385. 
Ann. Jan. 18. 


as By memorandum opinion and order, 
commission denied petition by Wayne M. 
Nelson, Concord, N. C., to enlarge issues in 
proceeding on his application and that of 
Fred H. Whitley, Dallas, N. C., for new 
am stations. Chrm. Ford not participating. 
Ann. Jan. 18. 


s By separate memorandum opinions and 
orders, commission granted petitions by 
Wilkes Bestg. Co. (WATA) Boone, N. C., 
and Radio Hendersonville, Inc. (WHKP) 
Hendersonville, N. C., severed from con- 
solidated proceeding in dockets 13663 et al., 
and granted their applications to increase 
daytime power from 250 w to 1 kw, con- 
tinued operation on 1450 kc, 250 w-N, both 
conditioned to accepting such interference 
as may be imposed by other existing class 
IV stations in event they are subsequently 
authorized to increase power to 1 kw, and 

KP also accepting such interference as 
may be imposed upon its operation as re- 
sult of subsequent grant of either of appli- 
cations of Norman A. Thomas or Greene 
County Bestg. Co., for new stations in 
Greeneville, Tenn. Ann. Jan. 18. 


s By memorandum opinion and order, 
commission granted joint petition by York 
County Bestg. Co., (WRHI) Rock Hill, S. C., 
WOOW, Inc. (WOOW) Greenville, N. C., 
Radio Sumter, Inc. (WSSC) Sumter, S. C., 
Robeson Bestg. Corp. (WTSB) Lumberton, 
N. C., Oxford Bestg. Corp. (WOXF) Oxford, 
N. C., New Haover Bestg. Co. (WGNI) Wil- 
mington, N. C., and John P. Rabb (WJRI) 
Lenoir, N. C. (Groups B and C), severed 
from consolidated proceeding in dockets 
13397 et al., and granted their applications 
to increase daytime power from 250 w to 
1 kw, continued operation on 1340 kc, 250 
w-N, conditioned to accepting such inter- 
ference as may be imposed by other existing 
class IV stations in event they are subse- 
quently authorized to increase power to 1 
kw. Ann. Jan. 18. 


s By memorandum opinion and order, 
commission denied petition by Radio Ca- 
brillo requesting stay of Nov. 2, 1960 decision 
which ranted application of Cal-Coast 
Bestrs. for new am station to operate on 
1480 ke, 1 kw, D, in Santa Maria, Calif., 
pending disposition of Radio Cabrillo’s ap- 
peal to Court of Appeals challenging validity 
of commission's “cut-off” procedures where- 
by its application for new station in Atasca- 
dero, Calif., was denied comparative con- 
sideration with Cal-Coast application. Ann. 
Jan. 1 


s By memorandum opinion and order, 
commission granted petition by WKRZ Inc., 
severed from consolidated proceeding in 
dockets 13711 et al., and granted its applica- 
tion to increase daytime power of WKRZ 
Oil City, Pa., from 250 w to 1 kw, with DA 
day, continued operation on 1340 ke, 250 
w-N, conditioned to accepting such inter- 
ference as may be imposed upon it by other 
existing class IV stations in event they are 
subsequently authorized to increase power 
to 1 kw. Ann. Jan. 18 


STAFF INSTRUCTIONS 


a Commission on Jan. 18 directed prepara- 
tion of document looking toward granting, 
under specified conditions, application of 
Hartford Phonevision Co. for authority to 
conduct trial ge ogg tv operations over 
its WHCT (TV) (ch. 18), Hartford, Conn. 
Ann. Jan. 18. , 


s Commission on Jan. 18 directed pvrepa- 
ration of document looking toward denying 
tition by WMAX Inc., for rehearing on 
pt. 7, 1960 decision which denied its ap- 





plication to increase power of WM 
Grand Rapids, Mich., from 1 kw to 5 kw, 
continued operation on 1480 kc, D. Ann. 
Jan. 18. 


INITIAL DECISIONS 


a Hearing Examiner Isadore A. Honig 
issued initial decision looking toward grant- 
ing application of Associated Broadcasters 
Inc., to increase power of WHYS Ocala, 
Fla., from 1 kw to 5 kw, continued opera. 
tion on 1370 ke, D, subject to such inter. 
ference as may be caused to its proposal by 
operation proposed by Southern Bestg. Co, 
of Mariana Inc., in its pending application 
for new facilities on 1390 kc, 5 kw, D, in 
Gainesville, Fia. Ann. Jan. 16. 


s Hearing Examiner Walther W. Guenther 
issued initial decision looking toward grant. 
ing applications of Rogue Valley Bestrs, Inc., 
to change facilities of KWIN Ashland, Ore., 
from 1400 kc, 250 w, unl., to 580 ke, 1 kw, 
unl., DA-2, and R. W. Hansen to increase 
power of KCNO Alturas, Calif., from 1 kw 
to 5 kw, continued operation on 570 ke, D. 
Ann, Jan. 17. 


OTHER ACTIONS 


a By order, commission amended sec. 3.183 
of broadcast rules to reflect adoption of 
Canadian map of ground conductivities to 
be used after Jan. 1, 1961 for determinations 
with respect to transborder interference 
problems. Ann. Jan. 12. 


s Commission on January 10 granted peti- 
tion by National Association of Broadcasters 
and extended to Jan. 26 time to file com- 
ments and to Feb. 6 for replies in rule- 
making proceeding on amendment of part 1 
adding sec. 1.365 concerning applications 
for voluntary assignments or transfers of 
control. Ann. Jan. 12. 


a Commission invites comments by Feb. 
20, 1961 to proposed rulemaking designed to 
protect demand for local broadcast services 
consistent with sec. 307(b) of Communica- 
tions Act concerning “fair, efficient, and 
equitable distribution of radio service” to 
communities. Ann. Jan. 12. 


as By report and order, commission adopt- 
ed rules designed to (1) insure that it is 
apprised of all agreements proposing to 
remove conflict between mutually exclusive 
broadcast applications and (2) elicit infor- 
mation which will enable commission to 
determine whether their effectuation would 
serve public interest. They implement Sept. 
13, 1960 amendment to Communications Act 
to curb “pay-offs.’”” Ann. Jan. 12. 


sa Copies of commission’s 26th Annual Re- 
port for fiscal year 1960 are now on sale by 
Superintendent of Documents, Government 
Printing Office, Washington 25, D. C. Price 
is 45 cents copy. Commission does not make 
public distribution. Ann. Jan. 16. 


s Commission on January 13 granted peti- 
tion by Bi-States Co. (KHOL-TV) Kearney, 
Neb., and (KHPL-TV) Hayes Center, Neb., 
and extended to Feb. 17 time to file reply 
comments in tv rulemaking proceeding in- 
volving Superior, Neb. Ann. Jan. 18 


s By memorandum opinion and order, 
commission granted motion filed by Maine 
Radio and Tv Co. in proceeding on its ap- 
plication to change trans. location of WCSH- 
TV (ch. 6), Portland, Maine, from about 
8 miles northwest of Portland to 11 miles 
northwest of city and increase ant. height 
from 590 to 1,000 ft., and amended Issue No. 
1 to read “To determine whether there is 
reasonable possibility that tower height and 
location proposed in above-entitled applica- 
tion may constitute menace to air naviga- 
tion.” Ann. Jan. 18. 


s By memorandum opinion and order, 
commission, on its own motion, enlarged 
issues concerning application of A. S. Riviere 
for new am station in Barnesville, Ga., 
which is in consolidated hearing with ap- 
plication of Radio Georgia for new station 
in Thomaston, Ga., in dockets 13599, 13600. 
Comr. Craven and Cross dissented to en- 
largement of issues. Ann. Jan. 18. 


Routine roundup 


ACTIONS ON MOTIONS 
By Chairman Frederick W. Ford 


« Granted motion by Fisher Bestg. Co. 
and corrected in various respects the tran- 
script of Dec. 15, 1960 oral argument in 
Portland, Ore. tv ch. 2 proceeding. Action 
Jan. 10. 
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PROFESSIONAL CARDS 








JANSKY & BAILEY 
Offices and Laboratories 
1339 Wisconsin Ave., N.W. 
Washington 7, D.C. FEderal 3-4800 
Member AFCOE 


JAMES C. McNARY 
Consulting Engineer 
National Press Bldg., 

Wash. 4, D. C. 

Telephone District 7-1205 

Member AFCCE 


—Established 1926— 
PAUL GODLEY CO. 


Upper Montclair, N. J. 
Pilgrim 6-3000 

Laboratories, Great Notch, N. J. 

Member AFCCE 





GEORGE C. DAVIS 


CONSULTING ENGINEERS 
RADIO & TELEVISION 


527 Munsey Bldg. 
STerling 3-0111 
Washington 4, D. C. 


Member AFCCE 











Commercial Radio Equip. Co. 
Everett L. Dillard, Gen. Mgr. 


INTERNATIONAL BLDG. 
DI. 7-1319 


WASHINGTON, D. C. 


P.O. BOX 7037 JACKSON 5302 
KANSAS CITY, MO. 


Member AFCCE 





A. D. Ring & Associates 


30 Years’ Experience in Radio 
Engineering 


1710 H St., N.W. Republic 7-2347 
WASHINGTON 6, D. C. 


Member AFCCE 


GAUTNEY & JONES 
CONSULTING RADIO ENGINEERS 


930 Warner Bldg. National 8-7757 
Washington 4, D. C. 


Member AFCCE 








RUSSELL P. MAY 


711 14th St., N.W. ow Bldg. 
Washington 5, 


REpublic 7- a 
Member AFCCE 





L. H. Carr & Associates 
Consulting 
Radio & Television 
Engineers 
Washington 6, D. C. Fort Evans 
1000 Conn. Ave. Leesburg, Va. 
Member AFCCE 








KEAR & KENNEDY 

1302 18th St., N.W. Hudson 3-9000 

WASHINGTON 6, D. C. 
Member AFCCE 





Lohnes & Culver 

District 7-8215 

Washington 4, D. C. 
Member AFCCE 


Munsey Building 














GUY C. HUTCHESON 


P.O. Box 32 CRestview 4-8721 
1100 W. Abram 


ARLINGTON, TEXAS 


SILLIMAN, MOFFET & 
ROHRER 


1405 G St., N.W. 
Republic 7-6646 
Washington 5, D. C. 
Member AFCCE 


A. EARL CULLUM, JR. 
CONSULTING ENGINEERS 


INWOOD POST OFFICE 
DALLAS 9, TEXAS 
Fleetwood 7-8447 


Member AFCCE 














LYNNE C. SMEBY 
CONSULTING ENGINEER 
AM-FM-TV 
7615 LYNN DRIVE 
WASHINGTON 15, D. C. 
OLiver 2-8520 


GEO. P. ADAIR ENG. CO. 
CONSULTING ENGINEERS 
Radio-Television 
Communications-Electronics 
1610 Eye St., 4 
Washington, D. C. 
Executive 3-1230 Executive 3-5851 
Member AFCCE 








WALTER F. KEAN 
CONSULTING RADIO ENGINEERS 
Associates 
George M. Sklom, Robert A. Jones 
19 E. Quincy St. Hickory 7-2401 


Riverside, Ill. 
(A Chicago suburb) 





HAMMETT & EDISON 
CONSULTING RADIO ENGINEERS 
Box 68, International Airport 
San Francisco 28, California 
Diamond 2-5208 








JOHN B. HEFFELFINGER 
8401 Cherry St. Hiland 4-7010 


KANSAS CITY, MISSOURI 


JULES COHEN 
Consulting Electronic Engineer 


617 Albee Bldg. Executive 3-4616 
1426 G St., N.W. 

Washington 5, D. C. 
Member AFCCE 








CARL E. SMITH 
CONSULTING RADIO ENGINEERS 


8200 Snowville Road 
Cleveland 41, Ohio 


Tel. JAckson 6-4386 
Member AFCOE 














J. G. ROUNTREE 
CONSULTING ENGINEER 


P.O. Box 9044 
Austin 17, Texas 
GLendale 2-3073 . 











VIR N. JAMES 


SPECIALTY 
DIRECTIONAL ANTENNAS 


232 S. Jasmine St. DExter 3-5562 
Denver 22, Colorado 


JOHN H. MULLANEY 
Consulting Radio Engineers 


2000 P St., N. W. 
Washington 6, D. C. 


Columbia 5-4666 
Member AFCCE 














Service Directory 








+E Ta 





A. E. Towne Assocs., Inc. 
TELEVISION and RADIO 
ENGINEERING CONSULTANTS 
420 Taylor St. 
San Francisco 2, Calif. 
PR. 5-3100 


PETE JOHNSON 
Consulting am-fm-tv Engineers 
Applications—Field Engineering 

Suite 601 Kanawha Hotel Bidg. 
Charleston, W.Va, Dickens 2-6281 








PRECISION FREQUENCY 
MEASUREMENTS 
AM FM-TV 


COMMERCIAL RADIO 
MONITORING CO. 
103 S. Market St., 
Lee’s Summit, Mo. 
Phone Kansas City, Laclede 4-3777 


CAMBRIDGE CRYSTALS 
PRECISION FREQUENCY 
MEASURING SERVICE 
SPECIALISTS FOR AM-FM-TV 


445 Concord Ave., 
Cambridge 38, Mass. 


Phone TRowbridge 6-2810 


MERL SAXON 
CONSULTING RADIO ENGINEER 


622 Hoskins Street 
Lufkin, Texas 
NEptune 4-4242 NeEptune 4-9558 


NUGENT SHARP 
Consulting Radio Engineer 


809-11 Warner Building 
Washington 4. Cc. 
District 7-4443 


Member AFCCE 








CAPITOL RADIO 
ENGINEERING INSTITUTE 
Accredited Tech. Inst. Curricula 
3224 16 St., N.W. Wash. 10, DC. 
Practical Broadcast, TV Electronics en- 
gineering home study and residence 


ae Write For Free Catalog. Spec- 
ify coi 











FREQUENCY 
MEASUREMENT 
AM-FM-TV 
WLAK Electronics Service, Inc 
P. O. Box 1211, Lakeland, Florida 
Mutual 2-3145 3-3819 





M. R. KARIG & ASSOCS. 

BROADCAST CONSULTANTS 
Engineering Applications 
Management Programming 


Sales 
P. O. Box 248 
Saratoga Springs, N. Y. 
Saratoga Springs 4300 

















JOHN H. BATTISON 
AND ASSOCIATES 
Consulting Engineers 
Specializing in AM power 
increases—FM-TV 
1917 | St., N.W. 
Washington 6, D. C. 
FEderal 3-8313 
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By Commissioner T. A. M. Craven 


a Granted petition by Cal-Radio Inc., and 
extended to Feb. 16 time to file replies to 
exceptions of Bay Area Electronic Associates 
in proceeding in its application for am fa- 
cilities in Santa Rosa, Calif. Action Jan. 16. 


s Granted titions by Br adcast Bureau 
and extended to Feb. 3 time to respond to 
SS for reconsideration on remand by 

JMJ Bestg. Corp., and to respond to pe- 
tition by Young People’s Church of Air Inc., 
for leave to amend its application in pro- 
ceeding on their applications for fm facil- 
ities in Philadelphia, Pa. Action Jan. 10. 


By Hearing Examiner Basil P. Cooper 


a Scheduled prehearing conference for 
Jan. 25 in proceeding on am applications of 
Franklin Bestg. Co.. (KMAR) Winnsboro, 

. et al. Action Jan. 10. 


By Hearing Examiner James D. Cunningham 


a Granted petition by Air Transport As- 
sociation of America for leave to intervene 
proceeding on applications of Martin 
Theatres of Georgia Inc. (WTVM[TV]) and 
Columbus Bestg. Co., (WRBL-TV) Colum- 
bus, Ga. Action Jan. 12. 


By Hearing Examiner Thomas H. Donahue 


= Scheduled prehearing conference for 
Jan. 16 at which time schedule of further 
procedural steps will be formulated includ- 
ing establishing date for hearing in proceed- 
ing in applications of Audiocasting of Texas 
Inc. and Horace K. Jackson Sr., for new am 
stations in Waco and Gatesville, both Texas. 
Action Jan. 10. 


a Granted motion by Broadcast Bureau 
and corrected transcript of oral argument 
held on Oct. 13, 1959 in proceeding on appli- 
cations of Floyd Bell and Belton Bestrs. 
Inc., for new am stations in Texarkana and 
Belton, both Texas. Action Jan. 10. 


By Hearing Examiner Charles J. Frederick 


a Granted joint petition by applicants in 
Salem, Ore., tv ch. 3 proceeding and con- 
tinued certain procedural dates; hearing 
anes from Jan. 19 to Feb. 14. Action 
an. 9. 


a Pursuant to agreements reached on 
record at Jan. 12 prehearing conference in 
phe my on am applications of John 

urino, Waynesboro, Va., et al., scheduled, 
among other procedural dates, hearing for 
March 13. Action Jan. 1 


a Scheduled prehearing conference for 
Jan. 26 in matter of revocation of license of 
Mandan Radio Association for KBOM Bis- 
marck-Mandan, N. D. Action Jan. 12. 


By Hearing Examiner Millard F. French 


s Granted petition for leave to amend by 
Washington Bestg. Co., (WSNT) Sanders- 
ville, Ga., and WSNT Inc. and substituted 
latter as party applicant in docket 13640, 
which is consolidated for hearing with 
docket 13639. Action Jan. 21. 


By Hearing Examiner Walther W. Guenther 


a Upon request by Radio Carmichael, 
Sacramento, Jack L. Powell and Alyce M. 
Powell, joint tenants (KVON) Napa, and 
Golden Gate Bestg. Corp. (KSAN) San 
Francisco, Calif., scheduled oral argument 
for 9:15 a.m., Jan. 11 on separate petitions 
for leave to amend their am applications by 
Radio Carmichael and KVON. Action Jan. 9. 


a Granted joint motion on behalf of pro- 
testant Springfield Tv Bestg. Corp. and ap- 
plicant New England Microwave Corp., and 
continued indefinitely January 16 hearing 
in proceeding on applications for new fixed 
video radio stations in Richmond and North 
Adams, both Massachusetts. Action Jan. 11. 


s Pursuant to agreements reached by 
parties in proceeding on application of 
Carter Mountain Transmission Corp., for 
ep to install additional trans., to transmit 
on frequency 6387.5 mc., south of Worland, 
Wyo., scheduled Jan. 20 for notification of 
witnesses desired for cross-examination and 
Jan. 30 for hearing. Action Jan. 11. 


a Granted request by Washington State 
University, Pullman, Washington, and ex- 
tended from Jan. 16 to Jan. time to file 

roposed findings and from Jan. 30 to Feb. 9 
or replies in proceeding on its applications 
for renewal of license of KWSC (& aux.) 
and for mod. of license, and First Presby- 
terian Church of Seattle, Seattle, Wash., for 
renewal of license of KTW. Action Jan. 16. 


s Granted petition by Broadcast Bureau 
to accept for filing on Jan. 5 its proposed 
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ON AIR 
Lic. Cps. 
AM 3,519 42 
FM 758 68 
TV 480 16? 


VHF 
Commercial 453 
Non-commercial 38 


Licensed (all on air) 

CPs on air (new stations) 

Cps not on air (new stations) 

Total authorized stations : 
Applications for new stations (not in hearing) 
Applications for new stations (in hearing) 
Total applications for new stations : 
Applications for major changes (not in hearing) 
Applications for major changes (in hearing) 
Total applications for major changes 
Licenses deleted 

Cps deleted 


licenses. 


longer in operation. 





SUMMARY OF COMMERCIAL BROADCASTING 
Compiled by BROADCASTING Jan. 19 


OPERATING TELEVISION STATIONS 
Compiled by BROADCASTING Jan. 19 


COMMERCIAL STATION BOXSCORE 
Compiled by FCC Nov. 30 


1There are, in addition, nine tv stations which are no longer on the air, but retain their 


*There are, in addition, 35 tv cp-holders which were on the air at one time but are no 


cP TOTAL APPLICATIONS 
Not on air For new stations 
122 846 
204 114 
111 102 
UHF TV 
78 531 
14 52 
AM FM TV 
3,509 748 478} 
29 53 13? 
112 211 111 
3,650 1,012 661 
621 61 29 
177 31 65 
798 92 94 
554 49 32 
270 7 19 
824 56 51 
0 1 0 
0 2 2 








findings in proceeding on am_ applications 
of Rogue Valley Bestrs. Inc. (KWIN) Ash- 
land, Ore., et al. 


s On own motion, scheduled further hear- 
ing for Jan. 19 in proceeding on am applica- 
tions of Hartsville Bestg. Co. (WHSC) 
Hartsville, S. C., et al. 


By Hearing Examiner Isadore A. Honig 


gs Issued order following prehearing con- 
ference held on Jan. 12, and formalized by 
order certain agreements reached by parties; 
scheduled hearing for Feb. 23 in proceeding 
on applications of Dixie Radio Inc. and 
Harry Llewellyn Bowyer Jr., for am_facil- 
ities in Brunswick, Ga. Action Jan. 12 


s On own motion, scheduled further pre- 
hearing conference for Feb. 8 in proceeding 
on fm applications of Blue Island Com- 
munity Bestg. Co., Blue Island, Ill., et al. 
Action Jan. 13. 


a Issued order following further prehear- 
ing conference held on Jan. 5 in proceeding 
on am applications of Radio Station WHCC 
(WHCC) Waynesville, N. C., and Aluminum 
Cities Bestg. Co. (WGAP) Maryville, Tenn.; 
scheduled hearing for Feb. 28. Action Jan. 
13. 


By Hearing Examiner Annie Neal Huntting 


s Pursuant to agreement of parties at 
Jan. 11 prehearing conference, continued 
Feb. 21 hearing without date pending filing 
by applicant of petition for reconsideration 
and grant without hearing and action there- 
on by commission in proceeding on appli- 
cation of Auburn Bestg. Co., (WAUD) Au- 
burn, Ala. Action Jan. 11. 


By Hearing Examiner H. Gifford Irion 


s Continued Jan. 17 hearing to Jan. 26 in 
proceeding on fm applications of OMY 
Inc., Watsonville, Calif., et al. Action Jan. 9. 


a Ordered that further hearing scheduled 
for Jan. 25 will be prehearing conference in 
proceeding on am applications of Walter L. 
Follmer, Hamilton, Ohio, et al. Action Jan. 
10. 


By Hearing Examiner David I. Kraushaar 


a Cancelled Jan. 17 prehearing conference 
and continued Jan. 24 hearing until further 
order in _reproposal of Nathan Frank 
(WNBE-TV) New Bern, N. C., for mod. of 
ep. Action Jan. 9. 


s Scheduled conference and oral argu- 
ment for 9:15 a.m., Jan. 12, on “Joint Mo- 


tion to Keep Record Open Pending Sub- 
mission of Current Census Data” filed by 
Creek County Bestg. Co., Sapulpa Bestg. Co., 
Sapulpa, Okla., and M. W. Cooper, Midwest 
a Okla., in am proceeding. Action Jan, 


a Granted motion by Radio Milwaukee 
Ine. (WRIT) Milwaukee, Wis., and extended 
to Jan. 17 time to file proposed findings in 
proceeding on its am application et al which 
is consolidated for hearing with dockets 
13491 et al. Action Jan. 11. 


sa Denied joint motion by applicants Creek 
County Bestg. Co., Sapulpa Bestg. Corp., 
Sapulpa, Okla., and M. W. Cooper, Midwest 
City, Okla., to keep record open in proceed- 
ing on their am applications, et al., without 
prejudice to petitioners filing appropriate 
motion in future to reopen record on clear 
showing that purpose to be served thereby 
could have significant decisional hearing, 
closed record, and ordered that proposed 
findings shall be due on 2ist day after date 
of release of this order. Action Jan. 12. 


a Granted petition by New Jersey Bestg. 
Co., for leave to amend its application for 
am facilities in, Princeton, N. J., to show 
substitution for one of its officers and direc- 
tors; application .is consolidated for hearing 
with dockets 13711 et al. Action Jan. 16. 


By Hearing Examiner Jay A. Kyle 


s Pursuant to Jan. 16 prehearing confer- 
ence, scheduled further prehearing con- 
ference for Feb. 13 and continued Feb. 13 
hearing to March 6 in proceeding on am 
applications of Capitol Bestg. Corp., 
(WKXL) Concord, N. H. Action Jan. 16. 


a Granted motion by Hopkinsville Bestg. 
Co., (WHOP) Hopkinsville, Ky., and con- 
tinued Feb. 3 hearing to March 17 and or- 
dered that exchange of affirmative engineer- 
ing and rebuttal engineering exhibits shall 
be on or before Feb. 27 and March 6, re- 
spectively, in proceeding on Hopkinsville’s 
am application. Action Jan. 17. 


By Hearing Examiner Forest L. McClenning 


a Granted motion by Crittenden County 
Bestg. Co. to quash notice of depositions by 
Newport Bestg. Co. in proceeding on their 
applications for am facilities in West Mem- 
phis, Ark. Action Jan. 10. 


a Upon request by Eugene Bestrs., con- 
tinued Jan. 13 prehearing conference to 
Jan. 18 in proceeding on its application and 
that of W. Gordon Allen for am facilities 
in Eugene, Ore. Action Jan. 12 
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By Hearing Examiner Herbert Sharfman 


Granted petition by Elgin Bestg. Co. 
(WRI MIN) Elgin, Ill., and extended from 
Jan. 12 to Jan. 18 and from Jan. 18 to Jan. 
25, respectively, dates for exchange of ex- 
hibits and for notification of witnesses in 
proceeding on its am application which is 
consolidated for hearing with dockets 13014 
et al.; hearing date for group II-A remains 
same “Jan. 30. Action Jan. 10. 


gs Scheduled further prehearing confer- 
ence for Jan. 17 in proceeding on am appli- 
eations of Robert L. Lippert, Fresno, Calif., 
et al. Action, Jan. 10. 


a Changed time of Jan. 17 prehearing con- 
ference from 9 a.m., to 9.30 a.m., in proceed- 
ing on am applications of Robert L. Lippert, 
Fresno, Calif., et al. Action Jan. 11. 


s Granted petition by United Bestg. Co. of 
Western Maryland Inc., Hagerstown, Md., 
and WARK Inc., for leave to amend United's 

am application and substituted WARK Inc., 
ier United Bestg. Co. of Western Maryland 
Inc. as applicant in docket 13029, which is 
consolidated for hearing with dockets 13014 
et al. Action Jan. 11. 


w Issued statement and order after pre- 
hearing conference, held Jan. 13, in proceed- 
ing on applications of Arthur A. Deters and 
College Radio for new am stations in Green- 
field and Amherst, both Massachusetts; 
among other things, continued hearing from 
Feb. 21 to March 7. Action Jan. 16. 


By Hearing Examiner Elizabeth C. Smith 


a Granted petition by Tidewater Bestg. 
Co., Smithfield, Va., and extended to Feb. 1 
time to file proposed findings and to Feb. 
27 for replies in proceeding on its am appli- 
cation et al which is consolidated for hear- 
ing with dockets 13225 et al. Action Jan. 21. 


BROADCAST ACTIONS 
by Broadcast Bureau 
Actions of January 13 


WTEN (TV) Vail Mills, N. Y.—Granted cp 
to make changes in equipment. 

WSTE (TV) Fajardo, P. R.—Granted mod. 
of cp to change trans. location, make 
changes in ant. system and equipment; ERP 
vis. 2.82 kw, aur. 1.41 kw; ant. height 350 ft. 

WSVL Shelbyville, Ind.—Granted mod. of 
cep to change type trans. 

KHJ-FM Los Angeles, Calif. —Granted 
=. of cp to change transmitting equip- 
men 

KSTN-FM Stockton, Calif—Granted mod. 
of on to install new trans. 

EVE Eveleth, Minn.—Granted mod. of cp 
to aaa type trans. 


s Following stations granted extensions of 
completion dates as shown: WKBA Vinton, 
Va. to July 15; K78AR Radio Honolulu Ltd., 
Lihue, Kauai, Hawaii, to July 25; WST TE 
(TV) Fajardo, P. R. to July 15; WFFG Mara- 
thon, Fla. to May 15; OD Honolulu, 
Hawaii to April 25: WLOS-FM Asheville, 
N. C. to May 1; WFMD-FM Frederick, Md. 
to February 13. 


Actions of January 12 


WDAE-AM-FM Tampa, Fla.—Granted in- 
voluntary transfer of control from David E. 
Smiley to Joseph F. Smiley, executor of 
estate of David E. Smiley, deceased. 

WJHO Opelika, Ala.—Granted involuntary 
assignment of cp and license to May D. 
Samford, executrix of estate of Yetta G. 
Samford, deceased, C. S. Shealy, Aileen M. 
Samford, executrix of estate of Thomas D. 
Samford Jr., deceased, Miles H. Ferguson 
and John E. Smolion d/b under same name. 

WRVM-AM-FM Rochester, N. Y.—Granted 
relinquishment of negative control each by 
Frank W. Miller Jr. and Lee W. Miller 
through sale of stock to Sterling B. Beeson. 

WESH-TV Daytona Beach, Fla.—Granted 
acquisition of positive control of Pensacola- 
News Journal by John H. Perry Jr., indi- 
vidually, through purchase of stock from 
Farwell W. Perry and cancellation of their 
voting trust agreement. 

WLBT (TV) Jackson, Miss.—Granted cp 
to install aux. trans. and ant. system at 
present main trans. location. 

WDLR Delaware, Ohio—Granted mod. of 
cps to make changes in DA pattern; change 
type trans. and specify studio location (same 
as trans. location). 

KSLN-TV Salina, Kans.—Granted mod. of 
cp to change ERP vis. to 0.724 kw; aur. 
0.363 kw; type trans. and make changes in 
ant. and equipment; ant. 180 ft. 


a Following stations granted extensions of 
completion dates as shown: WINR-TV Bing- 
hamton, N. Y. to July 5, and WSIU-TV 
Carbondale, Ill. to September 1. 
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s Following stations granted authority to 
operate by remote control: KGLO Lee Radio 
Inc., Mason City, Iowa, while using non-DA; 
WSGO, Clifford C. Harris, Oswego, N. Y.: 

KRAC, George O. Cory, Alamogordo, N. M.; 
—" Regional Bestg. Corp., Murfreesboro, 

enn. 

WGIG Brunswick, Ga.—Granted change of 
remote control authority. 


Actions of January Il 


WCBL Benton, Ky.—Granted mod. of cp 
to change type trans. 

WHFI Detroit, Mich.—Granted change of 
remote control authority. 


Actions of January 10 


s Granted STA for following vhf tv re- 
peater stations: Long Valley T. V., ch. 5, 
Bishop, Calif. (KCRA, ch. 3, Sacramento, 
Calif.); Elwin B. Heckert, ch. 7, Lower 
Evans Creek at Rogue River, Ore. (KBES- 
TV, ch. 5, Medford, Ore.); 75th Quorum of 
Seventies, chs. 8, 10, and 12, Liberty, Hunts- 
ville and Eden, all Utah (KUTV, ch. 2, 
KCPX, ch. 4, KSL-TV, ch. 5, all Salt Lake 
City, Utah); Orofino Community T. V. Assn. 
Inc., chs. 2. 4 and 6, Orofino, Idaho (KREM, 
ch. 2, KXLY, ch. 4 and KHQ, ch. 6, all Spo- 
kane, Wash.; 3 Cities Tv Club, ch. 2, Can- 
yonville, Myrtle Creek and Riddle, all Oregon 
(KBES-TV, ch. 3, Medford, Ore.). 

WEOK Poughkeepsie, N. Y.—Granted mod. 
of cp to change type trans. 

KTIX Seattle, Wash.—Granted change of 
remote control authority. 

WKAT-FM Miami, Fla.- 
permitted. * 

KNEL Brady, Tex.—Granted authority to 
sign-off at 7 p.m. daily except for special 
events for period beginning Jan. 3 and 
ending April 30. 

WEOK Poughkeepsie, N. Y.—Granted ex- 
tension of completion date to Jan. 31. 


—Remote control 


Actions of January 9 


s Granted STA for following vhf tv re- 
peater stations: New England Lions Club, 
ch. 7, New England, N. D. (KFYR-TV, ch. 5, 
Bismarck, N. D.); Box Elder T. V. Club, ch. 


13, Box Elder, Mont. (CJLH, ch. 7, Leth- 
bridge, Alberta); Uintah County, chs. 6, 4, 
2, Lapoint, Tridell and Western Uintah 
County, 7, 12 and 9, Eastern Uintah ay: 
all Utah (KSL-TV, ch. 5, KCPX, ch. 

KUTV, ch. 2, all Salt Lake City, Utah)! 
Marysville Jr. Chamber of Commerce, ch. 8, 
Maryville, Kans. (WIBW-TV, ch. 13, To- 
peka, Kans.); Henefer Town Inc., chs. 10, 
8, and 12, Henefer, Utah (KCPX-TV, ch. 4, 
KUTV, ch. 2, and KSL-TV, ch. 5, all Salt 
Lake City, Utah); Pondosa Tv. Club, chs. 
7 and 2, Medical Springs, Ore. (KPTV, ch. 
7 and KBOI, ch. 2, both Boise, Idaho); 
Frank B. Waters, ch. 8, Waters’ Ranch, 
Texas Creek, Colo. (KCSJ, ch. 5, Pueblo, 
Colo.); San Miguel Basin Tv Assn., ch. 2, 
Naturita, Colo. (KREX, ch. 5, Grand Junc- 
tion, Colo.); North Curry Recreation Inc., 
ch. 8, Port Orford, Ore. (KVIQ, ch. 6, 
Eureka, Calif.); Junior Chamber of Com- 
merce, ch. 7, Devils Lake, N. D. (WDAY- 
TV, ch. 6, Fargo, N. D.). 

KPIC (TV) Roseburg, Ore.—Granted cp to 
change type trans. and make other minor 
equipment changes. 

KVFC Cortez, Colo.—Remote control per- 
mitted while using non-DA. 

WDNG Anniston, Ala.—Remote control 
permitted. 


Petition for rulemaking 


KHOL-TV and KHPL-TV Kearney and 
Hayes Center, both Nebraska — Requests 
amendment or rules so as to allocate ch. 8 
(plus-offset) to Albion, Neb. and, if deemed 
appropriate, include proposal! to condition 
Brookings, S. D., ch. 8 allocation on location 
of any trans. site at least 5 miles north of 
Brookings. Ann. Jan. 13. 

John R. Powley and Frark J. Hedrick 
Houston, Tex. — Requests amendment of 
rules as follows (1) change educational res- 
ervation in Austin, Tex. from *70— to 24; (2) 
delete ch. 70— and add ch. 67 in Austin, Tex.; 
delete ch. 52— and add ch. 70— in Brenham, 
Tex. and delete ch. 53+ and add ch. 76 in 
San Marcos, Tex. Dismissed in Notice of 
Proposed Rulemaking adopted December 21, 
1960 and released December 27, 1959. Ann. 
Jan, 13. 





FM transmitters are another big seller in the Collins line 
of superior broadcast equipment. More than 50% of all 


FM transmitters sold in the past year were sold by Collins. 
One reason is that Collins transmitters are pre-tuned 
and custom-tested on your frequency prior to delivery. 





MS 


COLLINS RADIO COMPANY * CEDAR RAPIDS, IOWA * DALLAS, TEXAS * BURBANK, CALIFORNIA 








outputs: 250; 1,000; 5,000; 7,500; 10,000; 15,000 watts ° self-neutralizing PA stage ° push- 
button operation * designed for remote control and multiplexing * conservatively rated for 


long tube life © easily acc 


thle c + 





© very low distortion: .5% at 100-7,500 cps; 


1% maximum at 50-15,000 cps. For more information contact your Collins sales engineer, or 


write direct. 
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e SITUATIONS WANTED 
e All other classifications 30¢ per 





RADIO 


CLASSIFIED ADVERTISEMENTS 


(Payable in advance. Checks and money orders only.) (FINAL DEADLINE—Monday preceding publication date.) 
20¢ per word——$2.00 minimum e HELP WANTED 25¢ per word— $2.00 minimum. 
@ DISPLAY ads $20.00 per inch STATIONS FOR SALE advertising require display space. 


4.00 minimum. 


e@ No charge for blind box number. Send replies to Broadcasting, 1735 DeSales St., N.W., Washington 6, D.C. 
Appuicants: If transcriptions or bulk packages submitted, Soa 
etc., sent to box numbers are sent at owner’s risk. 





Help Wanted—(Cont’d) 


charge for mailing (Forward remittance separately, 
BROADCASTING expressly repudiates any liability or responsibility for their custody or return. 










please). All transcriptions, photos, 





Help Wanted—(Cont’d) 





Help Wanted—Management 


Sales 





Announcers 





You may be an assistant, or a full-fledged 
sales manager, who is old fashioned enough 
to believe in loyalty to your employer; but 

young enough to nave initiative and real tal- 
ent for selling yourself and your station. One 
reason you would leave your present job is 
because you find little opportunity for ad- 
vancement. You have had some years of 
radio sales experience, and have a fair 
knowled of station operation. If this 
sounds like you, there is a real opportunity 
here with an old, established 5000 watt, CBS 
affiliate in an eastern area. You would over- 
see local sales, and handle regional and na- 
tional sales yourself. If you ow you can 

meet these uirements, give full particu- 
lars, along with snapshot, in first letter. Box 
390D, BROADCAS' G. 


General manager for the top station in a 
midwest city. Unequaled opportunity for 
quctences manager. Write qualifications 

Box 592D, BROADCASTING. (We will con- 
tact no one until you give your permission.) 








Combination manager, sales manager for 
new construction AM daylighter in N.W. 
metropolitan district. Permanent, pay well. 
Largest station in area. Box 622D, BROAD- 
CASTING. 


Outstanding opportunity with growing chain 
for aggressive, capable man who is ready 
to assume the duties of manager in a pleas- 
ant New York State community. Applicants 
should have an excellent sales record and 
good knowledge of programming. Resume 
including character and credit references to 
Box 635D, BROADCASTING. 


Wanted—dynamic, ambitious aggressive man 
30-40, well educated, at least ten years con- 
tinuous radio experience, keen knowledge of 
all phases except engineering, outstanding 
record in sales and sales management. He 
will be paid in area of $20,000 functioning 
as right arm to head of crack properous 
station in one of midwest’s best markets 
and will be stockholder in any further 
acquisition of broadcasting properties. Box 
642D, BROADCASTING. 


Southern Group—see our ad under Help 
Wanted—Sales. ri 














Sales 





Southern group — Top-rated metropolitan 
stations—has opening salesman—30-40, mar- 
ried. Liberal guarantee—moving—rapid ad- 
vancement to management for producer. 
Area applicants preferred. Sen photo- 
resume Box 977C, BROADCASTING. 


At least 2 years full time radio sales experi- 
ence. Salesman we are looking for is stable, 

mature, conscientious and capable, but 
would like to move to south Florida so that 
he and family can enjo: oy warm, casual, year- 
round outdoor living, If you are the man we 
want you will write for turther information 

owing that nothing ventured is nothing 
gained. All replies confidential. Box 554D, 
BROADCASTING 


Excellent opportunity for good producer. 

er eg plus. Top Washington, 
© indie. Southerner preferred, but not 

cnunitiel. Box 648D, BROADCASTING. 


Sales er for established station pro- 
gressive - or upstate New York, suburban 
market. Salary plus over-ride for imagina- 
tive sales producer, community minded, 
with desire to grow in gro market. 
Terms open for right man. Resume to Box 
699D, BROADCASTING. 











Northern Rocky Mountain 250W needs ex- 
perienced salesman with announcing ex- 
qomenee  ~ Fn mpd to take charge of sta- 
tion i mce of owner. Box 678D, 
BROADCASTING. 





Experienced radio salesman to join group- 
owned station in major market. Excellent 
earnings with drawing account against com- 
mission plus opportunity to move up to sales 
manager within short period. Send resume, 
billings and photo to Box 707D, BROAD- 
CASTING. 





Representatives wanted. Major tv and FM 
transmitter manufacturer seeking represen- 
tatives to sell tv and FM transmitters to the 
broadcast industry. Only those selling to 
the broadcast industry with companion 
items need apply. Good opportunity! Reply 
to Box 708D, BROADCASTING. 


Salesman, experienced, aggressive, good 
references. Active accounts; liberal base 
plus commission. KRIC, Beaumont, Texas. 


Top salaries for top idea salesmen. KSJB is 
offering established accounts os territory 
we haven’t even touched, to the right men. 
Salaries scaled up per thousand for in- 
. Send resume, etc., to Don Mac- 
Tavish, General Manager, KSJB, Jamestown, 
North ‘Dakota. 


Radio television jobs. Over 500 stations. All 
major markets, midwest saturation. Write 
Walker Employment, 83 South 7th St., 
Minneapolis 2, Minn. 














Announcers 





seen with first class ticket wanted for 
uality radio es in east. Excellent fa- 
aility, good group, wonderful area for liv- 
Send foraits first letter to Box 290D, 
BROADCASTING. 





Washington, D. C. swinging 40 dj. Pulse 
rated. Strong on personality. Tape, resume. 
Box 624D, BROADCASTING. 





Wanted, a first phone announcer for situa- 
tion with a chance for advancement in 
northwest. Box 698D, BROADCASTING. 





Maryland first rated station needs chief 
engineer-announcer. Send tape and resume. 
Box 709D, BROADCASTING. 





Wanted for something entirely different in 
radio programming! Top pay for top job. 
Must have quality voice, be creative and 
different! Send tape and full information to 
Box 724D, BROADCASTING. 





Experienced dj with Foe voice, first ticket. 
KGHM, Brookfield, Missouri. 





Three weeks vacation per year, insurance 

and hospitalization, and good salaries are 

some of the benefits being offered for an- 

nouncers with first tickets. Strong on an- 

nouncing. no maintenance. Send resume, 

etc., to Don MacTavish, General Manager, 
JB, Jamestown, North Dakota. 





Experienced announcer wanted. First class 
ticket helpful but not necessary. Multiple 
operation with regional coverage in college 
town. Excellent benefits and advancement 
possibilities. Send resume and tape to Dur- 
wood Carn, WALM, Albion, Michigan. 





First phone announcer immediately. Good 
voice, natural ability, potential more impor- 
tant than experience. Group operation. Ex- 
cellent future. Resort area—Maryland near 
Washington, Baltimore. Send details, picture, 
a first letter. WBMD, Baltimore 1, Mary- 
an 





Southwest Florida network station needs 
announcer. Must be excellent at 
and production commercial announcer. No 
ai; and minimum of board work cag 

Salary open. Forward picture, resume, ta 
and phone number for contact to Box 37 
BROADCASTING. 


Announcer with 2 years commercial experi- 
ence ... Pennsylvania 250 watts .. . start at 
= per week with regular raises. Interview 

ecessary if we > Fam I and teagan 
Send to: Box 500D. 


DJ with 7 mature voice and friendly, 
——— aproach. Must be able to sell. 
Good pay for right man. Experience man- 
datory. Send tape, resume and salary re- 
quirements to Box 534D, BROADCASTING. 


South Florida 5 kw indie needs dj. Must be 
fast paced, tight production, experienced in 
modern radio format operation. Salary open 
but well above average. Box 553D, BROAD- 
CASTING. 


News man with authoritative delivery, re- 
porter, writer, eee opportunity in wages 
for sarah wane BBs ll time station. Immediate 
opening. Send tape, resume, _— references. 
Box 561D, BROADCASTIN' 


Major market independent good music oper- 
ation needs your staffer with real quality 
voice. Some a preferable. Excellent 
opportunity. Send tape and resume to Box 
567D, BROADCASTING. 


Announcer by first class ticket wanted for 
Michigan 5 k Send details first letter to 
Box 608D, BROADCASTING. 























First phone announcer immediate opening 
60 — aa New York City. WBNR, Bea- 
con, N. 





Announcer-engineer with first class license 
needed at once for new central Ohio station. 
Work with all new equipment in new build- 
ing. Third station in growing group. Plenty 
of sopertaaty for right man. Send tape and 
full details to WDLR, Box 317, Delaware, 
Ohio or phone 3-1107. 





Immediate opening for combo with knowl- 
edge of directional operation. Good voice, 
middle of the road programming. WGAI- 
Elizabeth City, North Carolina. 





Straight staff announcer dual network staff. 

Must operate own board, be able to read 

good straight commercials. Some experience 

Hagges wn 58 Send tape, picture, resume, none 

7 novices returned. LDB, Atlantic City, 
ew Jersey. 





Staff announcer — good opportunity with 
growing multiple operation. Salary good with 
fringe benefits such as hospitalization, life 
insurance, etc. Send complete resume wi 

tape to Joe Carson, WOKK, Meridian, Miss. 





Ideal climate, lovely town, top station. 
WSTU, Stuart, Florida, needs good announcer 
with first phone. Start $350 month plus free 
housing. Send tape, photo, references. 





Radio television jobs. Over 500 stations. All 
major markets, midwest saturation. Write 
Walker Employment, 83 South 7th St. 
Minneapolis 2, Minn. : 
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Help Wanted—(Cont’d) 


Help Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 





Technical 


Production—Programming, Others 


Management 





Washington consulting engineer offers excel- 
lent opportunity to capable junior consulting 
engineer to become a senior. Staff knows of 
vacancy. Box 575D, BROADCASTING. 





Chief engineer, strong in maintenance, NYS. 
$125 weekiy. Box 557D, BROADCASTING. 





Consulting engineer wants experienced senior 
or staff engineer to become associate or 
partner, Washington area, staff knows of 
this ad. Box 574D, BROADCASTING. 





Kentucky AM-FM station has opening for 
engineer to maintain and install equipment. 
No floaters or drinkers. Real opportunity 
a man. Box 663D, BROADCAST- 
ING. 





Growing radio chain has opening for first 
class engineer who is capable of selling or 
announcing. Good opportunity for hard 
worker. Write Box 1114, Sylva, N. C. 


Continuity writer . able to put aside 
time worn ways of the past in exchange for 
imaginative creativity utilizing music, pro- 
duction, and top flight announcing staff. A 
challenging opportunity with a quality-con- 
scious radio facility in midwest. Box 718D, 
BROADCASTING. 


Newsman wanted Newspaper-owned 
station looking for man to cover strong local 
news for four-county area. Must be hard 
worker, reliable (no prima donnas), and be 
willing and able to aid in staff work when 
needed. Nice resort town. Send tapes and 
resumes to Bob Bauman, Program Director, 
WHFB AM-FM, Benton Harbor, Michigan. 








Production department opening for male 
creative writer capable of writing and voic- 
ing selling commercials. Top rated mid- 
western group. Send continuity samples and 
tape to Orv Koch, Stuart Stations, 814 Stu- 
art Building, Lincoln, Nebraska. 


RADIO 








Combo personnel are needed for new posi- 
tions at KSJB the 5000 watt voice of the 
upper midwest. Strong on announcing, no 
maintenance, salary open. Send resume, 
etc., to Don MacTavish, General Manager, 
KSJB, Jamestown, North Dakota. 





Engineer-announcer with technical ability 
WAMD, Aberdeen, Maryland. 


Situations Wanted—Management 





General manager/sales manager for small to 
medium market. Twelve years experience, 
ten management. Mature thorough knowl- 
edge all phases, heavy sales. Complete 
responsibility only. Top media, personal and 
business references. Available early spring. 
Bex 474D, BROADCASTING. 





Need man with first phone interested in 
announcing or sales. Good opportunity for 
right man. WGAI-Elizabeth City, North 
Carolina. 





Good first class engineer wanted. Gene 
Newman, WHRT, Hartselle, Alabama. 





Help wanted. Chief engineer-announcer, Joe 
Phillips, WSSO, Starkville, Miss. 





Radio television jobs. Over 500 stations. All 
major markets, midwest saturation. Write 
Walker Employment, 83 South 7th St., 
Minneapolis 2, Minn. 


Pennsylvania broadcasting executive would 
like to make change. Manager or sales man- 
ager. Presently employed. Box 628D, BROAD- 
CASTING. 





Family man, sober, veteran, educated, li- 
censed, broad experience, emphasis on sales. 
Box 640D, BROADCASTING. 


Looking: Manager/sales manager, so em- 
Ployed, successful operation. Decision to 
make change 100% mine. I’m interested in 
hearing from you. I’ll substantiate bonafide 
established record, highly regarded reputa- 
tion, underwritten by 16 years personal sales 
and management experience. Drop me a 
line. Strict confidence mutually held. Box 
647D, BROADCASTING. 





Somewhere in Pacific or Intermountain area 
there is a station needing a mdnager/sales 
manager who, in five months, put a station 
at break even point first time two years. 
Doubled local sales in six months for bot- 
tom rated metro station. Boosted sales in 
metro market station from $13,000 to $20,000 
monthly average in one year. Convinced 
radio should assume position of respect in 
community through local news, sports, serv- 
ice to build corporate image. 15 years ex- 
perience all phases. My old fashioned think- 
ing is tempered in modern competition of 


major market radio. Board agency experi- 
ence. Desire return to smaller market to 
start living again. Ample references to ver- 
ify your judgment. ox 672D, BROAD- 
CASTING. 


Former station owner seeks position as 
manager of small market station or as news 
director of larger station. Might invest. Box 
686D, BROADCASTING. 


Outstanding, young sales manager. Proven 
record in competitive markets. West or 
midwest. Box 688D, BROADCASTING. 


Administrator-manager. Industrial admini- 
strator (Master’s degree) with extensive 
success in management, systematization, 
cost-cutting and public relations wants op- 
portunity to introduce proven techniques in 
broadcast field. Box 706D, BROADCASTING. 














Manager/commercial manager; 10 years suc- 
cessful experience radio management, some 
tv sales. Responsible, community-minded. 
Now empolyed midwest. Excellent refer- 
ences. $10,000 minimum. Box 713D, BROAD- 
CASTING. 





Manager, commercial manager: 10 years 
these capacities. Also network and agencv. 
Best reference all employers. Box 721D, 
BROADCASTING. 


Sales 


Best, young salesman in radio will relocate. 
ieneaenens experience. Minimum $750.00. 
Box 689D, BROADCASTING. 


Sales and D.J. College grad (Business Ad- 
ministration) 412 years. Available immedi- 
ately. Write now! Ned Ward, 20755 Hart- 
land #4, Canoga Park, California. 














Production-Programming, Others 





Immediate opening in production department 
on tap-rated midwestern station for creative 
writer with good commercial voice. Send 

pe and resume immediately to Box 512D, 
BROADCASTING. 





Copy-writer-traffic girl with flair for some 
air work and sales. Rocky Mountain sta- 
tion. Box 679D, BROADCASTING. 





Newsman for local coverage near New York 
area. Box 541D, BROADCASTING. 





News director wanted to supervise 3 man 
news staff, do some air work. No. 1 station 
in mid-west market of 300,000. Profitable 
opportunity for experienced, enthusastic 
newsman. Send full details on background 
and salary requirements to Box 591D, 
BROADCASTING. 





News man to gather, write, and promote 
local news. Must be able to work board. 
Rocky Mountain station. Box 680D, BROAD- 
CASTING. 





News director 50,000 watt format station in 
N.E. seeking strong newsman with leader- 
ship ability. Must be able to direct 4 man 
news department and create. A fast-paced, 
colorful news sound with the use of 5 two- 
Way radio equipped cars. Send tape and 
resume to Box 714D, BROADCASTING. 





News director. Must gather, edit and report, 
and actively direct action packed local news 
department. Growing operation on east 
coast. Good salary and company benefits. 
Box 715D, BROADCASTING. 


Florida: Working manager familiar with 
Florida markets. Presently managing suc- 
cessful station desires change. Excellent sales 
and management record. Best references. 
Box 654D, BROADCASTING. 


Top grade, employed general manager, 
eighteen years radio-tv experience all 
phases, including sales, with A-1 references 
and documented record, vacationing in Feb- 
ruary. Inform who and where you are. Will 
contact for personal interview. Sales man- 
ager also available for team, if needed. You 
cannot lose, but can gain much. Write im- 
see! Write Box 660D, BROADCAST- 








Calling California! Top caliber manager-sales 
manager now operating successful midwest 
station desires challenging opportunity. Sin- 
cere, responsible family man with ability 
to offer you an efficient, profit-making pro- 
gressive station. Investment opportunities 
considered. Box 666D, BROADCASTING. 





General manager available. History of suc- 
cess. Florida station preferred but other lo- 
eations considered. Could make small in- 
vestment. Box 669D, BROADCASTING. 


Announcers 





Disc jockey currently with leading format 
chain, one of top 15 markets, wants no more 
top 40. Looking for morning show compar- 
able market. Prefer station believing in 
individual expression. Can_ deliver good 
*swingin’ music—no rock. Happy sound— 
without whistles, horns, etc. This could be 
the start of something big. Box 559D, 
BROADCASTING. 


Experienced announcer. Bright sounding DJ. 
35. Family. Reliable, conscientious. oe 

art time NYC. Desire permanence. - 
leaf 6-5699, Yonkers. Box 612D, BROAD- 
CASTING. 


Announcer want —_ o— not a so 
or primadonna. ght production, marrie 
and bright sound. Box 637D, BROADCAST- 
ING. 











Experienced personality dj. News, sports, 
tight production. College-veteran. New York 
City-vicinity. Tape, resume. Box 638D, 
BROADCASTING. 

Announcer experienced. Family man. Sales. 
Bright sound. Want to settle down. Box 
639D, BROADCASTING. 








Manager familiar with all phases of radio 
wants change to small or medium market in 
south. 14 years experience, best references. 
Civic family man. Proven record. Box 655D, 
BROADCASTING. 





Manager, sales manager or sales in major 
markets only. College aduate, married 
with family. Experienced all phases. Cur- 
rently owner-manager and selling out. Box 
673D, BROADCASTING. 





Manager with years successful experience. 
Mature family man interested in small or 
medium market. Will consider new stations. 
Also distress stations. Offer must be right, 
and include chance for future investment. 
Box 685D, BROADCASTING. 
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News and sports. Plus adult music and pro- 
duction. Versatile. Responsible. Box 646D, 
BROADCASTING. 


Bright, versatile, personality dj currently 
with top rated station in medium market. 
Desires west coast position. Minimum $150 
per week, and well worth it. Have Ist 
phone. Box 653D, BROADCASTING. 


Attention Alabama, Georgia, Florida. Good 
announcer dj looking for good station to 
grow with. Experienced. Reliable. Desires 
permanence. Box 656D, BROADCASTING. 


Can offer 12 years morning air work ex- 
perience for anyone having a station in a 
competitive market. Smooth, sincere deliv- 
ery. Dependable, family man. Box 658D, 
BROADCASTING. 





























Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 


Situations Wanted—(Cont’d) — 





Announcers 


Announcers 





Production—Programming, Others 





Female announcer, employed in radio air 
work interested in relocating. Box 659D, 
BROADCASTING. 


Experienced, young announcer, good fast 
board, dependable, will travel, will settle. 
Box 667D, BROADCASTING. 


News personality! Stimulating coverage and 
comment. Informed, authoritative, responsi- 
Le. successful. Box 671D, BROADCAST- 











Sports and newscaster twelve years. Play- 
by-play, major league, special events, inter- 
views and feature ad 1 consider all— 
prefer east. Box 681D, BROADCASTING. 


Announcer—4 years AM experience. Wish 
to locate in Michigan. Married, family. Box 
682D, BROADCASTING. 


Top rated country dj—program director. 11 
years experience. Strong on news. Tight 
roduction. Start $125 week. Box 683D, 
ROADCASTING. 


Young, married, top rated, top 40 announcer, 
in major northeastern market. Prefer to re- 
locate in Ohio, Kentucky or Indiana, for 
right pay. Box 684D, BROADCASTING. 


The right man. Night-time personality dj: 
Looking for north-east station. Four years 
radio and television experience. Tape-re- 
Sap Stterview. Box 690D, BROADCAST- 

















Announcer, DJ—experienced, versatile, not 
a floater. Can operate own board. Available 
immediately. Box 692D, BROADCASTING. 


Carolinas-Virginia; mature announcer-dj- 
copy writer; 10 years experience. Box 694D, 
BROADCASTING. 


Effervescent announcer now employed at 5 
kw fulltimer in major market. 2 years mod- 
ern format station referred. Can do 
straight announcing. ighting on board. 
Working condition and pay primary, market 
secondary. Aircheck available. Travel. Have 

ven notice. All replies answered. Box 
00D, BROADCASTING. 


Announcer, dj, salesman. Experienced. Mar- 
ried. Want to settle down. Not a floater. 
Bright sound. Tight production. IV 6-8749, 
N. Y. Box 710D, BROADCASTING. 


Attention! Major market radio-tv air per- 
sonality currently with large eastern station 
is seeking personality radio show with big 
potential. 12 years experience. Was M.C. on 
local tv guest entertainment series. Desire 
fast paced, adult, modern music and news 
sound utilizing all types music. No 














so- 
called “top 40” limitations please. Do tight * 


production show with occasional comedy 
drop-ins. I program my music objectively- 
repeat: objectively! Also have been program 
director. Am hard worker, aggressive, alert, 
mature. Married with family. Mid 30's. 
College background. Will move for right 
offer. Want security. Also am authoritative 
newscaster. Tape, resume, picture available 
immediately. Personal interview desired. 
Box 716D, BROADCASTING. 


An experienced negro “rock ‘n’ roll” disc 
jockey is interested in a job. At present 
operating own show at WYNN in Florence, 
South Carolina. Box 717D, BROADCASTING. 








Announcer dj. Experienced, fast board, good 
ad lib. Wants to settle, not a drifter. Pre- 
fers east. Box 719D, BROADCASTING. 





Broadcasting school graduate operate board, 
4 months announcing, 3rd class, Ist phone in 
a few months. Sober, dependable, 10 years 
electronics. Married, 38, reasonable salary. 
“Southern location.” Box 725D, BROAD- 
CASTING. 





12 years background radio dj-engineer. TV 
personality. Have ist phone, start immedi- 
ately. Box 726D, BROADCASTING. 





DJ-newsman first phone, 2 years experience. 
Prefer modern operation. WH 6-7428 Dallas, 
Texas, 211 No. Waverly Dr. 





Announcer-salesman. Experienced. Excel- 

lent radio voice. First class license, if re- 

pees. Cleveland Avenue, Ashland, Ohio. 
me 4-8262 


Announcer—2 years experience. Vet, single, 
29-minimum $80.00. Robert Cohen, 234 Cres- 
cent St., New Haven, Conn. Tel. 5-3528. 





Announcer-engineer. First phone. Limited 
experience in radio; sales background. Cap- 
able, ambitious, sober. Excellent references. 
B. R. Delcoure, 5304 Parkland Ave., Dallas 
35, Texas. 





Experienced DJ, talented. Looking for larg- 
er market—Stan Martin, 570 Grand St., New 
York 2, N.Y. CA 8-8676. 





D-Js experienced. Good ad lib personalities. 
Fast board. Good sell. Contact New York 
School of Announcing and Speech, 160 West 
73rd Street, New York City. 





Announcer-copywriter-news. Station and 
agency experience. Copy and tape available. 
References. All replies considered. Barry 
Ritenour, 758 E. Delavan-Buffalo, New York. 
Phone TX 3-5998. 





Experienced announcer—radio and tv—mod- 
ern production. DJ and newsman, enthusi- 
astic, reliable, sales minded. Contact Mark 
Roberts, PL 7-1837, 110 W. 55th Street, New 
York 19, N. Y. 


Ambitious young man _ just completed 
courses in announcing and dj work, wishes 
start with small upcoming station. Ready 
to relocate. Can send tape. picture and 
resume. Chuck Vincent, 30453 Sheridan, 
Garden City, Michigan, GA 4-3262. 


Technical 











Young man, wants experience at broadcast 
station. Third phone, audio experience. Op- 
erate board. Prefer station near New York 
City. Box 664D, BROADCASTING. 


Chief engineer experience remote radio. 
Now employed—best reference. Wants per- 
manent location with future. Prefer south. 
Box 691D, BROADCASTING. 


First phone. Experienced radio and tele- 
vision. Box 31393, Los Angeles 31, California. 


Production—Programming, Others 














Can promote your station to No. one. Major 
market disk-jockey desires P.D. experience 
in a medium market. For the station which 
will be satisfied with nothing but the very 
best. Available March 6th. Box 424D, BROAD- 
CASTING. 





PD desires N.Y.C. area. Storz type program- 
ming. Experienced, family, references. Box 
466D, BROADCASTING. 


What do you need? Competitive sound? Top 
production? Loyalty? Experience? New 
ideas? I may fill that need for you. Box 
650D, BROADCASTING. 


Award winning news director and play-by- 
play announcer wants permanent job as 
either or both. Presently employed with 
excellent references. Can make change after 
— season. Box 636D, BROADCAST- 











Fighting top forty and adult music? Why 
not become sellingly different, compelling, 
sound—you can sell the difference! Box 
651D, BROADCASTING. 





Program director presently employed. Eleven 
years tv experience. All phases including 
sales. Minimum $625.00 month. College, fami- 
ly, 34. No geographical preference. Box 645D, 
BROADCASTING. 


Is your market tired of the everyday? Then 
maybe you're in the market for me. There’s 
an entire new world for you in this box: 
Box 649D, BROADCASTING. 


College trained. Radio management major. 
Desires to relocate in small or medium sized 
station, preferably in south or southwest. 
Currently in television at major Ohio mar- 
ket. Age 24. Military obligation fulfilled. 
Box 668D, BROADCASTING. 


One year experience, college speech major, 
24, married, news director, prefer good 
music and news, combo operator, tight 
— write copy. Box 670D, BROADCAST- 














Do you really want someone who'll work 
hard, take responsibility, has all the experi- 
ence to do the job you need done? Try 
a and box. Box 652D, BROADCAST- 
ING. 





Top-notch news director wants change. Ex- 
cellent achievement record in large midwest 
capital with CBS station. Solid journalism, 
newspaper background. Extensive network 
freelance. Will accept newsman at top sta- 
tion. Box 6983D, BROADCASTING. 


Traffic supervisor, continuity director, tele- 
vision or radio. Experienced. Box 695D, 
BROADCASTING. 


Newsman, six years experience, writing, 
gathering, reporting. Mobile and _ beeper, 
_— or south. P.O. Box 349, Chattanooga, 
enn. ° 











News director. High caliber, production 
minded, experienced all phases top opera- 
tion. Editorials, promos, intros, features. 
Documentaries, beepers, mobile coverage, 
formating, audience rating surveys, opinion 
polls, training air personnel. Outstanding 
delivery. Sturdy background in contests, 
etc. Experience includes three years tv, 
Former McLendon director. Present em- 
ployed. Interested in joining station airing 
or maintaining top news operation in metro- 
politan market. Available February Ist. Ex- 
cellent references from ovresent and_ past 
employers. Contact Bill Gill, WSAI Radio, 
Cincinnati, Ohio. 


TELEVISION 
Help Wanted—Management 











Experienced tv manager to manage two sta- 
tions same general area. Heavy responsibili- 
ty, corresponding salary. Replies confiden- 
tial. Box 593D, BROADCASTING. 





Announcers 





Announcer. For all around work. New tv 
station airing January 23rd, 1961. Send com- 
plete resume including picture, tape, and 
salary requirements. Box 2148, Idaho Falls, 
Idaho. 








$ Technical G 





saapee west coast market has opening for 
technician. Reply Box 843C, BROADCAST- 





Washington consulting engineer offers ex- 
cellent opportunity to capable junior con- 
sulting engineer to become a senior. Staff 
ew of vacancy. Box 575D, BROADCAST- 
ING. 





Television transmitter engineer for south- 
west major market full power station. Must 
be experienced. Excellent opportunity for 
advancement. Give full resume on first 
letter. Box 705D, BROADCASTING. 


Chief engineer for KMMT-TV-AM, Austin, 
Minnesota. Interested in man with proven 
ability in supervision who is now ready to 
assume responsibility of management. Write 
E. M. Tink, Director of Engineering, KWWL- 
TV, Waterloo, Iowa. No phone cal's. 


Television engineer supervisor, experienced 
in tv transmitters, video and associated 
equipment wanted for chief engineer in new 
F maximum power tv station—WLTV, 
809 Covington Ave., Bowling Green, Ky. 


Television engineer. Immediate opening for 
experienced engineer with first hone. 
Contact H. E. Barg, 1015 N. Sixth Street, 
Milwaukee 3, Wisconsin. 


Production—Programming, Others 

















Photographer: Excellent opportunity for in- 
dustrious and ambitious man. Television 
experience preferred. not essential. Must 
be able to run complete photo dept. and 
turn out first class 35 mm slides. Salary 
open. Address replies to Box 722D, BROAD- 
CASTING. 


Expanding radio-television news department. 
now accepting applications from newsmen. 
Want experienced beat reporters use 

heavy budgets of local news, familiar with 
mobile radio units and newsreel cameras. 
Need men who can dig, write, edit and 
broadcast. Contact Vern Jones. News Di- 
rector, WAVY AM-TV, Norfolk, Virginia. 
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Help Wanted—(Cont’d) 


Situations Wanted—(Cont’d) 


FOR SALE 





Production—Programming, Others 





Leading midwest vhf anticipates forthcom- 
ing need for experienced tv director and for 
thoroughly grounded tv announcer. Please 
submit complete resume, picture, tape and 
salary requirements. Send to Station Man- 
ager, WNEW-TV, 5700 Becker Rd., Saginaw, 
Michigan. 





Director/switcher. To switch audio, video, 
run projection; direct studio shows and 
commercials. $80 for 40 hours. Some com- 
mercial experience preferred. Call collect: 
Dwight Wheeler, WWTV, Cadillac, Michi- 
gan. PR 5-3478. 


Have a nose for news? Need assistant to 
news director; can do photography, gather- 
ing, editing, and on occasion delivering on- 
camera. idwest location. Contact: E. M. 
Sears, Box 62, Bloomington, Indiana. 


TELEVISION 











Situations Wanted—Management 





Assistant manager-program director-sales- 
man. 37; college graduate. Thoroughly ex- 
perienced in announcing, programming, sales 
and management: 12 years radio; 7 years 
television. Excellent administrative assis- 
tant. Also, multi-award-winner newscaster- 
news director. Past 7 years in million mar- 
ket. Desire change within next 3 months. 
Box 665D, BROADCASTING. 


Manager, commercial manager: 10 years 
these capacities. Also network and agency. 





Production—Programming, Others 


Equipment—(Cont’d) 





Chief producer-director, medium market, 
seeks advancement. Married, infant son, 
milita obligation completed. B.S. degree 
in radio-television. Creative, hard working 
and described as Bg mg Top refer- 
ences. Salary second to opportunity. Avail- 
able February ist. Allied communication 
operations and educational television also 
considered. Call Evansville, Indiana—HArri- 
son 5-8770 or write Box 687D, BROAD- 
CASTING. 


Newsman, 30, married, presently employed. 
seven years experience in television, wire 
service, radio news. desires position with 
responsibility. Box 720D, BROADCASTING. 








Television operations and/or program man- 
ager. 8 years experience all phases. 12 years 
radio program and production background. 
Excellent record. Finest industry and per- 
sonal references. Family man. Sober, relia- 
ble, loyal, hardworking. Can guarantee top 
results. Carl Junker, 2249 Edinburgh, Baton 
Rouge, La. 





FOR SALE 





Equipment 





Does your station use Class C lines? Have 
75 equalizer amplifier units for sale at $75.00 
each. Provides low and high frequency boost 
and overall gain adjustment in transistorised 
unit, rack mounted. Description and sche- 
matic accompany each. Shipped C.O.D. your 





Best reference all employers. Box 721D, directions. Address inquiries Box 427D, 
BROADCASTING. . BROADCASTING. 
Sales Western Electric 25-B console. Complete with 





Local and regional television sales and radio 
sales management experience. executive 
type. Box 641D, BROADCASTING. 





Executive-type salesman with six vears 
television and ten years radio experience 
in major and medium-sized markets now 
available. Commission earnings well above 
average but primarily interested in sound 
permanent connection. Mature, married, 
sober. Best references. Box 662D, BROAD- 
CASTING. 





Announcers 





Top baseball announcer, metropolitan mar- 
ket, now_employed one of nations top tv 
stations. Require personal interview. Prefer 
major league or top minor league baseball, 
Plus major college football and basketball. 
Also do industry’s most unique tv sports 
show. Tapes. film. references and brochure 
on request. Box 579D, BROADCASTING. 


Top rated tv newscaster with working ex- 
perience of processing a film story from the 
scene to on the air. Bell and Howell and 
Bolex Plous Auricon. Filming. editing and 
writing of narration. Box 697D, BROAD- 
CASTING. 








Technical 





Need an engineer, technical director, video 
switcher, production man? Here’s versatility 
in one complete package! First phone, 25, 
vet, married and 3 years experience. Box 
471D, BROADCASTING. 





Tv studio technician, first phone, three 
ears experience. available immediately. 
ox 696D, BROADCASTING. 


Nine years in television and nine years in 
radio some as chief engineer. Can you use 
a good maintenance or transmitter man? 
Box 701D, BROADCASTING. 

RCA broadcast service field engineer—former 
chief—12 years experience—maintenance, 
construction, uhf, vhf, AM-FM. Radio or 
tv offer acceptable—northeast preferred. 
Box 723D, BROADCASTING. 











Production-Programming, Others 





Production manager, producer-director tv 
and radio production background. Color, 
tape, film and heavy_ remote experience. 
Married, 26, vet. “College. Box 02D, 
BROADCASTING. 


power supply, Junction boxes. desk. tubes. 
Completely reconditioned and _ refinished. 
Performance measured and exceeds original 
specs. $500. Box 598D, BROADCASTING. 


Complete 12 KW G.E. TT-25A transmitter. 
Does not include harmonic filter or filter- 
plexer. This transmitter is presently operat- 
ing and is in very good condition, and will 
be available upon very short notice. Box 
712D, BROADCASTING. 








Rust remote control system, Series E. Good 
condition. Cost over $1.000; less than 5 years 
old. Best offer over $400 takes. Chief Engi- 
neer, KATI, Casper, Wyoming. 





Two 345’ self-supporting Truscon towers 
with lighting kits, available where _ they 
stand. Opportunity for a real buv. Radio 
Station KIDD, P.O. Box 1070, Monterey, 
California. 





Fm transmitting equipment. Have used GE 
250 watt exciter model 4BT1A1; three kilo- 
watt GE amplifier model 4BT3A1 with recti- 
fier: ten-kilowatt GE o-molifier model 
4BF3A1 with rectifier; GE FM broadcast sta- 
tion monitor model 4BM1A1 plus Gates RF 
amplifier for remote operation of station 
monitor. Final tubes for 10 KW amplifier 
not included. Would like to sell as package. 
Contact Chuck Williams, KWNO, Winona, 
Minnesota. 





Magnecord M81. Rack mounted $400.00 Sep- 
arate record playback amplifiers. Jerry 
Adams, WCER, Charlotte, Michigan. 





G. E. console type BC-1-A used. In operating 
condition. Make offer. Contact Chief Engi- 
neer, WCUE, Akron 13, Ohio. 





FM-frequency and modulation monitor Doo- 
little type FD-1i. Contact Radio Station 
WDOK-Cleveland, Ohio. . 





Like new Gates nite watch equipment— 
Original cost $2800.00, our price $2000.00: 
PT6-J Magnecord tape recorder $300.00; Like 
new PT6 Magnecord $550.00; Presto model 
K-10 disc recorder with playback arm, 
speaker, carrying case, excellent condition 
$300.00. Will sell on first-come basis. Call 
Ernest Reynolds, WLBA, Gainesville, Ga. 





Two Magnecorder tape decks PT6-AH for 
sale, complete with metal cabinets. WMAK, 
Nashville, Tenn. 


Test equipment. Excellent condition—used 
once. Simpson sweep marker generator #479, 
Precise laboratory oscilloscope ES-500A & 
VTVM #909. $360. Box 12, Flint, Michigan. 





Continental Towers, Inc. Tower erection and 
maintenance. 13 Beech Road, Glen Burnie, 
Maryland. 24 hour service—Southfield 6-6855. 





Will buy or sell broadcasting equipment. 
Guarantee Radio & Broadcasting Supply 
Co., 1314 Iturbide St., Laredo, Texas. 


TV video monitors. Metal cabinets, rack, 
portable remote kine, educational, broad- 
cast, starting at $199.00. 50 different models, 
8” thru 24”, Miratel, Inc., Ist St. SE. & 
Richardson, New Brighton, St. Paul 12, 
Minnesota. 








Magnecorder type P-60 recorder complete 
with low impedance transformer. Factory 
converted to P-75 specifications. Excellent 
condition. $450.00 express collect. Radio En- 
gineering and Maintenance Corporation, 
Lexington, Kentucky. 





Dehydrators, automatic reactivation, silica 
gel, thermal control 145 HP motor, dry air at 
controlled pressure. Complete with gauges, 
manifold etc. New-unused. $300.00 complete, 
FOB. Sierra Western Electric Cable Com- 
pany, 1401 Middle Harbor Road, Oakland 20, 
California. 





Complete remote television unit consisting 
of: Three DuMont I.0O. field chains #258, 
#260, #231 with all accessory equipment. 
RCA microwave system, -1B transmitter 
and TRB-1B receiver with all accessory 
equipment and cables for immediate opera- 
tion. 2 DuMont field sync generators. 2 
DuMont LV supplies and dist..amps..2 Du- 
Mont mixer-monitors. 1 Ford remote bus. 
40 used I.0. tubes. All equipment rebuilt 
December 1960. Make offer on all or part 
Call or write C. H. Beal, University of Miami, 
Radio-TV Film Department, Coral Gables, 
Florida. (Miami, HI 6-0801, Extn. 2). 


RF FM amplifier Gates model M-4791. Brand 
new for remote FM monitoring complete 
with power supply $280.00. Tropical Music 
Service, Inc., P.O. Box 1803, Tampa, Florida. 


36-AM-FM towers. Uniform cross section 

guyed type. Heights 100’ to 360’. Phone RE 

inna U.S. Tower, 249 Bartow Lane, Peters- 
urg, Va. 


WANTED TO BUY 














Stations 


Young Califernia blood has money for pur- 
chase struggling radio station in expanding 
market area in the west. Write P.O. Box 
2063D, Pasadena, California. 


Equipment 











Wanted: one recording amplifier from GPL 
kine recorder; and an Altec limiter. Box 
485D, BROADCASTING. 


Require commercial aide library. Distribu- 
tors send details to Box 677D, BROAD- 
CASTING. 


Need several good used Magnecord record- 
ers. Box 704D, BROADCASTING. 


Used Magnecord in good condition. Write 
Bob Nelson, WECL, Eau Claire, Wisconsin. 














Wanted: Monoscope camera in good con- 
dition. State manufacturer, age and price. 
Write Ralph L. Hucaby, WLAC-TV, Nash- 
ville 3, Tennessee. 





Would like to buy good used FM transmitter, 
approximately 5000 watts and four or six bay 
antenna and frequency modulation monitor. 
C. W. Holt, Post Office Box 1008, Hatties- 
burg, Mississippi. 


MISCELLANEOUS 


Comedy for deejays!—“Deejay Manual,” a 
complete gagfile containing bits, adlibs, gim- 
mix, letters, patter, etc. $5.00—Show-Biz 
Comedy Service (Dept. DJ-4), 65 Parkway 
Court, Brooklyn 35, N. Y. 
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MISCELLANEOUS 


Help Wanted—(Cont’d) 





Help Wanted—(Cont’d) 





All broadctast employees: wallet press card! 
Identification . . . emergencies . . . remotes 

. . Name station lettering; plastic lamin- 
ated! $2.95. Pat Adams, Box 657D, BROAD- 
CASTING. 





Call letter items—Lapel buttons, mike plates, 
studio banners, car ta: — strips, etc. 
Bro-Tel, Box 592, Hun lie, Alabama. 





INSTRUCTIONS 





FCC first phone license preparation by 
co. mdence or in _ resident classes 
Gran Schools are located in Hollywood, 
Seattle, Kansas City and Washington. Write 
for our free 40-page brochure. Grantham 
School of Electronics, 3123 Gillham Road, 
Kansas City 9, Missouri. 





Announcing, programming, etc. Twelve 
week intensive, practical training. Brand 
turntables, and the works. 
Elkins School of Broadcasting, 2603 Inwood 
Road, Dallas 35, Texas. 


new console, 





Since 1946. The original course for FCC ist 
phone license, 5 to 6 weeks. Reservations 
required. Enrolling now for classes starting 
March 1, April 26, June 21. For information, 
references and reservations write William B. 
Ogden. Radio Operational yo 
School, 1150 West Olive Avenue, bank 
California. 





FCC first phone license in six weeks. Guar- 
anteed uction by master teacher. G.I. 


approved. Request brochure. Elkins Radio 
ee School, 2603 Inwood Road, Dallas, 
‘exas. 





FCC license six-week resident class. Guaran- 
teed instruction. New classes eve seven 
weeks. Pathfinder, 5504 H Bivd., 


oll 
Hollywood. ey 





Be prepared. First phone in 6 weeks. Guar- 
anteed instruction. Elkins Radio License 
School of Atlanta, 1139 Spring St., N.W., 
Atlanta, Georgia. 





FCC first phone license preparation. High 
record of results from our proven are 
Announcer Training Studio, 25 W. 43, N. Y., 
OX 5-9245. 





Elkins Radio License School of Chicago. 
Now serving the mid-west. Quality instruc- 
a ? i best. 14 East Jackson St., Chi- 





RADIO 





Help Wanted—Management 








COMMERCIAL MANAGER 


Wanted ial for leading 
top independent station east coast. Must 
be experienced as a station manager or 
- Top jeb salary plus 
bonus. Write complete details in con- 
fidence. Interviews New York City 


Box 461D, BROADCASTING 























Announcers 








MORNING MAN 


We are looking for a personality 
to go with a modern adult format. 
We prefer the humorous ad lib ap- 
proach. Midwest metro market, 
$7500. per year to start. Send tape, 
resume. 


Box 623D, BROADCASTING 











Announcers 


Production-—Programming, Others 








METROPOLITAN INDEPENDENT 


Full-time independent modern alive 
operation, enlarging, looking for top 
announcers and D-J's, tight on produc- 
Money to 


tion, strong on commercials. 
be made in this fast growing market of 


over a million. Send tape, resume, 
photo and salary requirements to: 


Box 560D, BROADCASTING 

















RADIO NEWS MAN 


tr For one of the nation’s top 50 KW 
r+independent stations. Must have major 
}+ market radio news experience in writing, 
f° editing, and airing newscasts. Should 
r be a journalism graduate with good 
b+ commercial delivery and know how to 
}. "Dig" for a story. Resume and tape to: 


Box 711D, BROADCASTING 


TYTTT 


— 
b- 
> 
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ADAAUIUUUUUN EY YYSTAGHHHAOHAONOADEDEDAODODAOTEUT ATTA EHEH HA IH Ludlil! 
PERSONALITY ANNOUNCER. 
Wanted by new daytime adult music 
station. Mast have EXPERIENCE, 
SMOOTH DELIVERY THAT SELLS 
and KNOWLEDGE OF GOOD 
MUSIC! Start April 1. No floaters 
or drinkers. Send —— resume, 
photo and 3 references to: Paul D. 
Bernards, Box atertown, a>. 
MMM 


IA 





DISC JOCKEYS 


@ @ @ advance to Major 
Metropolitan Market 


WNOE the South’s top independent 


is expanding staff. Need DJ’s and 
newsman. Salary plus bonus, plus 


outside opportunities. 


e Send up—tempo music and news 
air check to: 
James A. Noe, Jr. 
WNOE 


Sheraton-Charles Hotel 
New Orleans, La. 











PRODUCTION-CONTINUITY 
DIRECTOR 


50 KW major market independ- 
ent needs production-continuity 
writer strong in promotional 
ideas and follow thorough in 
contests. Tapes on production, 
resume, photo and sample scripts 
to: - 
Box 727D, BROADCASTING 





TELEVISION 





Help Wanted—Technical 





Men ens Te US OLLIE LOL? LILLE DL 


8 


TV 
FIELD ENGINEERS 


Leading manufacturer of closed circuit 
television systems needs qualified field 
engineers to provide installation and 
maintenance on professional and indus- 
trial TV systems throughout the country. 


Applicants should be thoroughly ex- 
perienced in over-all TV station instal- 
lation and maintenance. Two years ac- 
credited technical school training and 
three years experience required. 


EXCELLENT OPPORTUNITY FOR 
TECHNICAL AND PROFESSIONAL 
ADVANCEMENT. 
Send resume to: 
J. W. Lewis 

Dage Television Division 

THOMPSON RAMO 

WOOLDRIDGE INC. 

Michigan City, Indiana 


CE LITE CT 
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Situations Wanted—Announcers 





res ee ne 


PUTT OTT Te TT DT 


GENERAL MANAGER 
COMMISSION BASIS 


apable successful California operator avail- 

bie now on straight commission. Mature 
theveun knowledge all phases, heavy sales. 
Financially sound. Finest industry references. 
Might lease with option. 


Box 674D, BROADCASTING 
(Confidential) 


PMs eM SU S LLL? LLL SLL 
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Situations Wanted—(Cont’d) 





Announcers 

















WE HAVE NEW D.J.’s 


All sizes, all colors, all ages, all sexes. 
And all willing to work—eager to please. 
No prima donnas. Costs you nothing to 
get their tapes, Tell us what you want. 
Placement Dept.. J. B. Johnson School, 
930 F St., N.W., Washington 4, D. C. 





| 











TELEVISION 





Situations Wanted 





Production—Programming, Others 





TV PROGRAM DIRECTOR 
OPERATIONS MANAGER 
4 YEARS 


Total 10 years experience in all 


phases of television. Responsible, 
married, children, 30 years old. 


Solid references. Interested in 
Michigan, Ohio, Illinois markets. 
Box 728D, BROADCASTING 








FOR SALE 











BROADCASTING SCHOOL 


In middle Atlantic major market. 
Doing tremendous business. Great 
opportunity as owner has other 
interests. Present management 
available. Asking $110,000 with 
$50,000 down. Principle. 


Box 141D, BROADCASTING 








Equipment 








RADIO REMOTE CONTROL 
SYSTEM 


Model RRC-10 
Complete system featuring 950 mc STL for 
conveying main channel, mx channel, and 
control signals for FM transmitters. Tele- 
metering included. Control units can be 
adapted to your existing STL. Write for 
information. 


MOSELEY ASSOCIATES 


P.O. Box 3192 Santa Barbara, Calif. 








Employmert Service 











JOBS IN RADIO & TV 
THROUGHOUT 
THE SOUTHEAST 


Talent scouts for the station you’re look- 
ing for — free regi ion — fidential 
service. I 








diate job P ings for— 
“ Fugineer-Selesmen 
4 DJ 

















ers- 


Aa ew Ss 
PROFESSIONAL PLACEMENT 
458 Peachtree Arcade, Atlanta, Ga. 











MISCELLANEOUS 














Radio And Talky-vision of 1930 


Rare old logs, documents and reports re- 
print on pi b d i 

stations, talkyvision, bootleg stations, the 
power race, ete. Limited supply only $2.00. 


Write: Radio Log 
P. O, Box 263 East Point, Ga. 
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STATIONS — 


FOR SALE 





la 


MPLS Me LT STS 
North Florida half million mar- 


ket. Kilowatt-daytimer 95M. 
Responsible replies only — No 
brokers. 


Box 556D, BROADCASTING 
MMS UM SLL $ LI MEL SL 


. 
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ee tLe 
FLORIDA DAYTIMER 


In top 3 Florida market. $50,000 plus 
terms. Priced for quick sale. Owner. 


Box 661D, BROADCASTING 
ee ee EE ES 8 Bos 











TV STATION 
IN 
FAST-GROWING MARKET 
Qualified Principals Only 
Box 703D, BROADCASTING 
a 











= ce seme: 








Daytimer $100M terms 


Tenn Single 
Ke Single Ikw-D 65M be og 


Calif Single Daytimer 75M 2 

Pa Small Daytimer 100M 15dn 
Fla Small Daytimer 47M 8dn 
Calif Medium 250w 82M terms 
Ala Medium 250w 65M 22dn 
Fla | Metro Fulltime 230M 29% 
Central Metro Fulltime 1,515M terms 
Fla Metro Regional 190M cash 
NW Metro Regional 170M terms 
Central Large Daytimer 225M 75dn 
And Others 


CHAPMAN COMPANY 
1182 W Peachtree St., Atlanta 9, Ga 














GUNZENDORFER 


TEXAS. Dallas and Houston. Two F.M. 
stations. $75,000 each, $21,750 down. 
Terms. 

CALIFORNIA. Southern big market. 
1000 watt fulltimer $225,000. Terms. 
NORTHWEST. 250 watt fulltimer. 2 
station market. $27,500 down. 


WILT GUNZENDORFER 
AND ASSOCIATES 


8630 W. Olympic, Los Angeles 35, Calif. 
Licensed Brokers Financial Consultants 




















Ist offering Western Metro 250M. 29% dn. 
12 years balance. Exp. out 20% 5KW engr. 


mk a x 
Rocky Mtn. 100M pop. gross 70M. Price 
90M. 25 dn. 10 year bal. Exc. equip. 
TIMOTHY A. O’CONNOR CO. 
3900 E. 7th Avenue, Denver, Colorado 
DU 8-3329 

















Texas single fulltime money-maker $160,- 
000—Florida 5 kw Metro $290,000 highly 
Profitable—Texas major regional $200,- 
000—Mid-West Major fulltime regional 
$1,575,000—Florida 5 kw semi-major full- 
time $230,000—Texas single fulltime— 
$53,000—Florida Major day $120,- 
000—Miss. single $45,000—Texas single 
regional $60,000—Florida metro 5 kw 
$225,000—Southern Major regional full- 
time $350,000—Ark. single fulltime, big 
Profits. $65,000 for 80%—West Coast 
fulltime regional $367,500—Texas semi- 
major fulltime regional $147,500—South- 
west fulltime regional $200,000. Others. 
PATT McDONALD CO., BOX 9266, 
AUSTIN 17, TEXAS. GL. 3-8080— 
Paul Yates Jr. Box 1396, FA. 2-5488, 
Sanford, Florida—Mrs. Gerry Switzer 
1620 W. 3rd., EL. 2-2163, Taylor, Tex. 
—Jack Koste 60 E. 42nd., MU. 2-4813. 
NY 17, NY—Dick Watts 1300 Taylor, 
DR. 4-2236, Amarillo, Tex. 











y—— STATIONS FOR SALE———; 


CALIFORNIA. Fully automatic full time 
operation. Trade area 20,000. Deal can be 
set up to net owner $1,000 month on cur- 
rent business. $6,000 down. 


NORTH WEST CENTRAL. Daytimer. Ab- 
sentee owned. Profitable. Doing $70,000. 
Asking $90,000 with 29% down. 


JACK L. STOLL 


& ASSOCS. 
Suite 600-601 
6381 Hollywood Blvd. 
Los Angeles 28, Calif. 
HO. 4-7279 














NEED HELP? 
LOOKING FOR A JOB? 
SOMETHING TO BUY 

OR SELL? 


For Best Results 
You Can’t Top A 
Classified Ad 


lf 4 BROADCASTING 


THE BUSINESSWEEKLY OF TELEVISION AND RADIO 

















PLEASE SAY 











PROGRAM THESE NEW MARCH OF DIMES 





FEATURE FILMS 


This month more than thirty top stars of Broadway and Hollywood will voice 
the plea of the New MARCH OF DIMES. The world’s largest voluntary health 
organization will be asking all Americans to help in the treatment and rehabilita- 
tion of polio victims, and to meet two crucial new challenges—arthritis, which 
afflicts 11 million Americans—and crippling birth defects, our biggest childhood 
medical problem. 


WON’T YOU HELP? PLEASE SAY YES BY CARRYING THESE VITAL 
NEW MARCH OF DIMES MESSAGES TO ALL AMERICANS 


TWO LIVELY ALL-STAR FEATURE FILMS... 
“WHAT ABOUT LINDA?” 


60-minute spectacular, emceed by Bob Cummings, featuring Linda Breese—1961 New 


MARCH OF DIMES poster girl—and a star-studded cast: 


Philip, Dennis and Lindsay Crosby - Juliet Prowse- Louis Armstrong+ Debbie Reynolds 
Bob Stack - Robert Young - Connie Stevens - Van Johnson « Shirley Jones « Stubby 
Kaye + Randolph Scott - Efrem Zimbalist, Jr. - Jack Kelly - Don Knotts - Kingston 
Trio «+ Keenan Wynn + Roger Smith - Lee Marvin - Craig Stevens - Nick Adams 
John Raitt - Harry Von Zell - Craig Hill and Ken Tobey. 


“THREE WISHES” 


An entertaining half hour with Art Linkletter playing host at a children’s party and 
featuring performances by: 

Gene Barry + Helen Hayes - Debbie Reynolds - Shirley Jones - Stubby Kaye « Carole 
Cook + Roger Smith - Bobby Van - Harry Von Zell - The Poodleaires 


1961 NEw MARCH OF DIMES 


THE NATIONAL FOUNDATION, FRANKLIN D. ROOSEVELT, FOUNDER- GEORGE P. VOSS, 
DIRECTOR OF PUBLIC RELATIONS - 800 SECOND AVENUE, NEW YORK 17, N.Y. - OXFORD 7-7700 











BROADCASTING, January 23, 1961 








Ss serge — So EY 


ce ho CO f 


oO 








OUR RESPECTS to George William Bolling II, president, The Bolling Co. 
Last month, the salesman became a buyer 


To George William Bolling II, found- 
er and president of The Bolling Co., 
selling is not a task—it’s an exhilaration. 

“For the good salesman, going out 
for that daily, personal sale is the most 
wonderful feeling in the world,” he says. 
“When you make it you know you’ve 
accomplished something and you can 
really sleep good at night.” 

After 36 years in broadcasting, a ten- 
ure that makes him one of the longest 
serving radio and tv reps still active in 
the field, salesman Bolling is still going 
strong. And last month the salesman 
also became a buyer. 

In a deal of major and unprecedented 
scope (BROADCASTING, Jan. 2), The 
Bolling Co. purchased established com- 
petitor Headley-Reed Co. at a price de- 
scribed as more than a half-million dol- 
lars. The acquisition is the largest sin- 
gle move Mr. Bolling has made since 
he started the firm and one he felt was 
made necessary by our changing times. 

Expansion * “Take a farmer with 
eight or ten cows—nowadays he can’t 
exist anymore,” Mr. Bolling says in ex- 
planation. “He must expand or he’s 
finished. Business in general is like 
that. You must move with the times 
or retrogress.” 

Mr. Bolling thinks his new station 
list will eventually consist of about 35 
radio stations and 27 tv stations. He’s 
currently in the process of paring down 
the combined Headley-Reed and Bolling 
list to these levels. It is impossible, he 
claims, to do a knowledgeable, adequate 
job for a tremendous number of sta- 
tions and what he is most interested in 
is giving his clients an intimate, per- 
sonal kind of service. 

During his long career, Mr. Bolling 
has seen the trend in radio billings 
dominance go the full cycle from local 
to national network and back to local 
(including spot). He wonders if tv 
isn’t in the same cycle now with an 
eventual swing back to the local sphere 
a distinct possibility. Line charges, he 
reasons, take too big a bite to make 
network dominance of the business 
completely feasible in the future. 

No Choice ® Tall and ramrod straight, 
with the aristocratic, angular features 
of a Basil Rathbone, whom he slightly 
resembles, George William Bolling II 
is an advertising natural—a man who 
followed his way of life because for 
him there was no other choice. Born 
in Chicago on Sept. 6, 1899, son of 
newspaper publisher George W. Bolling 
Sr., he digested advertising talk with 
his Pablum. Educated in the Chicago 
public school system, he excelled in 
track, swimming, basketball and foot- 
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ball. But swimming over-shadowed the 
other sports when he entered the Naval 
Academy at Annapolis in 1919. Sev- 
eral American intercollegiate free-style 
records fell before his smooth, quick 
strokes and in the summer of 1920, his 
athletic prowess took him to Antwerp, 


‘ Belgium, as a member of the USS. 


Olympic team. Swimming the 100 me- 
ters, he didn’t win any medals but he 
still considers the experience the high- 
light of his life. 

In 1923 he graduated from the acad- 
emy with an engineering degree and an 
ensign’s commission but was separated 
from the service soon afterward when 
the Coolidge administration ordered a 
reduction in the armed forces. 

Like a woodsman hearing the call of 
the wild, George Bolling headed for 
the middle of a new business where 
men who could sell were needed. In 
1925 he joined Westinghouse station 
KYW (then in Chicago, later Philadel- 
phia, now Cleveland) and became the 
first commercial salesman selling radio 
time on the streets of Chicago. One 
of his first sales, to Elmer Rich of 
Simoniz, illustrated Mr. Bolling’s sell- 
ing ingenuity. 

The rate cards of the time consisted 
of only half-hour and hour time periods 
and Mr. Rich didn’t want to buy that 
much time just to say, “Motorists Wise 
—Simoniz.” Mr. Bolling solved the 
dilemma by tying the message into a 
daily five-minute weather broadcast— 
and from such humble beginnings the 
service spot announcement was born. 

Pioneer ® In 1927, Mr. Bolling was 
made commercial manager and repre- 





George Bolling II 
A string of firsts 


sentative of all Westinghouse stations 
west of Ohio. He had a hand in devel- 
oping many firsts in those exciting, pio- 
neering days. Among others he cites 
the first published rate card, the first 
recognized coverage map, the first 
standardized program schedule, the first 
musical clock early morning program 
and the first commercial time signal, 
newscast and live sports coverage. 

With an eye to wider horizons, Mr. 
Bolling left broadcasting in 1928 to be- 
come radio director of the Hays Mc- 
Farland advertising agency. But the 
stock market crash of 1929 put a tem- 
porary halt to his new career. He 
weathered the storm by drawing on his 
engineering background to land a job 
with the city of Chicago as a consulting 
engineer on a natural gas case. The 
assignment lasted for two years by 
which time the country, the economy 
and Mr. Bolling were back on a more 
even keel. He then joined the Michi- 
gan Radio Network as commercial man- 
ager, a job that placated his ambition 
until 1934 when he gained his initial 
experience as a station rep with The 
Blair Co. 

Starting as manager of the Detroit 
office, Mr. Bolling during the next 12 
years became New York vice president 
and second largest stockholder in the 
firm before deciding the time was ripe 
for an independent venture. 

With his brother Robert and E. 
Schuyler Ensel, both since retired, he 
founded The Bolling Co. on Feb. 1, 
1947. With its acquisition of Headley- 
Reed, Bolling claims to be the sixth 
largest station rep in the nation. 

Outdoor Man # Mr. Bolling has one 
son, George William Bolling III, 32, 
who is a vice president of the firm, and 
two grandchildren. His wife, the former 
Maxine Weaver of Traverse City, Mich., 
died last year. 

Mr. Bolling currently lives a good 
deal of the time in the Tudor City sec- 
tion of Manhattan. It is just a place 
to hang his hat, he comments ruefully, 
and he looks forward to the times when 
he visits his dairy and cattle farms in 
Traverse City. 

He is not an ardent “joiner” (he 
belongs to the Radio & Television Ex- 
ecutives Society and the Naval Acad- 
emy Alumni Assn.), but he is still an 
athletic man at heart. Whenever pos- 
sible he’s out golfing or bird hunting 
in Michigan and Florida. He would 
like to think of himself as an expert 
trout fisherman but he frankly admits, 
“I cast more line out and work harder 
at it but catch less fish than anyone I 
know.” 





EDITORIALS 





Repeal now or never 


AN. 31 has been set as the day for broadcasters to write 

their own emancipation proclamation. On that day the 
Senate Subcommittee on Communications will hold a hear- 
ing on the future of the political broadcasting law. 

The networks and the NAB have been invited to appear, 
and it is all but certain that the weight of their testimony 
will be thrown behind the movement for repeal of Sec. 315, 
the equal time requirement of the Communications Act. 
But their weight, however impressive, will not be enough. 
It will take a massive drive by individual television and radio 
station operators to persuade the Congress that broadcasters 
deserve the freedom they have been denied throughout the 
history of broadcast regulation. 

No one will think broadcasters deserve freedom if they 
do not fight for it. Not enough of them have fought for it 
in the past. 


THE majority of broadcasters servilely submitted to the 
political broadcasting restrictions of the Communications 
Act for 25 years after its adoption in 1934. It was not 
until 1959 that broadcasters in substantial numbers were 
stirred to protest, and then only because Lar Daly, a politi- 
cal freak, won access to the air in a case that dramatized 
the absurdities of the law. At that point broadcasting had 
to make a showing. An enterprise that uncomplainingly 
accepts absurd regulation tends itself to look absurd. 

Mr. Daly provided both the motive and the argument 
for broadcasting’s first serious effort to obtain relief from 
Sec. 315. That effort succeeded in gaining the 1959 amend- 
ment that exempted various kinds of news broadcasts from 
the equal time law. Without that amendment the splendid 
radio and television record of reporting the 1960 campaigns 
could not have been achieved. 

It was another political accident that gave broadcasters 
the additional freedom that led to the “Great Debates” of 
the 1960 campaigns. 

Broadcasters were testifying in opposition to a Senate bill 
that would have required them to give free time for set 
speeches by presidential and vice presidential candidates. 
All three television networks offered to give time to the 
major candidates, preferably for joint appearances, but 
they pointed out that the law would require them to give 
equal time to all minor candidates. Frank Stanton, CBS 
president, suggested that Sec. 315 be suspended for the 
1960 campaign in its application to presidential and vice 
presidential candidates. By joint resolution of Senate and 
House the temporary suspension was granted. 

Congress had two purposes in mind: to give the leading 
candidates exposure on national television and to test the 
judgment of broadcasters. The element of trial was implicit 
in the resolution. We suggest, and we believe that most 
legislators agree, that broadcasters stood the trial well. In- 
deed Sen. Warren G. Magnuson (D-Wash.), chairman of 
the Senate Commerce Committee, has introduced a bill 
that would permanently exempt presidential and vice presi- 
dential races from the application of Sec. 315. That bill 
will be before the Commerce Committee’s Subcommittee 
on Communications at its Jan. 31 hearing. 


T? OBTAIN passage of Sen. Magnuson’s bill would not 
be difficult. Powerful members of both houses are known 
to favor it. But broadcasters must not settle for so little 
after a campaign in which they gave so much. They must 
make the total effort to get total relief. They must fight 
for repeal of everything that is left of the political broad- 
casting law. 

If broadcasters are to be trusted to cover the campaigns 
for the nation’s two highest offices without the restrictions 


of a federal law, it does not seem unreasonable that they 4 
should be trusted to cover campaigns for lesser offices with 
equal freedom. 

Never mind how they happened to get the limited freedom © 
they had in the 1960 campaigns; they will get no more by 
accident. Full freedom they have earned by their perform. * 
ance in the 1960 campaigns, but earning is one thing and ~ 
getting is another. The getting in this case will depend on 
the number and vigor of the demands that individual broad- 
casters make for repeal of Sec. 315. 

All stations that wish to be a part of the growth of 
broadcast journalism must take a personal interest in this _ 
fight. They must do all within their power to acquaint their’ 
congressmen with the need for repeal. The time to start) 
the campaign is now. 


Mustn’t touch 


[s AN exhibition of poor taste and poorer judgment the} 
retiring attorney general, William P. Rogers, has likened: 
an episode of ABC-TV’s The Untouchables to “payola and” 
the quiz shows” and has called it “another example of; 
broadcasters failing to fulfill their duties as trustees for the 
public.” 

Mr. Rogers made his remarks at the prodding of a subor- 
dinate, James V. Bennett, director of the Bureau of Prisons, 
who has been carrying on a running campaign against the 
show. Mr. Bennett has protested to the network and to7 
the FCC and has threatened to intervene in license renewals 
of ABC-TV affiliates because the program showed prison 
guards in an unfavorable light. 

It seems to us that Mr. Bennett’s own performance is 
at least as unattractive as that of the fictional guards in The 
Untouchables episode. He has resorted to the kind of pres- 
sure that ought to be beneath a man in his position. As te 
Mr. Rogers’ parting remarks, we can say only that he must) 
have been distracted by the problems of packing. 

It is in poor grace for a federal official to holler to the 
FCC when a television program treats a government servicé 
unkindly. Television, like any other medium of communi 
cation, is subject to the libel laws, and the courts are avai 
able to any person who feels wronged by a television per 
formance. If Mr. Bennett thinks he or his bureau has beer 
damaged, he has the right available to any citizen to sue. © 

No matter what the nature of the program in question 
ABC-TV was absolutely correct in rejecting Mr. Bennett 
demands for suppression of a second episode. 


“Hear you’re having trouble finding a sponsor for thi 
‘Dangers of Fall-out’ special! Tried the hair tonic compa 
nies?” 


Drawn for BROADCASTING by Sid & 
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So KPRC-TV 

has the jump 

on us. 

So their signal leaps 

out ina 75 mile 

radius 7 days a week. 

So they’re faster 

than us. 

And smoother than us. 

And better-looking than us. 
And more accurate than us. 
And better salesmen 

than us. 

But | ask you: 

can they offer 

anything to match 

a mother’s love?* 


*No, but we try... with 

five plans, 10 plans 

and 20 plans... 

and the world’s most 
considerate coddling! 

Find out for yourself 

by calling any 

Edward Petry & Company man. 


KPRC -TV 


Houston’s Channel 2 Station 


Courtesy of Qantas Empire Airways, Ltd. 








WTVR 

















IN RICHMOND, VA. 




























*Source: ARB Nov. 1960 




















VERAGE SHARE OF AUDIENCE SIGN ON TO SIGN OFF 
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In just 6 months time after 
affiliating with CBS-TV, 


WTVR again leads in Richmond | — 


both day and night. 





Y © WIVR audience is NOW greater than Station ““B” by 44.3% 
e WTVR audience is NOW greater than Station ‘C” by 58.6% 


and | | 


@ WIVR delivers 45.7% more homes than Station vw 
e@ WIVR delivers 63. 1% more homes than Station hia 


More than ever before, your best buy in RICHMOND 

















WTVR 6 


The South's First TV = 


RICHMOND, VIRGINIA 
ented by Blair Television Associates 

















